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OUR MISSION is to Revolutionise the Way
Organisations Deliver Video Experiences
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What is the Marketplace
Talking About?

Audience

Competition Fragmentation

Content

Monetization Complexities

Performance
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Source: Tubefilter, December ‘13

7 Confidential
| nfidentia ©2013 Brightcove Inc.



Content Complexities: How Do | Maximize Results?

» Complex rights and windowing
» Changing cost structures & experimentation
» 3'4 Party Measurement
» Evolving viewing habits (i.e. bingeing)
» Analytics
Proportions of Videos Watched by Length l
80.0% 7.0%
60.0% 53 0% 52.0%
40.0% - 36.0%
21.0% 22.0% 25.0% 3 .0%
20.0% 14.0% 15.0% 15.0%
3.0% T.0% 5.0% 4.0% B.0% 5.0% 6.0% 7.0% 8.0%
0.0% B | _J_J__ . E B | J_J__ : .__. B J_J__ : I_j | J__I__
Connected TVs / Gaming Consoles Mobile Tablet Desktop

B<imin - 1-3min “36min 9610 min = > 10 min
Source: Wall Street Research, eMarkster
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Performance: How Does It Impact My Business?

puffering time in VOD content
nree minutes of viewing time. Today,
ouffering time cuts viewing time by

» In 2011, a 1% Iincrease In
resulted in a reduction of t
that same 1% Increase Iin

eight minutes

» Viewers who experience re-buffer delays of 1% or more of a
video's total duration play 5% less of it compared to a similar

viewers who experience no re-buffering*.

*Conviva
**Akamai
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Monetization: What do the Latest Models & Trends Mean for Me? A

~ voo [N so0 |
HBOG® hulu & Yud @ 2mazen. hLulu

v US Online Video Ad CPM, by Inventory Tier, 2010-2017

» Load: Long-form ad loads grew 28.0% from Q1 2012 to Q1 2013,

an increase from 7.4 ad units per content segment to 9.5 units $40 37
» Coverage: Consumption of digital video ads is increasing — 23% 9 oo s s s
of the 39 billion content videos viewed in December included OO s g o o ws s
video ads, up from 14% the prior year e
» Volume: Digital Video Monthly UVs 172MM in 12*, 191MM in - o =
20 1 4* $15 :;; $17 518 $19

£10
» CPMs [ | )
» New Ad Units and New Business Models

2010 2011 2012 2013 2014 2015 2016 2047

s Indiirect -~ Midtier Premium Average CPM

*eMarketer “Digital Video,August 2013
Source: Credif Suisse, Google - Doubleciick, Wall Street Joumal, Forrester, Tubeiiter
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Competition: My Distributors are My Competition Now...




...plus New New Media and New Old Media?
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Audience
Fragmentation

Competition

Content

Monetization Complexities

Performance
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Massive Changes In
Viewer Behaviour

300%+

Growth in mobile video

consumption



The Connected Living Room is Emerging

A
0
O
L Smart TVs
- now online

T




Proliferation of Connected Living Room

Devices xE0X
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Gaming Console Market Share

& 29.9%

30.2%

39.9%

Source — VGCharts 2013




TV Companion Devices

Roku & Apple TV Make
Up 90% of OTT Box
Market Share

Source — Roku 2013
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OTT services

amaz®n

Prime laatant Videcs > Movies

MADENNNSELLE

Vo

LOMBIF
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(—Iready to cast

Living Room TV T
@ chromecast -
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MAXIMUM CONSUMPTION

DISCOVERY

MONETISATION
ENGAGEMENT
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Monetisation comes in many forms

« Selling Ads (display, pre, post, mid-roll)
* Pay Per View

* Licensing

* Sponsorships

* Merchandising

* Freemium/Hybrid Model

« Paywall

 VAST

* VPAID

 TVE Authentication
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GOAL:
Reliable Cross-Platform
Monetisation &

Measurement
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Take Advantage of Growing Popularity B
of Smart TV Platforms to Reach & Engage Red Bull

ON THE LOOSE
SURF CHRONICLES
' | MOUNTAINBIKE CHRONICLES

v

“‘7_| - v /
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PAY-PER-VIEW SUBSCRIPTION SERVICES

Add New Video Monetisation Opportunities with Subscription &
Pay-Per-View Payment Gateways & Processing

SpUUl_ Movies TV Shows Stars Help | Search

Watch it on your

The latest Bollywood,
Indian Movies & TV Shows
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SOCIAL MEDIA INTEGRATION

Reach & Expand Your Audiences by
Distributing Content Across Social Media Platforms

B|B|C

faCEbOOk Worldwide

= C Mt | 2 https://apps.facebook.com/doctorwho_vod/?video=998194727001

8006 mDoctor Who - Video on Den

Search for people, places and things

facebook

nneTan “.:- KD

How it Works

close X

Subscribe to our Newsletter

S ———
Register here to receive updates via email about Doctor Who, fantastic _ W

competitions and other great Doctor Who special offers and promotions Privacy Policy

t_AII Videos

s William Hartnell
An Unearthly Child

Watch »

" Like B3 585 people like this. Be the first
—~ of your friends.

N Patrick Troughton
i» J Tomb of The Cybermen
- Watch »

Y Like 3 368 people like this. Be the first
= of your friends.

Jon Pertwee
The Time Warrior

Watch »

e ___

Watch! For only 15 Facebook Credits!

After purchasing, you may watch This Episode as many Watch &

times as you wish within a 48 hour period.

" Like [E3 344 people like this. Be the first
— of your friends.

e E Tom Baker
City Of Death
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SOCIAL MEDIA INTEGRATION

Cwitter

'y

| Sign up - || Tweets All/ No replies
——— e —id
and i e i m = The Weather Channel < weatherchannel 30m
Photos and videos Weeather “We are their biggest threat and only hope." @dolphin_project ~
: Sl Brink wxch.nl/13mzS4z #WeatherFiims
D Hide media 4 Reply 13 Retweet ¥ Favorite e** More

a The Weather Channel

Brink: Dolphins For Dinner (Graphic War...

Worldwide Trends - Change \

#SolRodriguez ’
#ChuchoBenitez ‘
#AcilKarsilikli Takiplesiyoruz 1
#UNFOLLOWYIYENHAYRANGRUPLARITAKIPL...
AskSar OzlemLaci Umut FENERBAHGEdir

#health j The Weather Channel Films - Brink
Switzerland ‘ Dolphins are known as smart, social and majestic creatures, but that
Europe doesna€™t stop them from being hunted and slaughtered across the
Jennette Bopz Kidz world. No one has done more than Ric Oa€™Barry.
Nicolas Maduro View on web

P 5 . N
© 2013 Twitter About Help Terms Privacy fE_WEE_S t !

Rinn Statiie Anne Recniirnee (Inha
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WHAT ELSE CAN | DO TO DRIVE ENGAGEMENT?

Relevant Original Syndicate Content User Repurpose Multiple
continuous progra?mmin g partner recommendation Generated archival Live content content
content content engines Content content lengths
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MEASUREMENT

Geography Viewer trends

Content
engagement

Syndicated
content
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THE FUTURE?
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Rising Demand for Personalised Video Content

9,
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Arge Rapid Huge Demand
Audience Technology for Video Content
Adoption
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| WANT MY ME TV
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