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Strategic Challenge

Not your grandma’s TV Guide.

The world of TV had dramatically changed. New types of channels. New technology formats. And the
programs themselves? From Lost to Mad Men to The Office, shows had gotten good again. And
people were watching again.("Households Using Television” (HUT) during prime time were up 2%
from fall 2006 to fall 2007.1 Huge, considering the steady erosion of broadcast ratings to the
Internet over the past 10 years.)

So a brand that was all about TV should have been primed for success. But it was just the opposite.
While people were excited about TV again, no one was excited about TV Guide.

Consumers thought of the brand as purely functional. In fact, an imagery profile analysis showed
that compared with key entertainment competitors, TV Guide was dead last in the category of “fun
and entertaining.”? To make matters worse, TV Guide's existing user base was getting
uncomfortably old - much older than the viewers of the most popular shows. The median age for
the magazine was 51.3 The TV Guide cable network, 50.3 And the Web site, 45.* The brand had to
update itself fast, or it was going to die along with its readers.
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Over the years, TV Guide had lost touch with TV watchers.

They were getting their TV info and entertainment elsewhere. Even though TV Guide was the only
entertainment brand devoted to TV, brands from People to Us, to ABC to E! Online were increasingly
feeding program news and highlights to TV Guide’s hungry audience.

To become relevant again, the magazine had undergone a major facelift. No longer the little
schedule digest sitting on Grandma'’s side table, TV Guide had become a full-size glossy TV
entertainment magazine. But even with this new format, TV fans still thought of the new magazine
as just a guide.?

Additionally, there was a TV Guide entertainment cable network and a Web site. But hardly any
awareness. We had to let TV fans know that just like television, TV Guide had evolved. Traditional
schedule listings were now subordinate to news flashes, gossip, photos and interviews. And not just
via the slick magazine, but through a rich, powerhouse Web site and a behind-the-scenes TV
network.

It was time to shatter the stodgy perception of the brand and convince a new generation of TV
viewers that TV Guide was actually hip. And relevant.

Sources:

1 Nielsen Media Research 9/25/06 - 12/31/06, 9/24/07 - 12/31/07
2 Client tracking study 2006

% Simmons 2007

* Nielsen@Plan 2007

Objectives

The goal: Boost cross-platform awareness of the magazine, Web site, and cable network—and
improve brand perception among TV fans.

Also important: Get on the radar of younger TV fans by increasing their awareness of the network
and Web site.

This was TV Guide’s first major national advertising effort in years. Goals were set to justify the
investment. Specifically:

= Shatter the perception that TV Guide is just a listings provider by getting people to realize
they have inside access to celebrities and exclusive photos. (Goal: 15% increase in attribute
awareness)

» Make the brand image fun, modern, relevant and entertaining. (Goal: 15% increase in
attribute awareness)
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= Increase awareness of the network and Web site in key age groups. (Goal: 15% increase in
awareness in both 18-24 and 25-34 segments)

= Increase consideration for the TV Guide platforms. (Goal: 15% increase in consideration)

= Drive new users to TVGuide.com. (Goal: 750,000 additional unique visitors, an increase of
25% over the 3 MM monthly users at the time)

The Big Idea

The insight:  For TV show “junkies,” TV Guide extends the high.

From “All Things TV” to “All Things My Show”

When we started digging into consumers’ TV viewing habits, we quickly learned that people didn't
have a love for all things TV.

In fact, we learned two things:

1. People don’t watch TV. They watch their show.

2. They’re so passionate about their show while it’s on—they feel separation anxiety after an
episode ends for the week.

We learned that fans go to great lengths to stay connected to their show once it’s over. They want
the back story. The side story. From watching it again online to blogging about it, searching for
tidbits about the stars, the writers, the characters—fans will do anything to get another fix between
episodes.

Because these “show junkies” dip into an emotional withdrawal right after their show ends each
week, we realized TV Guide could be just the fix our “show junkie” needed. And what better time to
reach them than when they were most vulnerable: Just before their weekly episode concluded.
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We wanted to bridge the emotional gap between episodes, so we caught them just as they were
going into withdrawal. TV Guide, with its cross-platform candy store, could extend their high—giving
them more than what they saw in that week’s episode to get them through the week.

Current Next
episode ends episode begins
Spot airs
Withdrawal

Bringing the Idea to Life

Which Came First: The Media or the Creative Idea?

Creative and media collided at once. As one team member riffed on a TV show fan’s withdrawal just
prior to the end-credits, another suggested intercepting a fan right then—in the final commercial
pod. Someone else chimed in about designing show-specific ads telling show fans they wouldn’t
have to endure the wait till the next episode for more of their show—TV Guide would get them
through the week.

To make the most of a modest budget, we spent the largest portion on the shows with the most
viewers and the most buzz. The plan included the top thirteen network shows.

But how did we connect to the actual shows that fans loved?

Leveraging TV Guide’s red-and-white brand cues, we tailored a graphic, interruptive “countdown
device” based on each show’s premise. Airing in the final commercial pod, the show-specific
countdown dramatized the “pain of the wait” until the next episode. We then eased the pain by
revealing a TV Guide mnemonic that telegraphed that its magazine, Web site, and network, would
get them through the week.

The TV campaign launched during the season premiers when TV junkies were most engaged. We
also ran online ads where people were hunting for information on their favorite shows—abc.com,
IMDb.com, MSN.com—and with Facebook and MySpace TV specific user groups.
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