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Premessa & metodologia

IAB US ha pubblicato a giugno 2018 una ricerca globale dal titolo «Live Video
Streaming — A Global Perspective» sulla base del sondaggio rilasciato da OnDevice
Research tra il 20 aprile e I'8 maggio 2018 a cui hanno partecipato 21 paesi in tutto il
mondo.

Obiettivo principale del report era quello di ottenere maggiori informazioni sulla fruizione
del live streaming video da parte dei consumatori, focalizzando l'attenzione sui dispositivi e
le piattaforme che maggiormente utilizzano, le loro preferenze di contenuto e il rapporto
con gli annunci pubblicitari presenti durante I'esperienza di live streaming video.

IAB Italia ha preso parte al report con un campione di 200 consumatori.
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Italy - Key Findings

© Lafruizione dei video digitali & sempre piu un’esperienza quotidiana per I’84% del campione

La fruizione registra un aumento del 50% rispetto all’'anno precedente, in particolare per il sesso maschile (89%) e per la fascia 18-34 (85%).

| contenuti fruiti in live st_reaming{_dal campione, il 36% dei quali in lingua inglese, provengono nella maggior parte dei casi dai siti dei network Tv
e dai social. Tra i contenuti preferiti, serie Tv e sport.

© Trai device piu utilizzati lo smartphone raggiunge il 95% del campione

Smartphone e tablet si confermano i device piu utilizzati per una fruizione non superiore ai 30 minuti.

La smart TV € il mezzo preferito per una fruizione generalmente piu lunga: il 35% del campione 18-34 la
utilizza tra una e due ore al giorno.

© Lafruizione di video in streaming & sempre piu collettiva
L’abitazione ¢ il luogo in cui il 92% del campione fruisce dei contenuti video.

© 11 48% del campione preferisce visionare video in streaming che contengono annunci pubblicitari piuttosto
che pagare un servizio

Solo il 9% della fascia 18-34 pagherebbe per visionare un video senza annunci, contro al 22% della fascia 35+.
I 60% degli intervistati ha una reazione a fronte dell’esposizione ad annunci pubblicitari.
La maggior parte del campione ritiene gli annunci online intrusivi quanto quelli televisivi.
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Campione bilanciato per genere, il 60% ha meno di 35 anni

® Q1. To start with, we have a few easy questions about yourself. Are you?

Gender Age

42%

51%

= Male = Female m18t0 34 =35+

o
e Base: All respondents ltaly = 200 Iq
[



Solo I’8% del campione ha un livello di studio inferiore al diploma

® Q35. What is the highest level of education you have completed?

Level of education

5%
8%

16%
12% 53%
= Grade school/Primary school High school/Secondary school

Associate's degree or some college = University degree

Post-graduate degree Other

a Base: All respondents ltaly = 200 Iqb






La fruizione di video digitali e sempre piu un'esperienza

guotidiana per 1'84% del campione

® Q6. How often do you watch video digitally on your PC/laptop, smartphone, tablet or connected TV?

La fruizione di video digitali La fruizione di video digitali € piu
interessa maggiormente il genere marcata sulla fascia 18-34
100% maschile (89%). 100% (85%).

90% 90%

80% 80%

70% 70%

60% 60%

50% 50%

40% 40%

30% 30%

20% 20%

10% 10%

0% I . - [ | — 0% I . - - -
Several times  Once a day Weekly Monthly Lessthan  Idontwatch  Net Daily Several times  Once a day Weekly Monthly Lessthan Idontwatch  Net Daily
a day monthly digital video a day monthly digital video

m Total Male Female u Total 18-34 m 35+

a Base: All respondents ltaly = 200 Iab



Per quanto riguarda i video in live streaming, la totalita del

campione ne ha visionato almeno uno

® Q8. Have you ever watched live video streaming on any device or platform? Please select all that apply.

Il 36% del campione visiona video in
streaming in lingua inglese, a farlo

100% 100% soprattutto i giovani 18-34.

90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
10% 10%

0% 0%

Yes in English Yes in my local | do not live stream Net Any Yes Yes in English Yes in my local language | do not live stream video Net Any Yes
language video content content

m Total Male Female

u Total 18-34 35+ ®
@ Base: All respondents ltaly = 200 Iqb
o






L’utilizzo dello smartphone in generale raggiunge il 95%

® Q4. And which of the following devices do you own or have access to? Please select all that apply

100%
90%
80%
70%
60%
50%
40%
30%
20%
10% I
0%
Feature PC/Laptop || Smartphone Tablet Gaming
phone (a console
mobile / cell (e.g., Xbox,
phone that is PlayStation)
not a
smartphone
e.g. Nokia
105, Nokia
3310)
mTotal = Male = Female

@ Base: All respondents Italy = 200

Smart TV Video
streaming

devices (e.g.,

Chromecast,
Apple TV,
Roku)

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

La console e
maggiormente
utilizzata dal target
under 35.

Feature PC/Laptop | Smartphone Tablet Gaming Smart TV Video
phone (a console (e.g., streaming
mobile / cell Xbox, devices (e.qg.,
phone that is PlayStation) Chromecast,

not a Apple TV,
smartphone Roku)
e.g. Nokia
105, Nokia
3310)
m Total 18-34 = 35+
o



Per quanto riguarda la visione di video in live streaming, lo smartphone e

Il device preferito, soprattutto dal genere femminile e dalla fascia 18-34

® Q10. Which of the following device/s do you use for live video streaming? Please select all that apply.

1000 Il pc € il secondo device piu
0 ona -
utilizzato, preferito dal 41% 100%
90% degli uomini. 90%
%
80% 80%
70%
70%
60%
60%
50%
50%
40%
40%
30%
30%
20%
10% I I 20%
0
0% . . 10% . I
PC/Laptop Smartphone Tablet Gaming Smart TV Video 0% .
coniotl)e (e.g., g st(eam(lng PC/Laptop Smartphone Tablet Gaming console  Smart TV Video streaming
0X, evices (e.g., (e.g., Xbox, devices (e.g.,
PlayStation) Chromecast, PlayStation) Chromecast,
A%pli 'I;V, Apple TV, Roku)
oku
u Total Male Female m Total 18-34 = 35+

@ Base: All respondents ltaly = 200 Iab



L'utilizzo netto giornaliero dello smartphone per fruire di

contenuti video live raggiunge il 50% del campione

® Ql11. And how frequently do you use the following device/s for live video streaming? PC/Laptop

100% 100% Almeno una volta al
Le donne tendono ad avere giorno, soprattutto per
90% una fruizione settimanale dello 90% gli over 35.
80% smartphone per la visione dei

Per il segmento 80%

70% maschile la fruizione
di video live € molto
60% | frequente. 60%

50% _\/ 50%

video in streaming.
70%

40% 40%

30% 30%

20% 20%

10% I 10% I
i i O [
Several times Once a day Weekly Monthly Less than Net Top 2 Several times a Once a day Weekly Monthly Less than monthly Net Top 2
a day monthly day

0%

H Total Male Female

m Total 18-34 35+

@ Base: All respondents ltaly = 200 Iab



Per quanto riguarda il tempo speso, e maggiore sulle smart tv

mentre lo smartphone e preferito per contenuti brevi

® Q12. On atypical occasion when you are live video streaming, how much time do you spend live
video streaming on the following devices?:

Smartphone e tablet si
- co_r_1ferrr_1ano i device piu Gaming console preferite
utilizzati per una per una fruizione di
45% fruizione non superiore media durata, tra i 30 e
ai 30 minutl. 60 minuti. Il computer & il preferito o
La smarttv e Il

40% T
/ per la fruizione lunga, : :
3506 ma inferiore alle 2 ore. | device preferito per
una fruizione piu
30% iunga.
25% I o

20% /
15%

10%

2l !

0%

under 30 min 30-60 min 1to 2 hours more then 2 hours It varies Not sure.

m PC/Laptop Smartphone Tablet ®mGaming console (e.g., Xbox, PlayStation) Smart TV

@ Base: All respondents ltaly = 200 Iab






Siti dei network TV e social tra le fonti da cui viene fruita la maggior parte

del contenuti video streaming

® Q14. Which of the following sources do you live stream video content from? Please select all that apply.

Siti dei network TV
preferiti dal target

femminile. .
100% 100% La fascia 35+ supera quella
90% Il target maschile 90% 1B Ml LA el La fascia 18-34 si concentra
80% - : 80% contenuti video da servizi articolarmente sullle
preferisce piattaforme pay tv di 10 punti pe - =
70% i iti di 70% ) piattaforme social.
sougl e app/siti di percentuali.
60% gaming. 60%
50% 7 50% w
40% 40%
30% 30%
20% 20%
10% 10%
0% o 0% o
TV network My pay TV  Social platforms Gaming Digital Other TV network My pay TV  Social platforms Gaming Digital Other
website or app service provider (Snapchat  website or app  streaming website or app service provider (Snapchat  website or app  streaming
(e.g., ITV Hub, website or app Stories, subscription (e.g., ITV Hub, website or app Stories, subscription
All4, BT Sport) Instagram (Hulu Live, All4, BT Sport) Instagram (Hulu Live,
Stories, YouTube Live, Stories, YouTube Live,
Facebook Live, DirectTV Now, Facebook Live, DirectTV Now,
Twitter, etc.) Sling TV, Twitter, etc.) Sling TV,
PlayStation PlayStation
Vue, etc.) Vue, etc.)
u Total Male Female m Total 18-34 35+

@ Base: All respondents ltaly = 200 Iqb



Velocita di connessione e presenza di annunci pubblicitari sono i fattori

che piu influenzano la scelta di fruizione di contenuti video

® Q15. Which of the following factors influence your choice of live video streaming sources? Please select all that apply.

100%
90%
80% La natura a pagamento o
gratuita del servizio &
70% ugualmente influente per i target
18-34 e 35+.
60%
50% 7
40%
30%
20%
10% I I I
Location/where | Time of the day Content Content quality Whetheritsa Whether there Word of Choice of pay Choice of Speed of Other
am at the time availability free or paid are ads inthe  mouth/other's TV service  wireless service available
service live streaming recommendation provider provider internet
content connection

u Total 18-34 35+

@ Base: All respondents ltaly = 200 Iab



Serie tv ed episodi sono i contenuti piu diffusi per entrambi | sessi. La

fascia 35+ predilige lo sport

® Q16. And what type/s of content do you typically live video stream? Please select all that apply.

Il target giovane

SRl | contenulti i
100% preferiscono i toriti dall 100% sl concentra Il target giovane
. - preferiti dalle particolarmente fargetg
90% contenuti sportivi e 90% Gli adulti Sy Sl concentra
44%) e i videogiochi : : . - :
80% §41%§ 9 rimangono serie 80% preferiscono lo particolarmente
0% : tv ed episodi. 70% sport. 2’/ SULIGC-

40% 40%

30%

20%

10%

0%
&

60% / y 60%
50% 50%

30%
20%
I i S
l 0%
R
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m Total Male Female m Total 18-34 35+
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La possibilita di fruizione in qualsiasi luogo e momento e il motivo che piu giustifica la

visione di video in streaming, soprattutto per il segmento femminile

> H<17' What are the main reasons for you to watch live video streaming content? Please choose as many or as few as you
IKe.

50%

45% I:
Il 40% degli uomini ritiene che

40% la visione di video in streaming
350 permetta di rimanere informati.
30%
25%
20%
15%
10%
5%
0% I

That's the only ~ Watch while I can check Iidon't have any | don'twantto I like the more | can be the first |caninteract | caninteract It makes me up-It makes me feel Other
way the content  away from up/catch up other way to miss out personal feel of my with people of with the to-date and  like a part of an
is available home (e.g. at [anywhere and | access this that live friends/family to similar interests producer/maker informed event
work, anytime content streaming has  know what is of the content
commuting etc.) happening being streamed

m Total Male Female

@ Base: All respondents ltaly = 200 Iqb



Per il target adulto conta la possibilita di essere sempre

aggiornati

D) IC%<17' What are the main reasons for you to watch live video streaming content? Please choose as many or as few as you
Ike.

50%
45%
40%
35%

30%

That's the only  Watch while
way the content away from
is available home (e.g. at
work,
commuting etc.)

e Base: All respondents Italy = 200

| can check
up/catch up
anywhere and
anytime

Per il target giovane e importante non
perdersi I'evento e sentirsene parte.

| don't have any | dontwantto | like the more | can be the first | can interact

other way to
access this
content

miss out personal feel of my with people of

Per il target giovane € importante non
perdersi I'evento e sentirsene parte.

25%
20%
15%
10%
5%
0% I

| can interact || It makes me up4 It makes me Other

with the

that live friends/family to similar interests producer/make;

streaming has know what is
happening

m Total 18-34 35+

of the content
being streamec

to-date an
informed

d | feel like a part
of an event



La fascia serale (8 pm - 11 pm) e il momento preferito per la fruizione di video in live

streaming. Solo il 9% dichiara di non guardare video in streaming in un momento
particolare della giornata

® Q18. What time or times of day do you typically watch live video streaming? Please select all that apply.

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Evening (8pm-

11pm)(6pm-11pm

Canada only)

Late Night (11pm-

5am)(11pm-2am
Canada only)

Il 44% dei rispondenti tra i 18-
34 predilige il tardo
pomeriggio per la fruizione di
video in live streaming.
Early Morning (5am- Late Morning (9am- Afternoon (12pm- Early Evening (5pm-
9am)(6am-9am Canada  12pm)(9am-12pm 5pm)(12pm-4pm 8pm)(4pm-6pm Canada
only) Canada only) Canada only) only)
m Total

@ Base: All respondents Italy = 200

18-34

35+

Overnight (2am-6am)
Canada only

[ |
| do this all day long

| don't do this at a
regular time

iab.



L'abitazione e il luogo in cui il 92% del campione fruisce del

contenuti video, contro il 32% del fuori casa

® Q19. And typically where are you when you are live streaming content?

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Le donne preferiscono fruire dei
contenuti video in streaming a
casa propria, mentre gli uomini
preferiscono farlo a casa altrui.

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

La fruizione a casa di altri & piu
diffusa tra i 18-34, mentre i 35+
hanno valori piu alti per la fruizione
fuori casa.
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m Total Male Female u Total 18-34 35+
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Controllare 1 social e |'attivita relazionata alla fruizione di video

In streaming piu svolta dal campione —Mvs F

® Q20. When you live stream video, which of the following do you typically do at the same time that is related to what you
are watching?

50% _ - _ o Le donne compiono
Gli uomini prefer.ISCOI’\O att|V.|ta preva|entemente attivita di
45% come condurre ricerche online e comunicazione: il 30% di loro
200t condividere il video che stanno chatta con altre persone, p|l:| del
0 n - c o o
guardando. doppio degli uomini, mentre il 25%
35% commenta sui social.
30% w
25%
20%
15%
10%
0%
Checking social | Chatting with others Commenting on Conducting online Chatting with others  Sharing the live Using another Doing work Other
media on social media social media searches | am watching live video | am watching device

streaming video with

m Total Male Female

@ Base: All respondents ltaly = 200 Iqb



Controllare 1 social e |'attivita relazionata alla fruizione di video

In streaming piu svolta dal campione: 18-34 vs 35+

® Q20. When you live stream video, which of the following do you typically do at the same time that is related to what you
are watching?

50%

45%

40% . . .
Il 22% dei 18-34 utilizza un altro device

35% mentre visiona video in streaming.

L

20%
15%
10%

0%

Checking social | Chatting with others ~ Commenting on Conducting online Chatting with others  Sharing the live Using another Doing work Other
media on social media social media searches | am watching live video | am watching device
streaming video with

30%

25%

m Total 18-34 35+

@ Base: All respondents ltaly = 200 Iqb



Controllare i social e anche |'attivita NON relazionata alla fruizione piu

svolta, in particolare dalla parte femminile e giovane del campione

® Q21.And now we'd like you to think about things you do when you live stream video, that are unrelated to what you are

watching?
50% ) )
Il 45% delle donne controlla i social

45% durante la fruizione di video in streaming.
40%
35% %
30%
25%
20%
15%
10%

5%

0%

Checking social Chatting with others Commenting on  Conducting online Chatting with others ~ Sharing the live Using another Doing work Other
media on social media social media searches I am watching live video | am watching device

streaming video with

u Total Male Female

@ Base: All respondents ltaly = 200 Iqb



Controllare i social e anche |'attivita NON relazionata alla fruizione piu

svolta, in particolare dalla parte femminile e giovane del campione

® Q21.And now we'd like you to think about things you do when you live stream video, that are unrelated to what you are

watching?
50% . . .
Il 39% dei 18-34 controlla i social durante

45% la fruizione di video in streaming.
40%
35% 7
30%
25%
20%
15%
10%

5%

0%

Checking social Chatting with others Commenting on  Conducting online Chatting with others  Sharing the live Using another Doing work Other
media on social media social media searches | am watching live video | am watching device
streaming video
with

H Total 18-34 35+

@ Base: All respondents ltaly = 200 Iqb



La fruizione di video in streaming e aumentata rispetto all'anno scorso per piu del 50%

del campione. Solo il 10% dichiara di aver girato video in prima persona

® Q22. Which of the following do you agree with regarding live streaming video? Please check all that apply.

100%

90%

80%

70%

60% V

50%

40%

30%

20%

10%

0%

Le donne hanno visionato piu video in
streaming rispetto all'anno scorso, con
uno scarto di 7 punti percentuali rispetto
agli uomini.

| watch less live TV | live stream more | have shared live | have created live
because | live stream videos now than | dida  videos with others videos myself
video year ago
u Total Male Female

@ Base: All respondents Italy = 200

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Per il 49% dei 18-34 la visione della tv live &
stata sostituita da quella dei video in
streaming.

Z—

| watch less live TV | live stream more videos | have shared live videos| | have created live videos
because | live stream  now than | did a year ago with others myself
video

H Total 18-34 35+

iab.



A parte la rete domestica, | servizi di streaming online sono

guelll maggiormente acquistati

® Q23. Which of the following subscriptions do you or your household currently pay for?

50% Il 22% delle donne paga un servizio

45% di musica in streaming. La percentuale di donne che utilizza
40% servizi di gaming e superiore di 8
punti percentuali a quella degli
35% uomini.
30%
25%
20%
15%
10%
5%
0%

Pay TV via Cable, satellite Home internet Streaming video service Streaming music service Gaming service (e.g Xbox  Live streaming video None of the above
or Telco TV subscription with on-demand/pre- (e.g Spotify, Pandora, Live, PlayStation Network, service
recorded content only etc.) EA Access, etc.)
(Netflix, Amazon Prime,
etc.)

u Total Male Female

@ Base: All respondents ltaly = 200 Iqb



| servizi di gaming e streaming musica sono piu diffusi tra |

giovani 18-24

® Q23. Which of the following subscriptions do you or your household currently pay for?

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%
Pay TV via Cable, satellite Home internet Streaming video servicel| Streaming music service Gaming service (e.g Xbox || Live streaming video None of the above
or Telco TV subscription with on-demand/pre- | (e.g Spotify, Pandora, etc.) Live, PlayStation Network, service
recorded content only EA Access, etc.)
(Netflix, Amazon Prime,
etc.)

H Total 18-34 35+

@ Base: All respondents ltaly = 200 Iqb



Il 48% del campione preferisce visionare video in streaming che contengono annunci

pubblicitari piuttosto che pagare un servizio

® Q24. Specifically related to live streaming video, would you rather:

100% 100%
90% 90% ] )
Solo il 9% del campione 18-34
80% 80% pagherebbe per visionare un video
70% 70% senza contenuti pubblicitari, contro
al 22% della fascia 35+.
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
- . l . - .
0% 0% -
Total Male Female Total 18-34 35+
m Pay for individual live video | want to watch, with no advertising m Pay for individual live video | want to watch, with no advertising
Pay a subscription fee for a package of live video content over a month, with no advertising Pay a subscription fee for a package of live video content over a month, with no advertising
Watch free live streaming video content that has ads in it Watch free live streaming video content that has ads in it

@ Base: All respondents ltaly = 200 Iab






Il 68% del campione dichiara di ricordarsi di aver visto un annuncio pubblicitario il giorno

stesso o0 un paio di giorni prima, mentre visionava video in streaming sui social

® Q28. When was the last time you remember seeing an ad while live streaming on: Social platforms (Snapchat Stories,
Instagram Stories, Facebook Live, Twitter, etc.)

100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
10% I I 10% I I
0% H = 0% H =
Today A couple of Lastweek A few weeks More than a Not Net Top 2 Today A couple of Lastweek A fewweeks More than a Not Net Top 2
days ago ago month ago  sure/Don't days ago ago month ago  sure/Don't
remember remember
u Total Male Female m Total 18-34 = 35+

@ Base: All respondents ltaly = 200 Iab



Il 38% del campione ha visionato annunci pubblicitari prima/durante o

dopo la visione di un video in streaming

® Q29. Which of the following types of ads have you seen while live streaming?

Per il 42% del , :
Il 34% delle donne % dedli ini h Sirill a2 szl L’ annuncio
' 36% degli uomini ha campione 35+ il sponsorizzato & il
700 | affermadi aver visionato un annuncio 70% | formato pubblicitario b o
visto annunci DOp-Up e FI) o formato pubblicitario
60% | sovrapposti alla so | P wﬁua izzato e | pill visto dalla fascia
finestra del video prerofl. 18-34.
50% | durante la fruizione. 50% \/ \/
40% \/ 40%
30% 30%
20% 20%
10% I I I 10% I I I
0% I 0% I
Video ads Video ads Still image Still image 'Sponsored Pop up ads Some other None of Video ads Video ads Stillimage Stillimage 'Sponsored Pop up ads Some other None of
before, overlaid on overlaid on around the by’ that occur type of ad these before, overlaid on overlaid on around the by’ that occur type of ad these
during, or thevideo the video video playermessage at  while during, or thevideo the video video playermessage at  while
after the window window window  thetop or watching after the window window window  thetop or watching
live steam | while the  while the bottom of the video live steam | while the  while the bottom of the video
wanted to video was video was the window wanted to video was video was the window
watch playing playing watch playing playing
u Total Male Female m Total 18-34 = 35+

@ Base: All respondents ltaly = 200 Iqb



Quasi il 60% del campione ha una reazione collegata all’esposizione: dal

ricordo del brand, al click, alla ricerca di ulteriori informazioni

) Qﬁo. Next we would like you to think about the last ad you saw while live streaming. Which of the following describes
w

at you did?
7% Il 43% delle donne non ha
compiuto alcuna azione
60% dopo aver visualizzato
0 . . . .
Il 16% delle Il 15% degli uomini ha l'annuncio.

50% AeE cercato online maggiori
visiEe llste mforlng)azm(;u sul prodotto \
40% del brand O sul brand.

protagonista.

30%
20%
- I I I
0 | ] 0
| remembered the | felt more | clicked on the ad | shared the ad | purchased the | visited the | visited the | recommended | searched for | talked to others | did nothing
brand being  favourably towards brand/product after brand's website brand's retail store the brand/product more information about the
advertised the brand/product seeing the ad after see the ad after seeing the ad on the ad/product/brand
product/brand

H Total Male Female

@ Base: All respondents ltaly = 200 Iqb



Il campione intervistato pensa che la quantita di annunci

pubblicitari online sia la stessa della TV

® Q31. Now we'd like you to think about a few aspects of the ads you see when live streaming video. How do you feel about these
ads compared to ads you saw on live TV or on-demand digital video? Do you see more or less ads when live streaming video
versus live TV or on-demand digital video

100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
10% I 10%
0% 0%

Total Male Female Total 18-34 35+

B See more ads See about the same number of ads See less ads ® See more ads See about the same number of ads See less ads

@ Base: All respondents ltaly = 200 Iab



Il campione intervistato pensa che gli annunci pubblicitari

online siano intrusivi quanto quelli della TV

® Q32. Ads in live streaming are... versus live TV or on-demand digital video

100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
10% 10%
0% 0%
Total Male Female Total 18-34 35+
= More intrusive About the same Less intrusive ® More intrusive About the same Less intrusive

@ Base: All respondents ltaly = 200 Iab



Solo il 23% del campione ritiene gli annunci pubblicitari online

piu rilevanti o in linea con i suoi interessi 0 bisogni

® Q33. Ads in live streaming are... versus live TV or on-demand digital video

100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%

10% I I 10% I I
0% 0%

Total Male Female Total 18-34 35+
® More relevant to my interests/needs = About the same = Less relevant to my interests/needs ® More relevant to my interests/needs = About the same = Less relevant to my interests/needs

@ Base: All respondents ltaly = 200 Iab



Il 25% del campione ritiene che gli annunci pubblicitari online

siano piu creativi di quelli in TV

® Q34. Ads in live streaming are... versus live TV or on-demand digital video

100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
10% 10%
0% 0%
Total Male Female Total 18-34 35+
H Better in creative quality About the same Lower in creative quality m Better in creative quality About the same Lower in creative quality

@ Base: All respondents ltaly = 200 Iab






Sample & Methodology

Method: Markets Included:
- 29 question survey was designed and fielded in 21 markets - APAC (N=400): Australia, China
- All respondents were asked the same core questions - EUROPE & AFRICA (N=2000): Germany, Hungary, Ireland, Italy,
- Localization for HH income, along with brand/channel Russia, South Africa, Sweden, Switzerland, Turkey, United Kingdom
specific localizations on question codes - MENA (N=400): Saudi Arabia (KSA), United Arab Emirates (UAE)

- NORTH AMERICA (N=600): Canada, Mexico, United States
- SOUTH AMERICA (N=800): Brazil, Chile, Colombia, Peru

Sample Profile: Sampling Plan:
- Total Sample N=4200, N=200 per market - All sampling was conducted by OnDevice Research, using
- 18 years or older dynamic sampling methods
- Own/have access to one of the following devices: Feature - When sampling for the project, we attempted to gain a nationally
phone, PC/laptop, smartphone, tablet, gaming console, representative profile for each market that started the survey
Smart TV, or video streaming devices and let the desired sample target (live content streamers) fall
- Who watch video digitally on a PC/laptop, smartphone, out from this
tablet, or connected TV - The objective of this sampling plan was to enable us to ascertain
- And who have ever watched live video streaming on any the incidence/usage rank for ‘live video streamers’ per market
device or platform - Where a nationally representative profile of starts was not

obtained, weighting was applied to correct

]
Base: All respondents (4200), APAC (400), South America (800), North America (600), MENA (400), Europe (2000), per market (200)
@ AV Significantly higher/lower. Tested at 95% confidence interval. o



Background

21 countries participated in the research

® bm o 12 o §E and 4200 ‘live video streamers’ were
lab: iab: iab: recruited, 200 in each country.
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See Appendix for more details on
methodology and sample specification
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