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One Commercial Break, Second-By-Second Google
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Many Factors Influence Tune-Away Google

Distribution of AR old by the minute in which they were sired
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Ads during commercial i
breaks at 30 and 60 minutes
retain less audience

Time during the hour affects tune-away
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Many Factors Influence Tune-Away Google

Audiences on some
networks are consistently

more likely to stay tuned
%IAR by Network, February to ads

Some networks show varied
different audience retention,
depending on other factors
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Networks with 20 or more insertions

Ads retain audiences differently on different networks.
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Many Factors Influence Tune-Away Google

IAR (%) For "Single Male",
"Single Female", and "Overall Population”
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VideoContentld (sorted from "worst" to "best")

Single Women are more likely than Single Men

to stay tuned to ads.
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Viewers “vote” with their remote controls Go 816

Secand e srpecment All live experiments, December - February
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Some ads consistently retain audiences better than others.
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Viewers ‘“vote” with their remote controls Go 816

Live audience retention predicts human survey scores
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Quantitative Set-Top Box data

represents qualitative audience preferences.
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DVR: Live viewing follows clear patterns

Live Viewership (log scale)
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DVR expands viewers’ horizons

DVR Recording (log scale)
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Google

Niche networks benefit from DVR disproportionately

DVRI/Live Ratio (log scale)
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Both live and DVR have a long tail Google

Percent of total viewership
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Live viewing is more concentrated in the top 50 Google
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DVR viewership is more dispersed

across niche networks Google
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