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Canoe’s RFI product has been in the market since June, 2010 and is sold to
national advertisers by a growing number of Canoe ITV-enabled networks
including AMC, Bravo, Discovery Channel, E!, History Channel and Style.
The results from national RFI campaigns enabled by Canoe’s ITV capabilities
to-date have been positive.

Prior to the launch of Canoe’s RFI product, Canoe studied the potential for the
adoption and use of interactive services by consumers. This research revealed that
a vast majority of consumers are receptive to ads with greater utility. In fact, 82%
of consumers stated that they would like to be exposed to additional
interactive television advertising. This high level of interest has led to early
interaction rates for ITV advertising that are competitive with other direct
marketing vehicles.

Canoe’s interaction rates for RFI vary based on advertiser, industry, offer, and
genre of programming, but the highest performing campaigns have final
interaction rates of nearly 1%, which is on par with interaction rates seen with
Internet-based interactive advertising and other direct marketing vehicles. As
interactive advertising on TV is a new development for most viewers, interaction
rates at this level are very promising. As ITV becomes more common place, it is
anticipated that increased consumer awareness of this convenient cable service
feature will support additional use.

While the response rates in early campaigns have demonstrated the efficacy of RFI
as a direct marketing tool, it must be recognized that RFI, like most marketing
tools that include a call to action, will have a relatively limited number of people
willing to interact with them. Response is driven by a number of factors including
whether or not the viewer is in “buy” mode. While understanding the dynamics of
interaction rates for RFI is certainly important, it is equally, if not more important
that marketers who use television advertising as a centerpiece of their mix
understand the potential impact of RFI on core brand metrics. It’s key that
advertisers be informed on the impact of RFT for all exposed viewers, in addition to
those who elect to interact.

Advances in technology are transforming
television from one-way broadcast events into
two-way, immersive interactive experiences
that allow viewers to engage with content
differently. This functionality is called
Interactive Television (ITV).

Broadly defined, ITV may be considered an
array of services that range from the
enablement of simple activities such as surfing
interactive programming guides to
participating in social TV experiences such as
polls and surveys. The more advanced
capabilities that are now becoming mainstream
allow for the enhancement of programming
and advertising with engaging, convenient,
interactive options for viewers that provide new
business opportunities to television advertisers.

ITV-enhanced advertising now allows viewers
to request information, coupons, samples, or
other offers from marketers and is becoming
common place. Typically, such advertising
products are referred to as Request for
Information (RFI). While RFI products were
designed to bring the benefits of direct
marketing fulfillment capabilities to television,
it is equally important to understand the
effectiveness of this advanced advertising
option as a branding tool.

In an effort to gain insights into the branding
effects of RFI solutions, Canoe Ventures
commissioned E-Poll Market Research to
execute several studies in conjunction with
Canoe-enabled national RFI advertising
campaigns. The focus of the studies was to
better understand the efficacy of RFI's
on-screen presence in driving a variety of key
branding metrics.

Our results show that RFI enhancements to
advertising create an opportunity for
marketers to improve the performance of
their TV ads by enhancing branding impact
while also providing viewer fulfillment
capabilities.



To build a holistic understanding of how RFI affects
viewers, Canoe and E-Poll conducted a series of
quantitative surveys over the course of the past year. The
surveys were administered during live national RFI
campaigns in-market with two sets of viewers per each
campaign:

1) test group - viewers exposed to a commercial
with an RFI application,

2) control group — viewers exposed to the same
commercial without the RFI application.

Test group responses were benchmarked against the
control group to determine the impact of RFI on a
collection of key branding metrics.
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The E-Poll studies show that the on-screen appearance of
an RFI positively impacts branding metrics, regardless of
whether the viewer interacts. Specifically, it was observed
that RFI improves an underlying TV commercial on three
fronts. It:

1) gets more viewers to take notice of both the ad
and the brand,

2) gets viewers to feel more positive about the
brand and potentially increases word-of-mouth
socialization,

3) gets viewers to consider taking positive
action towards purchase of the brand.

Together, these results strongly indicate that
RFI-enhanced advertising provides value
incremental to the direct marketing results inherent
to the solution.
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The improvement in unaided ad awareness (+26%) and
aided ad awareness (+9%) when RFI appears on an
underlying commercial demonstrates that the application
is helping the ad to stand out in the midst of the TV
viewing experience. This surge in advertising attention
appears to go hand-in-hand with driving unaided brand
awareness (+23%). Big changes in ad and brand
awareness have the potential to create a foundation for
more favorable results further down the purchase cycle.

While the ability of RFI to help get a TV spot noticed and
to increase ad and brand awareness are key findings, it is
also important to understand how adding an RFI to a
commercial impacts the attitudes of the viewer towards
the brand. For advertisers, it is important that viewers
consider the utility and convenience offered through RFI
enhancements as additive to their TV experience rather
than something that detracts from their enjoyment of
television and its supporting advertising. Our findings
support this premise. The studies found that more viewers
who saw the RFI in the test groups had a favorable opinion
about the brand (+16%) versus those who did not see the
RFT in the control groups.

Not only did the addition of an RFI have a positive impact
on opinion, it also increased the potential for the spot’s
influence to extend beyond TV. The proportion of viewers
who agreed that the ad is something that they would talk
about was 14% higher with the test groups. And, more
viewers in the test groups said they were likely to post
about the brand on a social networking site (+9%). Taken
together, these findings point to RFT as a way for brands to
generate a positive buzz in consumer-to-consumer
interaction.

The studies also suggest that adding an RFI makes
viewers more likely to take some kind of action toward
the brand. Viewers in the test groups exposed to the RFI
who said they were likely to search for the brand on the
Internet were 25% greater than viewers in the control
groups. More viewers in the test groups also said they
were likely to visit the brand’s website to seek additional
information (+18%). Perhaps most importantly, 19%
more viewers in the RFI-exposed test groups said that
they were likely to look for the brand at the point of sale
than viewers in the control groups. Across the board,
seeing the RFI in conjunction with an ad tended to pique
the interest of the viewers enough to take action, with one
viewer remarking “insert verbatim.”

These findings position RFI advertising products as
potential gateways to multiple points of contact between
the brand and the consumer, increasing engagement,
which has tremendous implications for boosting
purchase intent and, ultimately, success at the register.
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CONCLUSION

Given these findings, it is clear that RFI should be viewed as more than a
mechanism to layer direct marketing functionality onto television commercials.

Rather, it should be recognized as having a dual role.

It is both a tool for creating direct contact with viewers and a brand-building
mechanism that can increase the effectiveness of advertising on television.

RFT’s ability to increase awareness (ad and brand), positive buzz, and consumer willingness to take action may even have a
larger impact on a brand’s sales than offer fulfillment. In fact, these studies found that the proportion of viewers who say an
ad made them want to buy the brand was 28% higher for those exposed to RFI-enhanced versions of ads versus those who
saw regular ads.

As advertisers contemplate their marketing mix and plans for television, RFI’s positive impact on brand measures warrants
consideration.

Canoe Ventures is in the business of better television. Founded as a joint venture of the leading cable television operators in
America, Canoe is expanding relevant, measurable engagement with television viewers. Canoe enables national networks
with advanced capabilities and works collaboratively industry-wide to define, develop and scale advanced television
solutions.

Using innovative EBIF (Enhanced TV Binary Interchange Format) technology, Canoe has built a national platform for
incorporating interactive features into programming and advertising across multiple video distributors. Programmers can
now offer their advertisers interactive inventory, reaching millions of digital cable households on a national platform.

Canoe’s commercially available Request for Information (RFI) advertising product enables advertisers to embed a call to
action — a request for a product sample, a coupon, or information — into a traditional TV spot. The viewer simply uses their
existing remote and easy selections on the remote to respond to offers.




