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Amplified Intelligence Attention Research
Results & Business Updates



Transitioning From a Traditional
‘Linear Only’ Business




To Carving Out Our Own Unique Market Position

NZ's most engaging and essential multi-platform media company
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Leveraging:

Strong mix of local & global content p ri me

Leading data & tech

Multi-platform linear + VOD \-/‘7

High quality customer & advertiser experience
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Sky World - Audience
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1.5 Million 1.2 Million 802,000 1.7 Million

WEEKLY REACH WEEKLY REACH' WEEKLY VIEWERS FOLLOWERS ACROSS
CHANNELS

Commercial
6,500 Businesses

2,000 45,000 3,100
: > Gyms, Retail Stores, Corporate offices,
Licensed Premises Hotel & Motel Rooms Aged Core LounaEal dnd Wit Waling
rooms
Nielsen TAM, AP 05+, Sky Pay. Average Weekly Reach, Weeks 1-52 2023, Consolidated dat: urce 2: Nielsen TAM, AP 05+, Sky Open Network, Average Weekly s

Source 1: 5 3 A
©SKY 2024 Reac eks 1-52 2023, Consolidated data, Source 3: Nielsen CMI, Q1 2023 Q4 2023, AP15+, Onling id o/TV erwcesused L7D = Sky Go, Neon, Sky Sport Now, Sky Open



Sky | Amplified Intelligen

Attention Research Results



Understanding
Attention Across Sky

QB woritec. | SKY
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Amplified Intelligence

The source for rigorous attention measurement

Founder, Dr Karen Nelson-Field, is an
internationally renowned and regarded
thought leader in attention and media
metrics, who speaks widely across the globe.

As a true subject matter expert and with
over 17 years spent redefining the marketing
research landscape, she has produced a
number of best-selling books spanning

all areas of marketing and the birth and
evolution of the attention economy.
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Why
Attention?

Attention is the human-centric
principle that determines whether
people are really watching ads,
both in terms of how long and
how focused.

Understanding real-world
behaviours is critical to successful
campaigns.
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Why Should We Pay

Attention?

Brand Growth

Attention has a strong
correlation with business
outcomes and driving brand
growth.

Mental Availability

Understand how ads are
processed to help reveal how
much attention is needed to
create and place distinctive
brand assets in order to deliver
mental availability.

Effectiveness

Are humans actually watching?
Understand the role of attention
in advertising effectiveness and
its impact on the bottom line

Compete for Attention

Understand how we choose

to pay attention to one out

of multiple sources to help
understand how ads can better
compete for attention e.g.
addition of auditory attention to
visual attention.

QB aoeiited | SKY



Active & Passive Visual Attention

-
Active Attention
Mobile: Looking directly at the ad
Desktop: Looking directly at the ad
TV: Looking directly at the ad
\
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Passive Attention

Mobile: Eyes on screen, not on ad
Desktop: Eyes on screen, not on ad
TV: In the room but not looking at the TV

2\

Non Attention

Mobile: Eyes not on screen, not on ad
Desktop: Eyes not on screen, not on ad
TV: TV is on but person is not in the room

QI amplited
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Methodology

A custom TV panel in New Zealand to measure human attention across !

& VOD programming.
4 2
—0 2.5 Months
ooool| OFTVPROGRAMMING AND AD CONTENT Lo e DI —

CAPTURED ACROSS LINEAR & VOD 1

11 Test Brands

INVOLVED IN VOD CONTENT CAPTURE

140 Home | ¢

HUMAN-GAZE PANEL (NZ-WIDE)

SkY 26 Brands &

COLLECTED ACROSS 11 SKY LINEAR CHANNELS

4,542 Total Ad Views

COLLECTED ACROSS ALL PLATFORMS AND DEVICES

) : QB twsleen. | sky
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Linear Channels Tested

sky sky sky sky
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Objective &
Metrics

1. To benchmark and measure
human gaze attention in New
Zealand acrossthe Sky
Inventory

2. Provide human gaze
attention specific to the
Rugby World Cup

3. Provide attention insights
across a range of test ads

©SKY & AMPLIFIED INTELLIGENCE 2024

Active, Passive & Non-att
- Platform

- Channel (linear only)
- Ad Length

- Genre

- Program
- Brand

Second by second attention

Programming vs Ad views

@1{}' Intailgonce | SkY



The Cruclal 2.58 Attentlon Memory Threshold

The relationst uﬂ@ between active attention seconds and days in memor ) 4

Active Attention to Days in Memory

“If you want to grow
your brand, you need
to hit the threshold”

— Karen Nelson-Field

R . R ibii iikikiikikiti hii]iéliiBBR
00 10 1.5 20 25 3.0 35 40 45 50 55 60 65 70 75 80 85 90 95 10.0
(R=76,p=<.05)

Source: Internal Amplified Intelligence Attention Data - gathered from over 40,000 Ad-Views and choice measures

QB wueited . | SKY
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Sky Performance Comparison 30" Ad length only)

A Premium advertising offering when compared to other media that also have
opportunity to avoid.

7 B
@
A leader in VOD
FTA VOD +32% Active Attention VOD to Digital TV
+105% Active Attention VOD to FTA Linear
Live FTATV ; +762% Active Attention VOD to OLV

-4% Active Attention Linear to AU Paid TV

Live Paid TV

Sky VOD allows your subscribers to watch your
clients ads for longer, building stronger memory
links and ultimately, driving greater outcomes for

Video Platform
the brand.

Social Media B ; Sky Linear - performs inline with like platforms in

other countries.
Social Media C

General Web

{‘ﬁ@ ﬁlTeq{ggggce ’ SkY
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Sky is a Leader in VOD

VOD outperforms competitors with Active
Attention +32% above benchmark. Sky is also
a strong performer in the paid Linear TV space

with 5.9" Active Attention.

QB twitns | Sky
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Platform Performance

Sky Linear vs. VOD (TV + Mobile), default viewing, all ad lengths

B Active % AdLength M Passive Attention © Active Attention r

80.0 % R
. x2 More Att

New Zealanders love their VOD!
More than double the Active Attention
over Linear TV

N
O

60.0%

Sky Linear plays in line with global paid TV
benchmarks.

—
Ul

VOD on TV also has considerably less passive
attention than Linear on TV. This is expected.
When viewers choose their own content they
typically don't want to miss anything, combine
this with the lower ad load and users will
typically watch the ads in anticipation of the
return of the content.

40.0%

=
o

Avg. Attention Seconds
Active % Ad Length

20.0%

Mobile delivers more Active Attention than the
large screen. While this is normal, this could also
be a function of the high involvement Rugby.

0.0%

BVOD on Mobile BVOD on TV Linear TV

éﬂ:“ﬂ' Intailigarica | SkY
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Linear + VOD Dominate Ad Attenti:

ALL INDIVIDUALS

0.2%
3%

16 - 34s

1%

13%

B Youtube

y
TikTok
B Other online video
1% ,
3% Cinema
Broadcast TV
70%
91%
Source: 2022 Barb / Broadcaster stream data / IPA TouchPoints 2022/ UK Cinema A ssociation / ViewersLogic to model OOH veiwing time* be and time modelled ot 4.1% of time, TikTok ad time modelled at 3.4% of content time using agency and broadcaster data,

Other online modelled at 4% of content time. Attention weighting using Dentsu / Lumen - Attention Economy study 2022 all audience averages for most popular formats.



§portfs Tl;g Leqdmg
'”Attentlon Genre.

Outperforming Entertainment on VOD with 34% more Active
Attention and driving 9.9 Total Attention Seconds on Linear.

@:ﬂ'} Intalbgancs | SkY
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World gup Finals had the\dighest ngaged % t
"~ < Programming (94.1%). v




Sports: Attention on Ads vs Content

Default viewing, all ad lengths (15 sec & 30 sec)

B TotalAttentiononAds [l Total Attention on Content
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VOD on Mobile VODonTV Linear TV

QB aoeiited | SKY
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The longer the ad, the more attention you get.
A no brainer for sharing your brand story.
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Attention Decay

Attention decays FAST on some
formats and SLOW on others.

Actual Attention Volume by 1000 Impressions

Fast

Lots of active attention early, then a super I I I I
fast and steep drop off. These are high scroll, e — NERRRR I | | | | IlRacics
skippable formats. Ad Length

Actual Attention Volume by 1000 Impressions

Slow

Active and passive attention is largely stable
across the entire course of the view. These are
formats that are NOT scrollable or skippable.

RECOMMENDATION: Do not try to put a . P . | | ‘ ‘ ‘ | ‘ | ‘ | | | ‘ ‘ | ‘
longer ad on a fast decay format, it will not —— e

s 1 2
Ad Length

gain any more attention, a longer ad will only
gain more attention on slow decay formats.

QB woritec. | SKY
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60.00%

40.00%

20.00%
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Attention By Ad Length

Default viewing .

B Active% AdLength @ Active Attention The Ionger t
50.0% higher the Active
Attention

TV consistently outperforms its digital
competitors by fostering an environment
where longer ads get you more

30.0% attention.

A slow decay platform means Active Attention
to ad remains relatively consistent i.e. if 45% of
your 15sec ad is being actively viewed, 45% of
20.0% your 30sec ad will also be actively viewed - giving
you more active attention seconds gained.

40.0%

This would not be the case on fast decay
platforms (like social media), where attention
10.0% decays significantly early on. This means longer
ads on fast decay platforms do not gain more
active attention.

0.0% \ J

| 15 Sec 30 Sec | l 15 Sec 30 Sec I

VODon TV Linear TV

@“ﬂ' Intailigarica | SkY
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Our Top Five Highlights

« Sky VOD attention is extremely high — reinforcing Sky's significant opportunity in our digital platforms

» Attention on Linear TV continues to perform strongly in Amplified Intelligence studies and Sky Linear is no exception

» Sport is the highest attention environment for advertising (entertainment does well too!)

» Sport content itself (as distinct from Ads in Sport) has exceptionally high attention reinforcing the opportunity for
brands to integrate into Live sport content

- Attention across Sky platforms decays slowly making Sky a great story-telling and brand building platform

QB tmnited, | Sy
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Sky's Zones Of Opportunity

NZ's most engaging and essential multi-platform media company




The Home
Of Sport

©SKY 2024
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@SPORTSFILE
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Audience Estimates

Olympic Games
Paris 2024

Digital

" ™\

Total Streams Hours Viewed J Unique Viewers

2 J

Linear

SKy SPORT skY@
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Integration Update

Integration + Sponsorship



Sky's Integration Opportunity

Sky's Integration Team's vision is to maximise the
commercial opportunities around Sky's audience and
the depth of their attention and engagement through
our content. We have a unique position around our
programming to fully leverage key cultural moments

UBER RIDES
WITH
LEGENDS

>

and develop unique integration opportunities.

Riding With Sir JK

How are we going to do this?

s

PN -

NEW¢

Maximise our

in programme
opportunities through

new products

~

'

Create new
digital and social
extensions

Innovate through
branded content
offerings

AD

e

Develop new
programming
content for advertiser
integration

Increase the capacity
and capability of the
Integration Team
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Content Integration

Deeper partnerships to embed brands into higher attention
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How big is Sky's Digital Advertisi

2000 1977

Sky's combined uniqu
oo is 802,000 viewers
(Neon, SSN, Sky Go and
1500
1347
1000
775
500 I 536 535
132 :
51
o) I |5 =
Netflix YouTube TVNZ+ All Sky Disney+ Amaz. Prime Three Now Apple Maori+

©SKY 2024 Nielsen CMI, Q1 2023 - Q4 2023, AP15+, Online video/TV services used L7D l



Neon - Audience Profile

SVOD PLATFORM TO TMIN PRE ROLL
LAUNCH ADS IN NZ PER HOUR




Neon - Total Audience AP15+

635K|| 574K

Watched Neon in Watched Neon in
the last month the last 7 days




Neon - Audience Profile

56% FEMALE

15-17 .

w-20 | (N

2s-3+ | (N

ss-s4 | T DEVICE BREAKDOWN

ss-c« | (NN
es- | D

44% MALE

< 7 IT

0% 10% 20% 30% MOBILE &
o, 0,
DESKTOP 11% CTV 74% TABLET 15%

SOURCE: NIELSEN CMI Q4 22 - Q3 23, AP15+, ONLINE VIDEO/TV SERVICES USED L7D [NEON] N EO N




Watch Live & On Demand

Anytime. Anywhere. Any Device.

Watch our sports on a huge range of devices - including Smart TV, desktop, console, tablet and mobile.

| DRppsicre | (B> Gooderr




SPORT NOW

ALL SPORT, NO DRAMA.

STREAM SKY SPORT AND ESPN LIVE AND
ON DEMAND, ANYTIME, ANYWHERE.

AR

WORLD CLASS SPORT

N ~7

NEVER MISS A GAME STREAMING ON LIVE AND ON DEMAND STREAM ON MORE

Instant access, YOUR TERMS All the sport content SCREENS

stream across In-App purchase and you need. 12 Live sports Watch however you
multiple devices. choose the way you pay channels. Plus, replays, want with OUl"Wlde
with flexiable plan and highlights, clips and range of devices

pricing options. documentaries all including all major
available on demand. Smart TVs, Chromecast,

Playstation, Apple TV,

Connecting you with

the sports moments

that matter, anytime
and anywhere.

WHAT CUSTOMERS SAY .
Mobile and many more.
({1 i ({1
Such an amazing app! Easy Love it glad it was easy to get Super easy to use and great to be
to use. No complaints at all game sorted so | didn't miss the able to sign up for a short period
from me and my husband! start of the haka go the abs! of time, being on a budget.

2 2 2



Sky Digital Advertising Roadmap

NEON

SKy SPORT
NOW

sky

©SKY 2024

e 2024/25

Soft launch pre-roll
(Basic tier) + AoP

Sponsorship
available on shows

Mid-Roll launch
(Basic tier)

N

SSN Live Stream
DAl testing

Open to bookings




Appendix




PREMIUM
ADVERTISING
IS HERE




Neon By The Numbers




Neon - New Subscriber Plans

SAVE OVER 16%
WHEN YOU PREPAY

CHOOSE THE WAY YOU PAY [ Basic with Ads | | Annual

v/ 7 Day Free Trial $1 299 $1 999 $1 9 999

per month per month per year

N Unlimited access to TV series $16.67/month
and movies

Lo Screens you can watch on at the 2 Screens 2 Screens 2 Screens
same time

o). Number of user profiles 5 profiles 5 profiles 5 profiles

Y, Download available X v/ v

[»] Video quality HD HD HD

ﬂ Ad options Pre-roll + Ad on Ad on Pause Ad on Pause
Learn More Pause only only

L] Resolution 1080p 1080p 1080p

NEON
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