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Challenges > Opportunity > Result

The Advanced TV opportunity

LINEAR TV CONNECTED TV




Result

AN election
vear like no
other

CASE STUDY

needed to reach and influence -
voters in key battleground siate
effectively. ¥

Here's how tapping into ric
connected digital and TV
helped them do it.



The challenge: Reaching American voters in a year of disruption.

Media Political priorities Polisters were
consumption - wereinconstantly = predicting a close

shifted ~in flux  race

BRHANENGES

CASE STUDY
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The solution: Using a data-driven approach to reaching voters across TV and
digital.
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We reached voters who could not be
reached on linear TV.

82K Incremental households
reached in Arizona, where
the winning margin was
fewer than 10,000 votes.

HOUSEHOLD REACH EXTRAPOLATED TO UNIVERSE

2.11 million

TV REACH

3.3 million

Universe (Total Households in Arizona)
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MiQ » ADVANCED TV CUMULATIVE FREQUENCY OF ADS PER HOUSEHOLD IN

KEY BATTLEGROUND STATES

AMOUNT OF CUMULATIVE ADS SHOWN

We reinforced and saturated Biden'’s ‘i
political message amongst voters. -

CASE STUDY

Q.5x frequency increase in
Wisconsin, another key
battleground state.
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And we effectively disrupted
the competitor message with
conquesting tactics.

73 digital ads shown on
average to households in
Pennsylvania who had been

highly exposed to Trump’s TV
campaign.

AVERAGE FREQUENCY OF ADS PER HOUSEHOLD IN

KEY BATTLEGROUND STATES

AVERAGE NUMBER OF ADS SHOWN
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PENNSYLVANIA
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Richer viewership insights for
planning & buying

2 Find & reach audiences
underserved by traditional linear TV

3 More optimal frequency across
platforms and devices

CASE STUDY



Closing the Loop:

’ How to build reach and
optimize frequency with
Advanced TV

Jason@miqdigital.com




