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Agenda for Part One
Social TV basics for brands and marketers:

the ecosystem and opportunities

1. What Social TV means
2. How Social TV got started

3. Trends and market forces that make Social TV important for
brands and marketers:

A. User behaviors and consumer trends drive oppportunities
B. New technologies bring new capabilities
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Agenda for Parts Two-Three (subsequent classes)
Social TV basics for brands and marketers:
the ecosystem and opportunities

C. TV networks and programs embrace social media
D. Better measurement tools offer better targeting for marketers
E. Social media networks and platforms foster and exploit social TV
participation
F. Tech and publishing titans get into the TV content business
4. How brands and marketers can dive into social TV
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Social TV analyst & strategist, social media marketing
strategist, advertising/PR pro, writer, transmedia explorer

Tweeter for @PeggyOlson & other Mad Men characters,
Shorty Award winner

Social media speaker/trainer and former adjunct
professor of Social Media Marketing at Portland State
University

Social TV writer for The Social Media Monthly

Contributing author: The Big Book of Social Media
Case Studies, Stories, Perspectives

Links for this class: bit.ly/social TVclassOMI @CarriBugbee
Social TV news archive: bit.ly/socialtvfilm @socialTVtrends
Social media news for marketers: bit.ly/smmtrain

Bio and other social profiles: CarriBugbee.com

Contact me at: socialTVirends@gmail.com




What is Social TV?
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Let’s start with a common definition

Carri’s definition:

Technologies (software and hardware) and processes that enable connections
and interactions between fans, content creators and distributors of video
content.

Wikipedia’s definition:

Social television...supports communication and social interaction in either the
context of watching television or related to TV content...Social television
systems can, for example, integrate voice communication, text chat, presence
and context awareness, TV recommendations, ratings, or video-conferencing
with the TV content either directly on the screen or by using ancillary devices
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What is it really all about?

Disruption
 New technologies

 New players (social media platforms, gaming platforms, apps,
streaming, ecommerce, etc.)

 New delivery models
« New consumption models
 New advertising and promotion opportunities

All have a straight or dotted line to social media activity.
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How Social TV
got started
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How | got into
Social TV
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Tweeting for @PeggyOlson

Started @PeggyOQOlson on
Twitter in August 2008.

Home Profile Find People Settings Help Sign out

@joan__holloway I saw how you
"handled" Sally. When I was Mr.
Draper's secretary, I was respectful.
That's why I'm not just a secretary now.

Entire universe of Mad
Men characters quickly
joined in.

Fun experiment quickly
yielded valuable insights.

,9 peggyolson

Peggy Olson
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Mad Men fans loved it
Most thought it was a “real” campaign

Wednesday, August 20, 2008 0

Mad Men Gets All 2.0

tweets

I've been a fan of Mad Men
since the series premiered.
The production values are
amazing and the story lines
are gripping, with some very
complex characters. And |
wrote about the unique
advertising model that the
show used, essentially
making the ads relevant on a
show about advertising in
this day and age when we
can skip right by
commercials.

“...now it looks like the show's marketing team
has stepped up the game again by really jumping
into the social media space.”
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AMC didn’t love it, but the fans got their way.

Twitter suspended Mad
Men accounts to comply
with AMC’s request (the
network reportedly sent a Mad Men feeds are currently down for unplanned maintenance.
DMCA take-down notice).

Accounts were restored less

than 24 hours later after 0 " % '

online backlash and bad %/

press. ()

y p A A . VN
- \.:\“,‘.4 - e 4 ,_/ ‘-».&,_,,f./ R \"»’/’/T

© 2008 Twitter Status Blog Help

"Mad Men" Meets Fail Whale




What makes Social TV
important for brands
and marketers
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Trends driving social TV opportunities:

A. User behaviors and consumer trends drive
opportunities.
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A. User behaviors: Started as organic activity by fans
who adapted existing tools and platforms

Twitter hashtags ﬁ Alastair Goldfisher  zgoldfisher 20h

CarriBugbee are you watching #madmen tonite?
became the first

social TV “tools”

Carri Bugbee  CarriBugbee 20h
agoldfisher I'm on deadline, so no. I'm writing my column on
socialTV. :-( | hope to watch it later to wind-down before bed.

Alastair Goldfisher  agoldfisher 20h
CarriBugbee more brilliant than last week. | doubted #madmen

could come back strong. But, hey, | have deadlines, too, so get back
to work!

Amanda Rykoff arykoff
o agoldfisher @CarriBugbee Tonight's episode was in the pantheon of
classics.

Alastair Goldfisher  zgoldfisher
amandarykoff @CarriBugbee agreed' blown away by the details and

the overall execution. WOW!
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A. User behaviors: Online buzz is now crucial
for live events, but fans started it on their own

200K
180K
The X Factor
- 160K
‘ - 140K,
B 4\
, - 120K
- 100K
E:I:IK
L | G0 K
| W B 40k
- # Comments AN
, NN\ 20K,
# Commenters
y |:|

Episode 1 Episode 2 Episode 3 Episode 4

fin ror AdverlisingAge.
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A. User behaviors: People want to participate in
live events, not just watch them passively

Viewers are most likelyto  What do viewers talk about?

engage online during Winning | 14
sports, contests, awards
shows, and reality TV. Entertaining 1%
Funny I 10%
Dramas inspire Physical Attractiveness |GG © 75

conversation before and
after the show.

Fans |
Romance GG 30
Voting NG G-
Writers/Creators |G 6%
Judging |GG G
Drama GGG 625

Source: NM Incite - Volume Is represented as a percentage of 2,058,828 messages about the top 10 1 I
urce: NM Ine lun represented as a percentag 2,058,828 messages a -:.r: p l]IC SCI]

television series, posted on boards, blogs, and groups from July 1, 2009 to February 28,2011, s e e s s s s s e
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A. User behaviors: Sports and live events became

primary drivers of interaction around TV content.

HOW ENGAGED ARE TV AUDIENCES ON TWITTER
AROUND THE MOST SOCIAL AIRINGS?

Tweets Viewed Per Person (Per Event)*

THE MOST SOCIAL:

@ SPORTS EVENTS
@ SPECIAL EVENTS
©® NEW SERIES EPISODES

Each person saw 32 Tweets about the most soci S PO RTS EVE NTS DOM' NATE D TW ITTER
social special events and 9 for the most social se CO NVERSAT'ON ABOUT T\/ | N 2013

*Data for 9/113-2/16/14 A-,'r\—rgn A'.'r"nar* Frequency’ (lr'-r.—-'

492 50% 12

MILLION OF TWEETS ABOUT TV OUT OF
Tweets were about were about Sports Events of the most-tweeted
Sports Events in 2013 in 2013 TV airings in 2013

were Sports Events
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A. User behaviors: Multi-tasking millenials value UGC

over TV & peer recommendations over those of brands

Millennials Prioritize Social Networking Above Other Media
Total media consumption per day: 17.8 hours

Daily Use of Media Types

Social Networking (eg. FB, LinkedlIn, Inst...)

Watch TV (ive) [ 6%
Listen to Radio (broadcast/streaming) m
E-mail, text, gchat, texting apps _ 49%
Retrieve news, weather, scores _ a7 %

Watch TV (pre-recorded) 46%

39%
37%
35%]

Visit news media sites

Watch video clips (eg., YouTube)

Read blogs, bulletin boards, etc.

Read print magazines or newspapers _ 18%
Read peer reviews (eg., epinions) _ 18% B
Peer Generated
Get product info/buy from a compan _ 9
P Y . 17% B Other Media
Read profesional reviews (CNET, etc.) _ 15%

Blog online, post to bulletin boards, etc. _ 15%

Banner ad _ 12% Source: Ipsos MediaCT/Crowdtap Jan 2014

29%
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A. User behaviors: 15%-17% of viewers socialize
online about TV shows while watching

Comparative Estimates: Simultaneous Social Media
Usage While Watching TV According to US TV Viewers,
2013

Comparative Estimates: Social Media Activities
Performed While Watching a Program According to
US TV Viewers, 2013

% of respondents % of respondents
I 2013 I Activity ISurvey base 2013 | Activity Survey base
_reditDonkey, 83.7% | Use Facebook Social media users Nielsen, 21.0% | Read conversations about a Tablet owners
March 2013 lune 2013 program on social network
_reditDonkey, 66.9% | Use Twitter Social media users Nielsen, 18.0% | Read conversations about a Smartphone
March 2013 June 2013 program on social network owners
re-fuel, June 2013 | 463.0% | Use Facebook or Twitter |College student 4UB Research*, | 17.0% | Read comments on Facebook TV viewers
internet users* April 2013 or Twitter about show
Nielsen, June 2013 | 53.0% | Visit a soclal network Tablet owners 4UB Research*, | 17.0% | Posted comments on Facebook | TV viewers
Nielsen, June 2013 | 52.0% | Visit a social network Smartphone owners  [*Prll 2013 or Twitter about show
Ipsos Mendelsohn, | 51.0% | Use Facebook, Twitter or | Affluent internet fhe NPD Group, | 14.8% | Discussed show on social TV viewers
Feb 2013 other almost constantly, |users** April 2013 network
regularly or occasionally Nielsen, 13.0% | Write blurbs on the program Tablet owners
Jacobs Media, 46.3% | Use social media Internet users June 2013 you are watching
May 2013 frequently or occasionally The NPD Group, | 9.4% | Followed stream of comments | TV viewers
Note: “ages 18-34; **annual household incomes of $100,000+ April 2013
Source: vanous, as noted, 2013 Nielsen, 8.0% | Write blurbs on the program Smartphone
142818 wwe eMarketer.com June 2013 you are watching oOWners
Note: *ages 16-64
Source: varnous, as noted, 2013
162817 wwyceMarketer.com
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A. User behaviors: Social TV activity is
growing and participants are influential

1. Average social TV user Social TV Growth - Past 18 Months
has 500+ Twitter —Social TV Monthly Uniques (millions)
followers, giving them 4 119 o
outsized influence. L 7 10.

2. Altering TV from a -
passive consumption
medium to a new kind
of community
experience.

3. Mainstream media
repeat and amplify the
reactions of social TV

o N »», O @

Jul-11
Aug-11
Jul-12
Aug-12

Nov-11
Dec-11
Jan-12
Feb-12
Mar-12
Apr-12
May-12
Jun-12
Sep-12
Oct-12
Nov-12
Dec-12
Jan-13

Oct-11

Sep-11

. Source: TDG, Social Guide Intelligence
viewers,
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A. User behaviors:
Hispanics & women 25-34 over-index for social TV

* 19.1% of online Americans ages 15-54 are reached by social media at least once a
day regarding primetime TV.

 11.4% of primetime viewers use Facebook and 3.3% user Twitter, but Twitter is more
often related to the show being watched in the moment.

DEMOGRAPHIC DIFFERENCES

SOCIALLY CONNECTED VIEWING Indexed to Total

Hispanic 10.5% 143

Age 25-34 9.6% 131

Age 15-24 9.2% 126

Age 35-44 8.6% 118

Men 7.5% 102

White/Other 7.5% 102

Total 7.3% 100

African American 71.2% 99
Women 71.2% 99

Age 45-54 4.4% 60
Asian/Pac. Islander 4.2% 57

Source: CRE Social Media and TV Mobile Diary Study September — October 2013
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A. User behaviors: Youngsters have a
different concept of “TV”

By KIM PETERSON  MONEYWATCH  April 15, 2014, 8:18 AM

1. Many consider Youtube to be

“TV” in same way as broadcast Why Ho“ywood TS cozylng up
to a YouTube fiimmaker

or cable programming.

2. Teens prefer online video
because it’s interactive,
communal and tailored to their
interests.

3. TV networks stream many
programs online (often free).

4. Online audiences are
international.

5. Children get mobile devices at

younger and younger ages.

Creato lFr ddie n) P ni iu ctor/writer Ma IIHm ld atte nH! |1 0 Game High School” season two
premiere party I ouTub e LAon July 24,2013, in Los Angele CHELSEA LAUREN/GETI’Y IMAGES
FOR COLLECTIVE DIGITAL STUDIO
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A. User behaviors: Cord-cutting is real &
“cord nevers” are growing

6.5% of U.S. households have cut the
cord—up 44% in the past three years.
Ownership of an iPhone or iPad
"increases the odds.” —Experian

Many college students have weaned
themselves off cable for good. - Slate

Some adopted TV watching over the
Internet because they got their first
taste of economic independence in
the recession — Bloomberg

45,000

44,000

43,000

42,000

i 41,000

40,000

39,000

38,000

37,000

Goodbye, Cable TV

Q110 Q210 Q310 Q410 Q111 Q211 Q311 Q411 Q112 Q212 Q312 Q412 Q113 Q213 Q313

M Cable video subscribers
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A. User behaviors: Younger audiences are
more receptive to ads on mobile devices

60% look at secondary device during Percent of adults who find video ads on each
TV ad breaks device useful*

® 3 3549 @) 50+
60 %
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A. Take-aways on user behaviors and consumer trends:

« Social TV activity is already occuring organically—encourage it and
make it easy.

 Live events and contests inspire the most activity—tap into related or
ancillary conversations.

«  The concept of “TV” has evolved, particularly for younger audiences.
Create a participatory experience where they can hang out.

« Social TV participants tend to be younger, female and power users.
Think about cultivating or expanding your existing base of influencers.
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Trends driving social TV opportunities:

B. New Technologies bring new capabilities.
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B. Technologies: Social TV ecosystem is exploding
(and changing quickly)

\ General Social Networkg
e

| fR* @
Social networks £\ gy \ W E G o

1

2. Metadata suppliers \Q. (;uybg
3. TV-specific social networks mobovivo
4
5

Categories:

.4baseline

Qg'italsmiths
1 EVICIDN

Check-in/incentive apps (rewards)

3
Social EPGs, content discovery, a;;,'],’;m,. -
accedo® B\
remote controls N9 @& T S 201 S E:@ g
6. Social curation, integration, B g'OClAL T§ “Curatorr* m‘%:
syndicaton W% smartnh | © 9}352915 B Oned
HKY ECOSYSTEM ’4 next g\.ude . |mk é
7. Ad p|atforms o @?“:'D'E@°$ Trendrr for AdvertisingAge. miso et vf\' N
. . &.>f‘: En s Version 2.0 - Jul 18, 2013 liyit 3
8- SOC|aI Sharlng I_Jll [ waTcHwiTH ! H roduct B g

9. Sync (ACR), middleware ' ”‘“Bj e @

10. Connected devices (smart TVs
Roku, Apple TV, Chromecast)

11. Second screen apps and platforms

12. White label platforms

=
=) GADE rovi
SyﬂaCOl‘

Soqo\wm FresWhes| HuperT Vgl
o0 leeRall@ MeFeedia

ideoplaza Socod een ,@

2 (@ YuMe{ IOVI

wwwwwwwwww TREMOR
SnappyTV @ P

Nl waTcHwiTH

"/FLINGO

) HyperTViKl
mobovivo

/%9 SnappyTV
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B. Technologies: Explosive growth in smart TVs
and connected devices

* Global shipments of smart TVs Global TV Shipments
will reach a tipping point in mSmartTV  WTraditional TV —Streaming Device
‘15, overtaking traditional TVs. ™ =
160 BI INTELLIGENCE

152
148

* Predicted 202 million Internet-
capable TV devices in U.S.
homes in 2015, a 44% increase
from 2013.

128
124

120

100

[0
o

Millions Of Units

* Use of devices likely to drive
the number of connected
media players to 31 million by
2015. 20

D
o

sy
o

2013

 Apple TV, Roku & Chromecast ... s amayeics s, i estimates
were most popular streaming
devices sold in the U.S. in
2013.

2017

Blue=SmartTV Red=Trad’l TV Green Line=streaming device
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B. Technologies: Connected TVs are location aware

 Connected TVs pay an important role in the multiscreen universe — especially in
building new marketing and advertising models.

* Ads powered by ACR could know the location of users to tailor messages for
nearest retail locations.

* Location-based marketing shifting away from couponing & towards content
rewards (free viewings, downloads, etc.), where TV can play a big role.

 “Location is the new cookie” — Asif Khan

7am 10am 6pm
Wake Up Office Shopping

7 8am 2pm 9pm
Driving Coffee Relaxing
= Phone
Tablet

Laptop —
Vil o] .

- «
GPS
Q Digital Screen TV

TheLBMA
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B. Technologies: Connected TVs and devices have
created new app ecosystems

* Each device has its own OS; Smart TV Apps Used
By Category

expect to see app growth,

despite lack of standards. ket a3%
+ 75%ofsmart TVownershave  won [,

a smartphone and 65% have

a tablet, which creates an . ] -

opportunity for second-

screen apps. o R
* Gaming systems want to OWn  scaineworin: [ -

home entertainment.

Bl INTELLIGENCI
* Some analysts speculate
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Apple and Google may Source: Nielsen, YuMe, August 2013
leverage their ad networks to
run ads on their platforms.
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B. Technologies: Apps are the
new channels on connected devices

* Apps behave like TV channels in new
ecosystems (tablets or smart TVs).

* Kids can watch “Fraggle Rock” via Angry
Birds’ ToonTV app.

* Red Bull launched first brand app on
Apple TV featuring “inspirational
entertainment programming” with 40%
third-party, non-branded content.

* Apps audiences are small (compared to
broadcast), but growing: Watch ESPN
has been downloaded 24 million times;
number of minutes it’s viewed on
mobile devices is up more than 6.5
times in past two years.

Subscribe Today!

ARIE‘TY Editions: U.S SIGNIN 3 (2 2\ [ 2 |

FILM + ™V + DIGITAL + VOICES + VIDEO SCENE JOBS MORE +

Rovio Expands ToonsTV
Channel with Stan Lee, Hasbro
after ‘Angry Birds Toons’ Hits 1
Billion Views

EMAIL + ( 7
PRINT  TALK g

Sony to release 'Angry Birds Toons' on DVD and Blu-ray in
December; new season launches next year
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B. Technologies: Smart TVs and second screens
will compete for dominance

e Some second screen functions
will migrate to smart TVs.

* Second and first screens will
compete for dominance.

* Disruption and consolidation
of apps is already happening.

 Asthe market matures, we’ll
figure out which each platform
is best for.

Photo via SeeSpace
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B. Technologies: Automatic content recognition
(ACR) enables second-screen syncing

e Used for:

Targeted ads
Voting/polling
Supplementary content
Conversations

Social sharing
Transmedia/participatory
storytelling

* T-commerce

Will be used in 25 billion ﬂm-m'mnEM]Stm‘ysync
devices by 2017.
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B. Technologies: TV Everywhere creates
fragmentation and targeted opportunities

* Kids and teens prefer using
their own devices.

* Consumers want to stop
and start (sync) on all
devices.

e Data will provide highly
targeted ad opportunities.

* May bring up some privacy
concerns.
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B. Technologies: Connected devices can
offer better advertising results

Connected TV Viewers' Actions in Response to Ads

(% Indicating having taken action as a result of @ message or advertisement for something that
interested them or that they were planning to purchase)

August 2012

Visited the website mentioned in the ad 30%

the ad
B e ————
online
Liked or followed a brand or product | RN -
mentioned in the ad

Selected or dicked on an ad to learm more 23%

Shared informaton about 8 product or brand with
21%
others

Told someone else about the Information in the ad 21%

Purchased the product mentioned in the ad 19%
Learned about an app which [ then downloaded to

my Smart TV or device connected to my TV 1%

None of the above 29%

c

W
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f
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B. Technologies: T-commerce ramps up

e Already happening through mobile apps: “Sons of Anarchy” or Watch with Ebay.
* Nascent on smart TVs & streaming devices:

e H&M Superbowl 2014 ad was T-commerce enabled on Samsung smart TVs
* Crosses over into transmedia storytelling and product placement.
* Will require advanced coordination by brand AND entertaniment creators.

COUGAR TOWN =~ {(®

Sync up with Cougar
Town and Target Now!

COUGAR TOWN

P @ &
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B. Take-aways on social TV technologies:

« The social TV ecosystem is complex and changing fast. Learn the
terminology and watch the space for opportunities to plug in.

« Smart TVs & connected devices are a huge trend, creating new app
ecosystems and opportunities to interact with consumers.

« Big brands may be able to create their own app “channels,” owning
the social TV experience while viewers are “tuned into” their apps.

« TV Everywhere is creating a fragmented, but more granular audience
for ad targeting and interaction.

Younger audiences are especially receptive to ads and experiences
on mobile devices.

«  T-commerce is still experimental but will fundamentally change
advertising and spur new types of sharing and recommendations.




Get personally plugged
into Social TV right now
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Five things to do now

1. Search, follow and participate in hashtag conversations about
TV shows, online videos, or movies.

2. Check out T-commerce offerings (H&M, “Cougar Town”)
3. Download a few (mobile) social TV apps:
A. Sync up with your favorite network or TV show
B. Participate in conversations and check-ins about TV shows
C. Recommendations

4. Acquire a connected device and explore the app ecosystem
(Chromecast is just $35).

5. Dive deeper into social TV research and best practices at:
bit.ly/socialTVclassOMI (URL is case-sensitive).
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Agenda for Parts Two-Three (subsequent classes)
Social TV basics for brands and marketers:
the ecosystem and opportunities

C. TV networks and programs embrace social media
D. Better measurement tools offer better targeting for marketers
E. Social media networks and platforms foster and exploit social TV
participation
F. Tech and publishing titans get into the TV content business
4. How brands and marketers can dive into social TV
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Questions about the content?

Want a deep dive on any of the topics?

« Tweet at me: @CarriBugbee or @socialTVtrends
« Connect with me on other social networks: CarriBugbee.com
« Email me: socialTVirends@gmail.com

Want supplemental information for this class?

Research links for this class series: bit.ly/socialTVclassOMI
My larger Social TV news archive: bit.ly/socialtvfilm




Thank You!

Learn more at
www.onlinemarketinginstitute.org




