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ROSALIA, J Balvin
"Con Altura”

Dr. Dre ft. Snoop Dogg
"Still D.
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THE TOP ARTISTS DRIVE MASSIVE VIEWS

THE TOP 8 ARTISTS IN CANADA HAVE GARNERED OVER 132M VIDEO VIEWS TO-DATE IN 2020
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JUSTIN BIEBER MAROON 5 EMINEM POST MALONE

Source: Vevo Internal Analytics, CA 2020 viewing metrics through 5/2/20. 10



MUSIC VIDEOS DRIVE
UNPARALLELED SCALE

CA MONTHLY UNIQUE | VEVO'S REACH
VIEWERS = ‘ OF A18-34
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Carly Rae Jepsen “Now that | Found You”



MUSIC TELEVISION e
MOVES WITH THE AUDIENCE

5.7M

MONTHLY LIVING

.- -
’ § H
. :

VIEWERSHIP GROWTH
DRIVEN BY LIVING
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WHY CONNECTED TV IS THE FUTURE

January 2018 May 2020

Connected TV, Desktop,
16% Connected TV, 239

28%

Desktop,
37%

Mobile, Mobile,
LA 49%

Source: Vevo Internal Analytics, CA viewing metrics Jan'18-May'20. 14
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CONNECTED TV VIEWS SURPASS DESKTOP IN 2020

CA Monthly Views by Device - Desktop & Connected TV (Millions)

——Desktop =TV

Source: Vevo Internal Analytics, CA viewing metrics Jan'18-May'20. 15



VEVO DELIVERS THE
2ND LARGEST
AUDIENCE IN VIDEO

Vevo is the largest audience
in solely premium video
content for advertisers when
compared to Canadian
subscription services.

Source: eMarketer "Canada Digital Video”, September 2019, Vevo Viewership Data

vevo

#1 &3 YouTube 23.8M
#2 vevo 16.1M
#3 NETFLIX 14.5M
#4 prime video 5.3M
#5 24 4.0M
#6 cCRave 2.7M
#7 @ Gem 1.1M



The Weeknd “Blinding Lights”




MULTI-PLATFORM AUDIENCE
BREAKDOWN

16.1M

7.2M
5.7M
= .

Laptop/Desktop Connected TV Mobile Total Audience

*Source: Vevo estimates based on analysis of data from YouTube Analytics, comScore Video Metrix, and TVision Insights - April-Marcis2020

Desktop + Mobile Source: comScore Multi-Platform Video Metrix, CA April and March 2020. Measures audiences on desktop (P2+) dl@obile (A18+) only. Cabello “Sefiorita”



VEVO VIEWERS ARE
PRESENT & ENGAGED

@)

OF VIEWING
EVENTS ARE
SESSIONS

Source : TVision based ondata through 1/5/20, Session, P2+, All Dayparts unless otherwise stated.
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CO-VIEWING IS INCREASING AS MORE PEOPLE STAY AT HOME

Ad Receptivity by Co-Viewership

% of Video Sessions
I 8 0 o/ B}

GROWTH IN VALIDATED
CO-VIEWING SINCE MARCH 15TH

Co-Viewers Solo Viewers

Source: YouTube Analytics; TVision Insights; MAGNA, Vevo
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WITH PREMIUM CONTENT
COMES PREMIUM
BRAND SAFETY

< o b B

80%

Men Without Hats, “Safety Dance”

Source: Vevo Internal Analytics
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IN SUMMA

« Users will always out t
favorite content that's personal to
them and culturally relevant

* The living room is where audiences
are gravitating to, and where music
videos are resonating the most with
consumers .

* Only Vevo can align brands with thg
most premium music video conte
when, where, and how they wan
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