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Category examples
AVOD - Vimeo; TubiTV; BitTorrent Now; Dailymotion; PLEX

BVOD - ABC iview; 7plus; 9now; 10 play; SBS On Demand; Foxtel Now

VI D E o VI EWI N G‘ SVOD - Netflix; Stan; Disney+; Amazon Prime Video; Apple TV+; Kayo; Binge;
‘ Paramount+; Britbox; Hayu; AcornTV
I n h ® ® Social Video - Facebook; YouTube; Instagram; TikTok; Snapchat; TwitchTV
-home viewing
devi SOE O

1Z.176
SVOD

15.3%

TOTAL TV

72.6%
think

Source: OzTAM National Streaming Meter and TAM Panels Jul-Dec 2022, weighted to National Establishment Survey estimates of TV, BVOD, SVOD and STV usage; all figures based on total people; includes all captured in-home viewing by person on TV, PC, smartphone and tablet devices; personal devices have one viewer per session; TV has as many viewers

TV

as are registered for each viewing session, regardless of video type (ie all TV set viewing, including SVOD, BVOD and Social) can include multiple viewers. AVOD is 0.1% of total viewing and not shown.



TTI Category examples

AVOD - Vimeo; TubiTV; BitTorrent Now; Dailymotion; PLEX

AD P P RT E D BVOD - ABC iview; 7plus; 9now; 10 play; SBS On Demand; Foxtel Now
I

Social Video - Facebook; YouTube; Instagram; TikTok; Snapchat; TwitchTV

In-home viewing
on any device FACEBOOIK

:I Social Video: 14.3%

TOTAL TV

]

Dade

)

think '

Source: OzTAM National Streaming Meter and TAM Panels Jul-Dec 2022, weighted to National Establishment Survey estimates of TV, BVOD, SVOD and STV usage; all figures based on total people; includes all captured in-home viewing by person on TV, PC, smartphone and tablet devices; personal devices have one viewer per session; TV has as many viewers
as are registered for each viewing session, regardless of video type (ie all TV set viewing, including SVOD, BVOD and Social) can include multiple viewers. AVOD is 0.1% of total viewing and not shown.




SCREEN TECH AND
PENETRATION

Screens per household Average # of video capable screens per
household

Set

PC/Laptop

Screen type Tablet

Mobile

Total

High-definition TV sets
PVR

Internet connectivity

Internet capable TV sets

Video tech penetration

Connected TV sets
Smart phones
Tablets
PC/Laptops

6.7

1.8
1.8
1.0
2.1
6.7
99%
40%
92%
68%
59%
94%
59%
82%

6.6

1.8
1.8
1.0
2.1
6.6
99%
39%
93%
71%
61%
96%
58%
82%

Source: OzTAM & Regional TAM Establishment Survey; 1Jan 2022- 30 Jun 2022 & 1 Jul 2022- 31 Dec 2022. DTT, PVR estimates are based on install levels from the combined OzTAM Metro and Regional TAM panels as at last date of each period; Estimates for internet connection, tablet household penetration and
internet capable TV in home from combined OzTAM Metro and Regional TAM quarterly Establishment Survey (ES). Based on mobile and landline CATI ES. Internet connection and tablet penetration based on rolling four-quarter averages to stabilise month-to-month trends. Estimate for internet capable TV in
home refers to the capability to be internet connected, whether connected or not.




USAGE

'HOW TOTAL TV
WAS VIEWED
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MONTHLY AVG.
CUMULATIVE REACH:
LINEAR TV
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How long?

How many?

How viewed?

Average monthly hours consumed per
person - Linear TV

Average monthly total hours consumed -

BvVOD

Weekly average cumulative reach -

Linear TV

Monthly average cumulative reach -

Linear TV

Weekly average cumulative Reach -

Linear TV

Monthly average cumulative reach -

Linear TV

Linear TV - live

Linear TV - playback to 7 days
Linear TV - playback 8 to 28 days
Linear TV - Total

BVOD - Live stream

BVOD - On demand
BVOD - Total

55:41

115,664,760h

68.1%

83.1%

16.8m

20.5m

88.6%
8.9%
2.5%

100%
41.2%

58.8%
100%

51:14

118,082,020h

66.9%

82.3%

16.5m

20.3m

88.4%
8.9%
2.7%

100%
43.4%

56.6%
100%

Source: OzTAM VPM. 1Jan — 30 Jun 2022 & 1Jul- 31 Dec 2022 ; Consolidated 28-day combined OzTAM Metro and Regional TAM databases with Overlap homes de-duplicated. Average time spent viewing [ATV 0200-2600 (2am- 2am)] across the population in TV homes within metered markets. Includes free-to-air and subscription
television viewing. Fractional minutes have been rounded; Average 1-minute weekly cumulative reach across the population in OzTAM and Regional TAM coverage areas. Includes live viewing and playback through the TV set within 28 days. Time bands use the industry standard 26-hour TV clock: 0200-2600 = 2am-2am




Average monthly hours consumed per

person - Linear TV: Live ek B
Linear TV viewing Average monthly hours consumed per 456 434
type person - Linear TV: Playback to 7 days ‘ '
Average monthly hours consumed per
person - Linear TV: Playback 8 to 28 1:23 1:22
days
Average.monthly hours consumed - 47.676,416h 51.272.066h
. . BVOD: Live Stream
BVOD viewing type Average monthly hours consumed
BVOD: On Demand 67,988,344h 66,809,954h
Average monthly total hours
consumed - BVOD: Connected TV 84,273,236h 88,090,317h
Average monthly total hours
.. : consumed - BVOD: PC/Laptop 12,351,554h 1,182,920h
BVOD viewing device Average monthly total hours
consumed - BVOD: Tablet 9,477,414h 8,802,774h
Average monthly total hours 9,559,420h 10,005,945h

consumed - BVOD: Mobile

Source: OzTAM VPM. 1Jan — 30 Jun 2022 & 1 Jul- 31 Dec 2022; Consolidated 28-day combined OzTAM Metro and Regional TAM databases with Overlap homes de-duplicated. Average time spent viewing [ATV 0200-2600 (2am- 2am)] across the population in TV homes within metered markets. Includes free-to-air and
subscription television viewing. Fractional minutes have been rounded.




TIME SPENT DETAIL:
LINEAR TV

Average per month

Viewing live

Playback to 7 days

Playback 8 to 28 days

Total linear tv

Source: 1Jul- 31 Dec 2022, Consolidated 28-day combined OzTAM Metro and Regional TAM databases with Overlap homes de-duplicated. Average time spent viewing [ATV 0200-2600 (2am- 2am)]
Fractional minutes have been rounded

across the population in TV homes within metered markets. Includes free-to-air and subscription television viewing.
* Kids - People Aged 0-12

**Teens - People Aged 13-17

** All People - People O+




REACH DETAIL:
LINEAR TV

Average per week/month

Weekly reach %

Weekly reach 000s

Monthly reach %

Monthly 000s 20.27m 3.3m 1.03m

Source: 1Jul-31 Dec 2022 OzTAM and Regional TAM databases with Overlap homes de-duplicated. Average 1-minute weekly cumulative reach across the population in OzTAM and
Regional TAM coverage areas. Includes live viewing and playback through the TV set within 28 days. Time bands use the industry standard 26-hour TV clock: 0200-2600 = 2am-2am; 1800-2400 = 6pm-midnight.

*Kids - People Aged 0-12
**Teens - People Aged 13-17
***All People - People O+
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BVOD

CONSUMPTION

AVER

oo® 11,330,000
o0o®

8,965,000

15,172,000

umibers rounded to nearest 1000. Weeks 1-52, excludin 021 and H2, 2022.

Source: OzTAM VPM. H1 2021 - H2 2022. BVOD (live and on-demand including
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BVOD CONSUMPTION

Co-Viewing Live vs VOD

& +6% +35% +11% +2% +26% +11%

= s

O

E 000

.

Ll 20,000,000 PAOYA
lél 2022
il 15,000,000

<

w 10,000,000

>

g

5,000,000

Source: OzTAM VPM. H1 2021 - H2
2022. BVOD (live and on-demand
including co-viewing on CTV
devices). Numbers rounded to
nearest 1000. Weeks 1- 52,
excluding Weeks 30/31/32 for
both H2, 2021 and H2, 2022.

PRIMARY
HOURS

.ﬁ
CO-VIEWER TOTAL ON IVE TOTAL
HOURS HOURS DEMAND HOURS




BVOD CONSUMPTION TREND

BVOD total hours viewed per week
H2 2021 - H2 2022

68,000,000
64,000,000
60,000,000
56,000,000
52,000,000
48,000,000
44,000,000
40,000,000
36,000,000
32,000,000
28,000,000
24,000,000
20,000,000
16,000,000
12,000,000

8,000,000
Wk27 Wk30 Wk33 Wk36 Wk39 Wk42 Wk45 Wk48 Wk51 Wk2 Wk5 Wk8 WkIT Wki4 WKI7 Wk20 Wk23 Wk26 Wk29 Wk32 Wk35 Wk38 Wk4l Wk44 Wk47 Wk50 Wk53

Olympic Games

TOTAL HOURS VIEWED PER WEEK

H2 2022 WEEKLY HOURS VIEWED

27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44y 45 46 47 48 49 S0 51 52 53

295 307 312 292 285 306 280 264 261 267 274 205 280 249 204 252 243 249 254 246 244 326 3077 279 252 235 209

HOURS PW

(MILLIONS)

thinkﬁ'

Source: OzTAM VPM. H2 2021 - H2 2022. BVOD (live and on-demand including co-viewing on CTV devices).



BVOD CONSUMPTION CO-VIEWING TREND

BVOD total hours viewed per Week by primary and co-viewer Primary viewer
H2 2021 - H2 2022 ==Co-viewer

52,000,000
48,000,000
44,000,000
40,000,000
36,000,000
32,000,000
28,000,000
24,000,000
20,000,000 Olympic Games
16,000,000
12,000,000
8,000,000
4,000,000

o
Wk27 Wk30 Wk33 Wk36 Wk39 Wk42 Wk45 Wk48 WK51 Wk2 Wk5 Wks8 Wkl Wkl14 Wk17 Wk20 Wk23 Wk26 Wk29 Wk32 Wk35 Wk38 Wk4l Wk44s Wk47 WK50 WKk53

TOTAL HOURS VIEWED PER WEEK

L |
Source: OzTAM VPM. H2 2021 - H2 2022. BVOD (live and on-demand including co-viewing on CTV devices). thlnk



BVOD CONSUMPTION BY VIEW TYPE

BVOD hours viewed by view type «=0On demand ==Live
H2 2021 - H2 2022

48,000,000
44,800,000
41,600,000
38,400,000
35,200,000
32,000,000
28,800,000
25,600,000
22,400,000

19,200,000
16,000,000 B
12,800,000

9,600,000

Olympic Games

6,400,000
3,200,000
0
Wk27 Wk30 Wk33 Wk36 Wk39 Wk42 Wk45 Wk48 Wk51 Wk2 Wk5 Wk8 WkI1 Wkl4 Wk17 Wk20 Wk23 Wk26 Wk29 Wk32 Wk35 Wk38 Wk4l Wk44s Wk47 Wk50 W53
IS ) ()] 2022

L |
Source: OzTAM VPM. H2 2021 - H2 2022. BVOD (live and on-demand including co-viewing on CTV devices). thlnk



BVOD CONSUMPTION BY DEVICE TYPE

Connected TV
BVOD hours viewed by device ==PC/Laptop

H2 2021 - H2 2022 esTablet
==Mobile

45,500,000
42,250,000
39,000,000
35,750,000
32,500,000
29,250,000
26,000,000
22,750,000
19,500,000
16,250,000
13,000,000

Olympic Games

TOTAL HOURS VIEWED PER WEEK

9,750,000
6,500,000

3,250,000
o

p— — AAA T

A, =

wk27 wk30 wk33 wk36 wk39 wk42 wk4s5 wk4s8  wk5si wk2 wk5 wk8 wkil wkl¢ wkl17 wk20 wk23 wk26 wk29 wk32 wk35 wk38 wk4l wk4s4s wks7 wk50 wk53

Source: OzTAM VPM. H2 2021 - H2 2022. BVOD (live and on-demand including co-viewing on CTV devices).

thin@



BVOD CONSUMPTION BY DEVICE TYPE
(EXCL CTV)

«==pPC/Laptop
BVOD hours viewed by device e=Tablet
H2 2021 - H2 2022 ]
-=Mobile
A'4 13,000,000
L
L
S
a4
L
al
A 9,750,000
L
S
—
>
(7))
a4
= 6,500,000
O
.
-l
<
9 [
3,250,000
\
Olympic Games vv’
0

wk27 wk30 wk33 wk36 wk39 wk42 wk4s5 wk4s8 wk5sl wk2 wk5 wk8 wkil wkl4¢ wkl7 wk20 wk23 wk26 wk29 wk32 wk35 wk38 wk4l wk4ss wks7 wk50 wk53

L |
Source: OzTAM VPM. H2 2021 - H2 2022. BVOD (live and on-demand including co-viewing on CTV devices). thlnk



BVOD AVERAGE TOTAL DAILY
HOURS PER DEVICE

Screen use - overall Screen use - live Screen use - on demand

Connected TV H PC/Laptop H Mobile H Tablet

thinkﬁ'

Source: OzTAM VPM. H2 2022. BVOD (live and on-demand including co-viewing on CTV devices).
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DEMOGRAPHIC PROFILES: BVOD VIEWING

25.0%
20.0%
15.0%
10.0%
14.1% B
12.2%
5.0% 10.6% °
8.2%
4.8% 6.1% %2% 5.9%
°
0.0%

C00-04 C05-12 C13-17 F18-24 M18-24 F25-39 M25-39 F40-54 M40-54 F55-64 M55-64 F65+ M65+

thinkﬁ'

Source: OzTAM VPM. H2 2022. BVOD (live and on-demand including co-viewing on CTV devices).



DEMOGRAPHIC PROFILES:
H2 vs H1 2022

Men 18-24 increased 15% in
total minutes vs. H1

20.0% . .
(compared to only 2% minutes increase for
all people)
Men 18+ : +1.2% points

15.0%
10.0%

5.0%

3.0%
0.0%
C00-04 C05-12 C13-17 F18-24 F25-39 F40-54 F55-64 F65+ M18-24 M25-39 M40-54 M55-64 M65+
H1, 2022 H H2, 2022

thinkﬁ'

Source: OzTAM VPM. H1/H2 2022. BVOD (live and on-demand including co-viewing on CTV devices).



DEMOGRAPHIC PROFILES:
BVOD AND LINEAR TV

25.0%

20.0%

15.0%

10.0%

5.0%

3.0%
0.0% : Q8%
C00-04 C05-12 C13-17 F18-24 M18-24 F25-39 M25-39 F40-54 M40-54 F55-64 M55-64 F65+ MG5+

H BVOD B Linear TV

thinkﬁ'

Source: BVOD = OzTAM VPM. H2 2022. BVOD (live and on-demand including co-viewing on CTV devices). Linear TV = OzTAM Metro 5 Cap City Viewing to Total TV, 0200-2600, Consolidated 28 data, 1Jul - 31 Dec 2022



SHARE OF BVOD VIEWING BY GENRE

4.4% 4.4%
4.0% All Others

.
) m Infotainment / Lifestyle

o L
+2.3% points 14.6%
13.2%

12.7%
13.8% -2.0% points 11.9%
B Reality

® Drama
22.5% 22.8%

H1, 2022 H2, 2022

B Movies

B Documentary

® Entertainment/Light
Entertainment

m Sport

B News / Current Affairs

B Children's programs

Source: OzZTAM VPM. H1/H2 2022. BVOD (live and on-demand including co-viewing on CTV devices). Excludes non-program material and programs with unclassified genres



Monday

BVOD CONSUMPTION:
BY DAY OF WEEK

emTuesday
Wednesday
e=Thursday

Friday
es=Saturday
es=Sunday

12 AM 3 AM 6 AM 9 AM 12 PM 3 PM 6 PM 9 PM

Source: OzTAM VPM. Average of Weeks 45— 48, 2022 (live and on-demand including co-viewing on CTV devices). i L"‘
NB Data period used does not cover the full half year of H2 2022. thlnk



«==pPC/Laptop

BVOD CONSUMPTION:
BY DEVICE TYPE

Mobile

esTablet

Connected TV

M

12 AM 3 AM 6 AM 9 AM 12 PM 3 PM 6 PM 9 PM

Source: OzTAM VPM. Average of Weeks 45 - 48, 2022 (live and on-demand including co-viewing on CTV devices). . ,4’
NB Data period used does not cover the full half year of H2 2022. thlnk



«==pPC/Laptop

BVOD CONSUMPTION:
BY DEVICE TYPE (EXCL. CTV)

Mobile

esTablet

A

12 AM 3 AM 6 AM 9 AM 12 PM 3 PM 6 PM 9 PM

Source: OzTAM VPM. Average of Weeks 45— 48, 2022 (live and on-demand including co-viewing on CTV devices). i L"J
NB Data period used does not cover the full half year of H2 2022. thlnk



Source: O3

Love Island
Australia
S4 Ep2
Love Island
Australia
S4 Epl
Love Island

Australia
S4 Ep3

Aud.

411,000

410,000

410,000

Top episodes

Hunted

S1E1

Hunted

S1E2

Hunted

S1E3

Aud.

258,000

227,000

217,000

Top episodes

Farmer Wants
A Wife

S12 E1

Farmer Wants
A Wife

S12 E3

Farmer Wants
A Wife

S12 E6

BVOD
Aud.

228,000

223,000

213,000

(GAME @ [HRONES

1_ I([M I gr\;Tle \

Top episodes

House of the
Dragon

The Heirs Of The Dragon

House of the
Dragon

The Rogue Prince

House of the
Dragon

Second Of His Name

\// FiFAWORLD cup
X Qatar2022

AAAAAAAAAAAAAAAAAA

BVOD J%

Aud.

288,000

270,000

255,000

l

Top episodes

The Handmaid’s

Tale 733,000 |

S5 - Morning

The Handmaid’s
Tale 689,000

S5 - Ballet

The Handmaid’s

S5 - Dear Offred

’chinlgﬁ




LINEAR TV
USAGE

H2, 2022




WHO WATCHES
METRO LINEAR TV?

Universe Estimate (000s): 17,805.7

METRO LINEAR
TV H2 2022
(0200-2600)

Audience

Avg daily
reach % Tmin

Average time

viewed (Univ)/day

JANV/=1g-Te[--Te =

Profile

*Kids - People Aged 0-12
**Teens - People Aged 13-17
**All People - People O+

% Shopper with Child — Shopper 18+ with Children

Total Ppl***

1,171,000

6.6%

46.6%

1:34

56

100.0%

88,000

2.2%

35.9%

0:32

7.5%

Source: OzTAM Metro 5 Cap City Viewing to Total TV, 0200-2600, Consolidated 28 data, 1Jul 2022- 31 Dec 2022.

Ppl 16-39

143,000

2.3%

26.1%

0:32

31

12.2%

Ppl 25-54

354,000

4. 7%

41.2%

1:07

43

30.2%

106,000

S5.4%

48.4%

1:17

46

9.1%

Shopper
with child****

172,000

5.2%

46.8%

1:14

46

14.9%

543,000

6.2%

45.0%

1:28

55

46.4%

628,000

7.0%

48.1%

1:40

57

53.6%




WHO WATCHES
REGIONAL LINEAR TV?

Universe Estimate (000s): 7,973.9

REGIONAL

LINEAR TV e . . Shopper
H2 2022 Total Ppl Ppl 16-39 Ppl 25-54 with child®***

(0200-2600)

Audience 659,000 45,000 57,000 175,000 51,000 74,000 315,000 344,000

8.3% 2.5% 2.5% 5.9% 5.9% 5.4% 8.0% 8.5%

Avgiaaily’ 50.3% 34.8% 26.0% 44.3% 46.7% 44.3% 49.3% 51.2%
reach % Tmin
Average
time viewed 1:59 0:36 0:35 1:25 1:25 1:17 1:55 2:03
(Univ)/day
Average age 58 7 30 45 46 46 57 58

100.0% 6.9% 8.7% 26.6% 7.9% 11.4% 47.8% 52.2%

*Kids - People Aged 0-12

**Teens - People Aged 13-17

***All People - People O+

*** Shopper with Child — Shopper 18+ with Children

Source: Regional TAM Regional FTA+WA Combined Agg Markets Viewing to Total TV, 0200-2600, Consolidated 28 data, 1Jul 2022- 31 Dec 2022.




WHO WATCHES
SUBSCRIPTION LINEAR TV?

Universe Estimate (000s): 6,025.9

Audience 615,000 45,000 66,000 188,000 63,000 101,000 294,000 321,000

10.2% 3.4% 4.0% 8.6% 9.8% 9.2% 9.8% 10.6%
Avg dally 60.0% 43.5% 36.5% 58.9% 65.1% 63.0% 58.1% 61.7%
reach % ITmin
adsrEefs U 2:27 0:49 0:58 2:04 2:21 2114 2:22 2:33
viewed (Univ)/day
JANV/=1g-Te[-R-Te]=] 56 7 30 45 477 48 56 56
100.0% 7.3% 10.7% 30.6% 10.3% 16.5% 47.8% 52.2%

*Kids - People Aged 0-12

**Teens - People Aged 13-17

**All People - People O+

*** Shopper with Child — Shopper 18+ with Children

Source: OzTAM National STV Viewing to Total TV, 0200-2600, Consolidated 28 data, 1Jul 2022- 31 Dec 2022. STV Universe Estimate (UE) is an average of the period of 1st July - 31st December 2022.



CO-VIEWING LINEAR TV

Metro Regional Subscription TV

e 61.4% 61.9% SR 60.9% 60.7%

39.0% 38.6% 40.3% 37.90% 39.1% 39.3%

H2 202] H1 2022 H2 2022 H2 2021 H1 2022 H2 2022 H2 2021 H1 2022 H2 2022

. Co-viewing . Solus viewing

thinkﬁ'

Source: OZTAM Metro, National Subscription TV and Regional TAM Regional FTA+WA databases. Live viewing. Total TV. Co-viewing and Solus Viewing 1Jul 2021- 31 Dec 2022
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REGIONAL VIEWING BASE

Universe Estimate (000s): 7,973.9

£.008 million

Australians in a day
50.3% of the regional
population

50654 million

Australians in a week
70.9% of the regional
population

6.646 million

Australians in a month
83.4% of the regional
population

the time it is watched within 28 days. Time bands use the



SUBSCRIPTION VIEWING BASE

Universe Estimate (000s): 6,007.7

30613 million

Australians in a day
50.0% of the subscription

P

/



WEEKLY CUME REACH

Average weekly cume reach (Millions)

VI WE S . _ _
m estimate | 1ot PP Ppl16-39 | Ppl 25-54

17,805.7 12,248.6 2,435.5 3,236.4 5,017.9
Regional 7,973.9 5,654.1 1,071.6 1,154.6 2,012.0

6,019.8 4,834.5 917.5 1,045.3 1,799.4

Average weekly cume reach %

Universe
estimate

Total ppl*** Ppl 16-39 Ppl 25-54

1,466.0
632.3

568.7

Shopper
with
child****

2,417.4
981.7

945.0

Shopper
with
child****

5957.9

2,770.8

2,558.8

6,290.7
2,883.3

2,475.6

m 17,805.7 68.8% 62.0% 51.4% 066.1%
7973.9 70.9% 59.6% 49.9% 68.1%
6019.8 30.3% 69.6% 64.1% 82.0%

* Kids - People Aged 0-12

** Teens - People Aged 13-17

***All People - People O+

= Shopper with Child — Shopper 18+ with Children

74.5%

72.8%

38.9%

73.0%

71.0%

37.1%

67.6%

70.1%

79.0%

©69.9%

71.7%

31.6%

Source: Average Weekly Reach for Total TV, All Day, 1-minute reach in OzTAM Metro, National STV and Regional TAM Regional FTA+WA coverage areas. Consolidated 28 data. 26 Jun 2022 — 31 Dec 2022. The STV

Universe Estimate (UE) is an average of the period Week 27-Week 53 (26th June-3lst December).




TOTAL TV DAILY TIME SPENT VIEWING -1 Jul- 31 Dec 2022 (HH:MM)

Average dail Shopper
verag Y | Total ppl*** Ppl16-39 | Ppl 25-54 with
viewing D

Regional

227 0:49 0:.58 2:.04 221 214

* Kids - People Aged 0-12

** Teens - People Aged 13-17

***All People - People O+

R Shopper with Child — Shopper 18+ with Children

Source: OZTAM Metro, National Subscription TV and Regional TAM Regional FTA+WA databases.
Average time spent viewing [ATV 0200-2600 (2am -2am)] across the population in TV homes within metered markets. 1Jul - 31 Dec 2022,

HOW LONG DO PEOPLE WATCH?

2:22

255




WHEN DO WE WATCH?

esMetro
e=Regional
==National Subscription TV

22 -

14 -

TARP

02:00 03:30 05:00 06:30 08:00 0930 11:00 12230 14:00 15:30 17:00 18:30 20:00 21:30 23:00 00:30

Universe estimates (000s) Metro: 17,806 Regional: 7,974 Subscription TV: 6,026

=
Source: OzZTAM Metro & National STV and Regional TAM Regional FTA+WA Total TV. TARP, 0200-2600. 1 Jul 2022- 31 Dec 2022. Includes live viewing and playback through the TV set at the time it is think

watched within 28 days. Time bands use the industry standard 26-hour TV clock: 0200-2600.



PLAYBACK TREND
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Universe estimates (000s)* Metro: 17,806 Regional: 7,974 Subscription TV: 6,026

Source: OzTAM Metro, and National STV and Regional TAM Regional FTA+WA for % of playback to 28 days, Total TV. Jan 2019- Dec 2022. *Universe Estimate based on 1Jul 2022- 31 Dec 2022.



PLAYBACK BY GENRE:
METRO

ComedyH1 2022

ComedyH2 2022

DocumentaryH1 2022

DocumentaryH2 2022

DramaH1 2022

DramaH2 2022

Light EntertainmentH1
2022

Light EntertainmentH2
2022

Reality TelevisionH1 2022

Reality TelevisionH2 2022

<
X

M Live

Play back up to 28 days

25% 50% 75% 100%

Source: OZTAM Metro, Total TV. 0200-2600. 1Jan 2022- 31 Dec 2022- FTA Networks only
Includes live viewing and playback through the TV set at the time it is watched within 28 days. Time bands use the industry standard 26-hour TV clock: 0200-2600.
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PLAYBACK BY GENRE:
REGIONAL

H Live
Play back up to 28 days

ComedyH1 2022 95.2% 4.8%

ComedyH2 2022 93.9% 6.1%

DocumentaryH1 2022 89.9% 10.1%

DocumentaryH2 2022 90.9% 9.1%
DramaH]1 2022 86.3% 13.7%
0% 25% 50% 75% 100%
Source: Regional TAM Regional FTA+WA, Total TV. 0200-2600. 1Jan 2022- 31 Dec 2022. Includes live viewing and playback through the TV set at the time it is watched i E
within 28 days. Time bands use the industry standard 26-hour TV clock: 0200-2600. thlnk
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