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AGENDA

Introduction
Viacom CEE Vision, Performance & Focus
Experiential activations

Brand updates 1 - pre —school, incl. master toy
updates by Mattel and Spin Master

CEE research — Kid Power
Break
Brand updates 2 - kids

Brand updates 3 - new properties, adult &
Paramount Pictures

The Power of FMCG
Recap & Tombola

Drinks & snacks
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A WVIFCOM COMPANY

300+ Channels VI a Co M 600M+ Households
182 Countries 4.4B+ Subscribers

42 Languages A GLOBAL POWERHOUSE 1B+ Social Fans
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TANNELS EORREYERIMON A
ATFORNS INICEH

nicKTroons

AVAILABLE IN

nickelodeon arendr

NICKELODEON RANKS AS THE NICKELODEON RANKS AS THE
#1 COMMERCIAL KIDS #1-3 COMMERCIAL KIDS

&@sr®

LAUNCHING IN NOVEMBER:
CZECH + SLOVAKIA

NETWORK 4-14 NETWORK 4-10

M|® ywmm[

NETWORK
5.2M FANS IN SOCIAL
ONE OF THE FASTEST GROWING

NETWO

RKS IN 21-50/54S

14






OF THETOP- AL @

OF THE TOP-

OF THE TOP-




Cartoon
Network

Disney
Channel

TechEdge. Last 12 full month as of 2019 September, 06-26. A4-14 Poland, Hungary, Czech Republic, 4-14 Urban Romania, Arithmetic average of the national SOV ,sof international portfolios
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FOCUS ON GROWTH
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ADDITIONAL PLATFORMS
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THEATER CINEMA, MALLS DAYS OF PLAY KIDSFESTS, FESTIVALS...
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MARKETING PARTNERSHIPS
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REFRESH PRODUCT DESIGN
FOCUS ON THEMES
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TOYS

Core vs. Theme 2019
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60%

B Core [1Theme

Spin Master Benelux

GROW CPG & INGREASE SEASONAL OFFERING

Christmas

Easter

Valentines day
Halloween

Local celebrations



INCREASE SEASONAL OFFERING

r—WCC  Christmas |,

Chinese New Year
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Halloween &{

St. Patrick’s Day




MORE:
NEW RETAIL CONCEPTS
INSTORE ENTERTAINMENT
ONLINE
SOCIAL
ON THE GROUND
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Wygraj SYPIALNIE PSI PATROL lub jeden

z zestawow dla prawdziwych fanow

PSIEGO PATROLU!
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PRE-SHOOL KIDS ADULTS
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‘4% OF GENZ FOLIOW AN INFLUENCER
FOR INSPIRATION™

Source: Foresight Factory | Base: 4107 online respondents, GB, 2018 July
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G VIMN overview in CEEI
° Kids brands overview

a) Linear portfolio

b) Digital products

c) Social media presence
d) Events

e) Content sales

VIaCOM Vcois verworks



OVERVIEW ON VIMN GEEI'S OPERATIONS

Viacom Digital portfolio

Development in

nicKJr:

COMEDY
nickroons T COMEDY 5
nicuelodeon countries

:)FAM"'Y nicxelodeon
. » play

' ( / aramotnl
CHANNEL

3 Offices: classic
Budapest 3 | .!l ”
Prague Brand Groups
Warsaw Kids &Family 2 0 3 M
Youth
Young Adults & Entertainment Households
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Poland ¢ Czech « Hungary * Romania ¢ Israel | Bulgaria ¢ Croatia ® Slovakia ¢ Slovenia ¢ Serbia | Albania ¢ Bosnia ¢ Kosovo ® Macedonia ® Montenegrc

120+ million in population

30+ million payTV households (20+ on key markets)
ca. $15,000 average GDP/capita

ca. $3 billion ad market

8 EU countries

VIMN is the leading international portfolio,
employing ca. 150 people in 3 offices
(Budapest, Warsaw, Prague)

* New channel launches

* Evolving OTT presence (Paramount+, Nick Play)
* Proliferating local production activity

* Award-winning creative division

* Attractive destination for outsourcing business
activities (GBS in Budapest, MTS in Warsaw)
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VIACOM'S BRANDS ARE WIDELY PRESENT IN THE REGION

CURRENT SETUP
incl. most widely

niCKTOONS

nickJr: nickelodeon
o ) distributed channels*
ﬂ‘CKJI: Saramount v ~ = ﬂ
e *MTV flankers & VHa Classic
VHA @ @ (int'l feeds) are available in all

CEEIl markets

FAMILY

COmMEDT
SLFITFE]

N SROOGS

nickelodeon

nickr
YH1 [T nicxelodeon
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e R B e o o o o e o e e e e L o e e e L B e e e e e e e e e e Full local Some local Indirectlocal No local bresence
AGE 0 9 10 15 20 25 30 35 40 45 50 presence presence presence p

VIaCOM Vcois verworks BETx  couor Qs PN S




VIMN IS LEADING INT'L PORTFOLIO IN KEY GEEI MARKETS

Portfolios SOV CY17, CY18 and CY1g YTD**

POLAND HUNGARY

77
TG 16-49 TG 18-49
5.5
5.2
3.5
2.9
1.9 17
1.3 0.9 1.3 o
0.6 7 03
DISCO* VIMN SPI CANAL+ FOX TURNER DISNEY VIMN AMC SONY DISCO FOX TURNER DISNEY
ROMANIA CZECH
TG U18-49 TG A15-69
3.6
2.8 6 2.4
2.0
1.3 11 1.1
' 0.8
aLIC
VIMN TURNER DISCO AMC DISNEY SONY UNIVERSAL VIMN AMC SONY FOX DISNEY NBCU
*incl. acquired Metro Daypart: 0600-2559, LIVE + VOSDAL + x days

**YTD as per middle of September
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AND ALSO SIGNIFICANT IN BULGARIA & SERBIA

Portfolios SOV CY17, CY18 and CY1g9 YTD* Portfolios SOV CY16, CY17 and CYa18

BULGARIA nicxelodeon SERBIA nicxelodeon

TG 4-14 nicK TG 4-14
12.4
10.4
7.0
54
1.8 11 3 0.9
o1 0.2
VIMN** TURNER DISNEY DISCO FOX SONY VIMN** AMC FOX DISCO SONY
TG 18-49 TG 18-49
33 31 27
1.9 10 1.6 1.6
0.4 0.3 0.5
DISCO FOX VIMN** TURNER DISNEY SONY FOX VIMN#** DISCO AMC SONY
*YTD as per end of July Daypart: 0600-2559

**VIMN portfolio performance is driven by Nick Jr & Nickelodeon in Bulgaria. In Serbia, Nick Jr. is not yet measured

VI COM ieoix nerworks M BETx oD INTmm oo, | mowic  Spike  niowslodeon 5




KIDS BRANDS
OVERVIEW

VI COM ieois nerworks BT BETx coxoDruws PN



nicxelodeon

BRAND:
KIDS FIRST

PROMISE: R
WE WILL ALWAYS STAY TRUE TO KIDS |

MISSION: -~
MAKE THE WORLD A MORE PLAYFUL PLACE

VIaCOM Vcoix nerworks



ESTABLISH THE NICK UNIVERSE
AS 360 DESTINATION FORKIDS .

+ TV CHANNELS

- NON-LINEAR PLATFORMS

- NICKELODEON EVENTS - 3

+ SOCIAL MEDIA PRESENCE
N 2,

- CONTENT SALES iy

y <
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LINEAR
KIDS PORTFOLIO
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POLAND (4-12)

12.4 11.6
16
I I >7 3 3.9
. . m o
33 a0 0.9

HUNGARY (4-14)
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(v | memhdnnn N iy e, lenelode =
SBC witrsons T Ko @ ol W S “aicwir | O Ry W

ROMANIA (4-14U) CZECH (4-14)
7.2
nicrelodeon nicrelodeon =) .
@:‘ %ﬂ"" nicKr: nicsKir e R @ [CS) e

* As per 2018 full year data, 0600-2600
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Gontinuous development in Groatia:
+11% growth among kids

NICK + NICK JR.
KIDS TG (4-14)

CAGR: +11%

2017 2018

VI COM J:oil Nerworks



In Slovenia, Nickelodeon IS getting stronger
amongy kids, stable performance on adult TG

NICKELODEON
KIDS TG (4-14)

2016 Q4 2017 Q1 2017 Q2 2017 Q3

VIaCOM Vcois verworks

2017 Q4

YTD growth: +31%

2018 Q1 2018 Q2 2018 Q3

v

2018 Q4

NICKELODEON
ADULT TG (18-54)

1.1

0.9
0.8 0.9

2016 Q4 2017 Q1 2017 Q2 2017 Q3

0.7

2017 Q4

YTD growth: 0%

1.0 [ 0.9

2018 Q1 2018 Q2 2018 Q3

BETx mu!n‘r@ T¥ELINED 4 .'th'“':‘n‘?:’f COIOE nicstdr: ﬁ‘h nickolodoon 5

0.7

2018 Q4




Among kids aged 4-9, Nickelodeon is among the
leaders heating FTA player Pop TV

Kids landscape in Slovenia
CY18, T1G4-9

Nickelodeon Pop TV Slovenija 1 Kanal A Slovenija 2

~
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Kids porifolios in CY17 & CY18

TG4-14, 6-26
16.5

14.7

6.5




Our kids portiolio distribution in the CEE
region is on a growth trajectory

60

50

40

30

20

10

0

November
November
November
November
September

November
September

N
[0 (0]
o) Ke)
£ €
_‘G;) [0)
3
A z

September
September
November
September
September
September

m Nickelodeon = Nick Jr = Nicktoons
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nicxkroons

NIGKTOONS GOMPLETING THE PORTFOLIO
TARGET: 4-10

Nicktoons is the place for Action, Comedy and
Adventure-packed cartoons featuring your
favorite Nick characters

COMEDIC ANIMATION AIMS TO

- Broaden the imagination

 Make them laugh

 Be irreverent

- Bridge the gap between preschool
content on Nick Jr and live action /
animated content on Nickelodeon

VIaCOM \cois verworks B BETx  coxeoQDuwmmnss



Nicktoons complements Nick portiolio with a
stronger appeal to hoys

POLAND (3-12) HUNGARY (4-14) ROMANIA (4-130)
11 14 10
10 13
10 nk:‘ 12 ’ "‘
O 10 () . | O 8
210 o 10 o)
< < 9 < 7
9 10 > 7 o
< < .
| e i o
9 6 5
7 5
9 4 4
0 20 40 60 80 0 20 40 60 80 0 20 40 60 80
% of female % of female % of female
Source: Nielsen, 4-12, 0600-2059, 2019.04-2019.06TD Source: Nielsen, 4-14, 0600-2559, 2019.04-2019.06TD Source: Kantar/ARMADATA, 4-14Urban. 0600-2559,

2019.04-2019.06TD
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DIGITAL
MNOIDIVGIN
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+

1%

OF KIDS & TEENS (6-17) AGREE

THAT “TV IS PART OF MY
DAILY ROUTINE™

1.3 HRS

SPENT PER DAY
ON TABLETS™

o Close to 40% of households now have digital
streaming devices in their home'

o  Kids 6-11 value the freedom to watch the content
they love (on parent - anproved services) '

o  Kids 6-11 are supported hy their families with
access to everything their families have in the
household. Yet restrictions are tight.'

TV Matters Insights Study : 2017 - 15,600 people ages 6-44 in 14 countries; Argentina, Australia, Brazil, Germany, Hungary, Indonesia, Italy, Mexico, Philippines, Poland, Russia, Sweden, UK, US . Deprivation with 150 people in 6 countries: Argentina,
Australia, Canada, Spain, UK, US.
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. AVG. TIME SPENT ON AN
NICK PLAY i0S & (P ‘ @

~ ANDROID DEVICES' 5%  12%  72%

SMARTTY  TABLET  SMART PHONE
OF PEOPLE WHO |
AGCESS NICK PLAY, 61 3 A]
USE MOBILE PHONES
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nicxelodeon
» play

NEVER-ENDING
FUN AND FUNNY...
FOR TODAY'S KIDS

A PLAYGROUND OF NICKELODEON FUNNY AT KIDS' FINGERTIPS,
IWWHENEVER THEY WANT..

A FREE DESTINATION WHERE KIDS CAN WATCH AND PLAY
WITH NICKELODEON




CURRENT LINEAR
SETUP’

PLAY

DIGITAL FOOTPRINT

43:(::"

Ve
POLSAT @

COMEDY
= CENTRAL

o vodafone

/\ telenor

/\ teleror

/’k telenor !

4
presence presence presence presence extension Contracted but not launched yet
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NICK PLAY IS A SUCCESS IN PO

Privacy O ’

100 Things To Do Belore Mgh =
S1, Ep 25: Have The Best H...

5 o - = . — = —- - ——

Source: Adobe Omniture, Country: Poland, Period: 01.03.2019-01.09.2019



Source: Adobe Omniture, Country: Poland, Period: 01.03.2019-01.09/2019
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SOCIAL MEDIA
PRESENCE
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WE INTEGRATE MILLIONS OF TOUGHPOINTS

VIMN communication platforms to support our linear content

nicxelodeon nickir nickroons m: VH-1 @EE#TETL @FAMILT g‘g s;-ik
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LOCATION BASED
EXPERIENCES

EVENTS

VIaCOM Vcoix nerworks



WE SEE SEVERAL OPTIONS FOR EVENTS

4 I
nicxelodeon

. J

a N

\ _/

(" N
COME m© IVHIN3D FRIENDSFEST GCOMEDY GENTRAL FESTIVAL

\_ J
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- 90+ attractions
Nickelodeon characters
Funny mirrors in the pineapple SB house
Blaze racing

Climbing wall

Line park

Bungee trampoline

Slime sections

Ninja Turtles laser tunnel
Foothall team touring bus
Play with foothall stars
Meeting the foothall team
- local influencers tent

- Concert [local kids star) small stage
- Foothall tournament for kids with nrinis

o 0O 0O o 0O 0O 0O o o o O




CONTENT
SALES
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EXPANDING REACH BY CONTENT
SALES IN HUNGARY
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* Avatar: The Last Airbender * Blaze And The Monster Machines

Q I
-
- &

- Harvey Beaks * Buhble Guppies ~
* PAW Patrol - Butterhean's Café

* Rusty Rivets * Nicky, Ricky, Dicky & Dawn

- SpongeBob SquarePants * PAW Patrol

- Teenage Mutant Ninja Turtles ° PAW Patrol: Mighty Pups

* The Loud House * Team Umizoomi

* The Adventures of Jimmy Neutron
Boy Genius
* The Fairly OddParents

* Wallykazam!
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DAVEY
BACKK

VNCP
LICENSING & RETAIL MANAGER
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““f PRIORITISE EXPERIENCES:
OVER BUYING AND

OWNING THINGS ™
63% OF 13-49 YEAR OLDS GLOBALLY



PAW Patrol Live Tour

Meet & greet activations
Cinema events
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EYES

Central Area

. ind Greet Show with Marshall and Chase, the
15 the meeting point of the visitor



PATROL,

4

15 ON THE

CASE!

This area is designed for altivities
Lhat will Tocus on selving mystery,
teamwork and educative practices as
Kids being community heroes based
on Chase’s police skills.

The sensors on the Interactive Traffic
Light warns childeen when they cross
In red, Chase's Instructions about
basic and important traffic rules and
signages are comtmunicated wih
Aames.

J
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CZECH PRINT MAGAZINES - CHILDREN, WOMEN

blesk.cz

m @ Howska [l Mitcress

IPRAVY A PUBLICISTIKA ~  CELEBRITY AN

TABEWA

Angry Birds 2: Podivejte
se na ukazku z
nejvtipnejsiho animaku

kina!

coka!

Miluji vase déti Tlapkovou
patrolu? Muzete na nido

Filmova novinka: Tlapkova patrola

E ‘ p D 5 Nejcblibenéjsi serial dnesnich déti mifi do kin

P
. VE FILMU 2

Rezzlobenl nelétavi ptaci a zékefni
zeleni vepfi jsou opétto

] sEsranns mivaE
s

zit tatograf

¥ galer

= kones prazdnin se moc netess, co? fen-
tokrat sl ake mdzes tohle ne Upind wsels

cbdobi pestih Jednoy fllmevon novinkou e H
- dokin 36 i komedian: orimak Angry Birds 2t sriiovay, codinng
v Mimu 2, Prozreaovat <é) by nebyio vO&| divakow
b1, taak Jon velerd stoadni: Kdyd se chiad rovy Courtney o vepfowm sddien mazarym vyna-
ropiitel, Kery hrezi zedlanim Prodine | Pratodibo lozcom Gerrym. Susertym by weljeh 2anftsdhigel V teském znénl

eatrenn, spofi Rudahnly (aos Ruddi), ZhAas,
Bombas, Ovel Vazoun o Dufasovo sestia Stiberks
sily s valavepiam Leonardaem, o aslstentiou

nepddtel se vyddwd na misl jejiml clem
e zachnini domovy ptako | vepio. 21
Pramira 29. srpno 2019

Tlapkova pstrola pe jednim z nepvetsich datskych hit soucasnosti. Ato najeny

tedevizi a na ntemetu. Prodejo hracek, tri¢ek nebo Skolnich pomdoek hidsd, 2e
nejviSi Gepdch mafi préve vic s potiskem a motivem Tlapkowe patroly. A
pokud néco milu dét, mai 1o rads i rodide. Tiapkovou patrolu proto milull
viichni

V Adventure Bay se schylue k vekeé uddlosti. Neolvo2ens Tlapkovd patrola i
zatie avoj@ nejnovijii a specidini dobrodru2st v kinech na velkém platnd.
Ryder a jebwo psi zachranatsky tym péedstavi uping nové epizady, ve ktery
buda mit 5w misto a ddletity ukol kazdy z clend skupiny & jho zvigitni
schopnost |, Tedy pozdmik Marshall, technik Rubble, policista Chase, m
Rocky, vedni zachrandi Zuma | letecka zachranaika Skye
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Tlopkaova patrola ma vidy sprévny smér a vady negda fasand. Af ol
Rydes a thapkovy tym nakenec zachedn situacl. Tentokrate sipsl

Filmové premiéry: vrazdiei panenka
. &{& Chucky se vydévi na dovolenou na Ibizu
2

% Posledni tervencovy tiden mifi

do deskich kin ftafi snimby,
Novoo verzi kultovmiho heroma
doplni #len rodinnd.,

Sk

28chrandils bude muset peradit & nedtastnymi tutnidky, ktefl
nesprivném mistd a potfebuji se dostat do svého mrazivého
se pfijit na kloub tomu, co trdpl krdvu Bettinu, zachrdnit
rozbitém nnosté, vyfedit situaci s majdkem a velkou
uvést do potadiu zmatek, ktery va méstedku zplsobila

R

Navzdory kritice i rasismu,

Kotky by se autorovi knizni  kinech. S naroénymi ukoly se Patrola ma na vae ik
predlohy libily, tvrdi spravee  bude muset vypofadat

Jeho pozlstalosti Tlapkovi patrola

Dalsi détsky fenomeén v

Ukoll je wice ne2 dost, tak2e tlapky vzhinu do skeet U2

Zdro) a Foro. Bontonfém
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- Amscan

- Hedrave

- Tech4Kids

- Ravenshurger Spielveriag
GmbH

- Sambro International Limited
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- Trefl S.A.
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* Social-Emotional

*Resilience & Grit

- Self-Efficacy &
Competency
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Preschool show
since launch

among Kids 2-5
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2019 Recap

New theme New line
launch launch!

Core refresh!

s
‘g '
* New products: * Marketing: 2TV “ . Marketing: 1TV " < . Marketing: 1 TV
vehicles; figures; campaigns + campaign + campaign + influencers +
playsets influencers + trade influencers + trade press + trade



Spring 2020




Product segmentation

BRAND NEW PRODUCT DELIVER EVERGREEN EXPAND NEW WAY TO
STRAIGHT FROM PRODUCTS IN KEY PLAY TO KEEP FANS
ENTERTAINMENT TO SEGMENTS AS ENTRY ENGAGED LONGER
DRIVE INCREMENATAL INTO THE BRAND
PURCHASE




? Refresh! ¢

Mini Figures Asst. (9)
6045829

Mighty Pups Pup Asst. (6)
6052293

Themed Vehicles Asst. (6)
6053026

< nghts & Y
sound 'a\
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Power Changing Vehicles Asst. (2)
6052653

Mighty Pups Supersonic Jet
6053098

Mighty Pups Lookout Tower
6053408







Transform to
Power Changing

Projectile
Launchers!




Vehicle
Launcher!

et A —— gy S

Ryder Figure
Included!

Lights & Sounds!

Jet Opens into
Mobile HQ!




Product segmentation

BRAND NEW PRODUCT DELIVER EVERGREEN EXPAND NEW WAY TO
STRAIGHT FROM PRODUCTS IN KEY PLAY TO KEEP FANS
ENTERTAINMENT TO SEGMENTS AS ENTRY ENGAGED LONGER
DRIVE INCREMENATAL INTO THE BRAND
PURCHASE
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Action Pack Pup Asst.
6022626
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Refresh
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Basic Vehicles Asst.
6052310

Lookout Tower
6022632

Spring 2020 Core line

PAW Patrol R/C
6054863

Paw Patroller
6024966
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Lifesize Lookout Tower
6037842

ﬁ f— NEW
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Split Second Vehicles




Action Pack Pups Asst. 6022626

2 Clip On
Uniforms




Split Second Vehicles Asst.

Projectile Includes
Launchers 2 Figures




Spring 2020 Segmentation

BRAND NEW PRODUCT
STRAIGHT FROM
ENTERTAINMENT TO
DRIVE INCREMENATAL
PURCHASE

DELIVER EVERGREEN EXPAND NEW WAY TO
PRODUCTS IN KEY PLAY TO KEEP FANS

SEGMENTS AS ENTRY ENGAGED LONGER
INTO THE BRAND




TRUE METAL SPRING 2020

TRUE METAL VEHICLE ASS'I;

6053257

CLASSIC GIFT PACK
6058350

LAUNCH’N HAUL PAW
PATROLLER
6053406
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Action Pack Pup
6022626
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Mini Figures Asst. (9)
6045829

Mighty Pups Pup Asst.
(6)

6052293 ‘

Basic Vehicles Asst.
6052310

TRUE
. METAL _

True Metal Vehicle Asst.
6053257

Spring 2020 Product line
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Themed Vehicles
Asst. (6)
6053026

Power Changing
Vehicles Asst. (2)
6052653

Mighty Pups Jet
6053098
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Split Second Vehicles

6058350

True Metal Gift Pack

PAW Patrol R/C
6054863

Lookout Tower
6022632

Launch N' Haul PAW
Patroller
6053406

Paw Patroller
6024966

Mighty Pups Lookout
Tower
6053408

Lifesize Lookout Tower
6037842
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O PROGRAMIE DLANAUCZYCIELI KONKURS DLA PRZEDSZKOLI

POLSKI CZERWONY KR
WRAZ Z PSIM PATROLEM RUSZA DO A

BEZPIECZNY PATRU

W POLSKICH PRZEDSZKOLAQ

Wspélnie z bohatt bajki Psi Patrol oy bl i
ych, dowiemy sie jak bezpiecznie spedzic ferie zimowe
i wakacje, poznamy gltéwne zasady recyklingu i nie !

DOWIEDZ SIE WIECEJ!

ﬁ(ﬁ}; WEZ UDZIAL W KONKURSIE &
Ly Twoje przedszkole moze wygrac wizyte Psiego -
Patrolu oraz upominki od partneréw akcji!
) PRZEJDZ DO KONKURSU!
JESTES NAUCZYCIELEM?

Koniecznle zapoznaj sie ze scenariuszami lekcji oraz
materiatami pomocniczymi, ktére pomoga Ci
" 4 przygotowac ciekawe zajecia!

SPRAWDZ MATERIALY!

PARTNERZY AKCJL: .
PR e UWAGA?
%‘)*%{i/ oy Oy KONKURS DLA = »un

PRZEDSZKOLN
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& ms

“:.CHET', e PRRSSe——1

+)



T\ Lo

ek Dooss

~
\*} CeregEe

the
wry HaE¥

FOLSKI CIERWONY WRIYZ

WAL TPUM SATROLLM AVLIA 3O ARCH

!glPlECINY PATROL
W BOUKICH PRIEDSIKOLACH
U [,

Wy v

P

VISCOM | né g 0}'*\;“
L

*

:
R
w,o:"ichpAmOL
* FNZEOSIXOLACH PTTIA _4eqn CONS '

BRe T (4 b y ."‘\ e adu

)
m ST \A'.é
e Wick B cYSN o e c Ny pat goty
ey L O




ENPERIENCE

Central Area ;

Central Area hosts the Lookout Tower as the background decor of Meet and Greet Show with Marshall and Chase, the
maost famous characters of Paw Patrol TM |, The 3.5 mt high tower is also used as the meeting point of the visitor

puppies” —
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Gyere el o Belvaros legmendbb jafékboltjaba! Kedvezményekkel

KJ

shréxsziger

pefésekkel varunk a nyito hétvégén maojus 25-26-an!

#jatekszigetparisiudvar

EERENC

Jateksziget

iget Gzlet tobb 10 ezres jatékvalasztékkal s gyereknapi
programokkal varja a csaladokat a gyereknap hétvégéjén, majus 25-én es
26-an. » 20-30%-os nyitasi akcio lesz Lego. Barbie. Minecraft. Robl
Fortnite term <bdl is. minden Mattel vasarlas mellé jar egy Hot W
arany auto, a gyerekek kiprobalhatjak a Glitza csillamietovalast, az Infinity
Nado porgettylit, épitkezhetnek az Engino és a2 Geomag segitségével
versenyezheinek a Mighty Beanz Gtds babjaival, valamint részt vehetnek
Erdélyi Mon ] an & slkozhatnak a Mancs Orjarat figurakkal
is " Csatlak: Facebook esemeénylinkhoz és regisztralj oldalunkon, hogy
tudjuk Ti is velunk dnnepeliek

htips eboo / [257435¢

Vertaling be!
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Objective 1: Drive Brand Engagement

Ohjective 2: Claim Retail Momentum
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Global Edition

ViaCOM




Viacom Global Consumer Insights @

Global
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Viacom Global Consumer Insights

“Research today is an

ear Viacom

inspiration. It’s where we begin. 4 > to over 7.2
It informs our strategies. : e
. ] /ts and families
It informs both business and | rough research
creative. It shapes our brands. R countries
- ; rom Sweden to South
It inspires our content and our Africa and Argentina

marketing, e to Australia

Robert M. Bakish, President and CEO, Viacom

ViaCOM




WE SPOKE TO
MANY KIDS IN
MANY
. HOUSEHOLDS IN“

' MANY COUNTRIE

Our research shows that today’s kids and - T COUNTRIES
parents around the world have an interesting
dynamic around brand choices and decision
making

(also shown is trend data from a 2012 study in the same countries)
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Today’s family
households are
becoming more .
fluid - everyone
pitches in

VI a COM BETx 5 @ colog EEEEEEE @1 HHHHHH mi nickelodeon I"" i



Kids may be little !out they’re big helpers

"

7 o of kids help
2 /0 within the

of parents
% say kids help

with childcare

Q19. Do they help with any of the following things? Base: 4100 Parents of kids aged 6-11

VI3COM | Berx § @B colort coneor® B niceelodecn I\ Spike ©O® [ITIT VHA
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Help also comes from outside the home...

29%

get help
with cooking,

shopping,
cleaning

ith childcare

; Seholds receive
help from family
outside the home

Q20a: Do you receive help from family members who don't live with any of the following things? Base: 4100 Parents of kids aged 6-11

VISCOM | BEx 5 @D colo coneor)muess [ nicxelodeon #N Spike OO® [ITIT VI
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...and kids are aware of this

24% D

get help /
with cooking, >

shopping,
cleaning

ith child

help from family
outside the home

Q20a: Do you receive help from family members who don't live with any of the following things? Base: 4900 kids aged 6-11

VIBCOM BETx 5 @ Cﬂlﬂg cnr.um@wuma: m; nicuelodeon I:‘ % m ﬂm' VHA1
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Kids help family outside the
home, Grandparents #1

Cousins

Q20d: Which of the following relatives outside of your household do you regularly help care for? Base: 4900 kids aged 6-11

VISCOM | Berx 5 @B cololt coxeor® B niceelodecn I\ Spike ©O® [ITIT VHA
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Kids around the world increasingly describe

themselves as CUrIOUS ~ Y N
v .

83

2012

- . m

% of kids describing themselves as ‘curious’ (‘describes me a lot/ a little’)

Q12: Looking at the list of words or phrases below, please rate how well you believe each one describes you personally — describes a lot/ a little. 2012 Base: Kids aged 6-11

ViaCOM




As kids get older, finding their “true self” joins curiosity @

Global

Top 5 descriptors (‘describes me a lot’)

9-11

Being true to the people
closest to you (age 9+ only)

Curious about the world

Curious about the world

Being true to yourself

Love technology (age 9+ only)

5. Like to share your opinions Love technology

Q12: Looking at the list of words or phrases below, please rate how well you believe each one describes you personally — describes A LOT. Base: 4900 kids aged 6-11

VIBCOM BETx 5 @ cnlog cnuem@wuua: mi nicuelodeon ' % m Em VHH
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Internet-enabled technology feeds their curiosity

% of kids with access to device




Kids increasingly recognize the role of the internet in their lives

Q36. How much do you agree or disagree with each of the following statements. - Strongly agree or Agree NET. Base: Kids aged 9-11

VISCOM | Betx 5 @B colort coneor®)




When it comes to buying things for their household,
kids thmk they play a part (and parents agree!)

_ YN

)
(O,

of parents agree

of 6-11s say they
have a role

A A

Q22A. In general, which of the following des b s your role 'nthedecisionto uy things for your family? — NET: Any role. Base: 4900 Kids aged 6-11. Q21A
In g ral, h ch of the following describes you hId role in the decision to buy things for your family? — NET: Any role. Base: 4100 Parents of kids aged 6:

ViaCOM




Kids are involved in household purchase decisions, @
at age 10, their influence increases

: Boys @ Girls
2=

754

Any role

-\.

According
to their parents

@ N N

According to kids o
7 77%

73%

73% 73% 73%

Q22A. In general, which of the following describes your role in the decision to things for your family? — NET: Any role. Base: 4900 Kids aged 6-11. Q21A.
In general, which of the following describes your child’s role in the decision to things for your family? — NET: Any role. Base: 4100 Parents o

VIaCOM




Are there certain kids who are more involved in
purchase decisions?

9 2
| ® !




Yes! Kids who...

...are a ...have one ...livein
single child parent working rural areas
full-time

) 4

L
@ e N
(76% vs 75% for 2+ kids) (74% vs 73% for both parents (82% vs 75% for urban)
working)

...are more likely to play a role in purchase decisions.

Q21A. In general, which of the following describes your child’s role in the decision to buy things for your family? — NET: Any role. Base: 4100 Parents of kids aged 6-11.

VISCOM | Berx 5 @D oo




Considering
global
household
trends, kids’
influence can
only increase

Family size
is shrinking
globally

children per
woman in
1970

Experience of
childhood is
increasingly

urban

in 2009

breadwinner’ has
been replaced by
dual-earner
couples

The ‘male |

now dual-
earner
families

Global
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The answer is their influence stretches very far, according to both
kids and parents!

Food & Telecom &
Entertainment Grocery Vacation Electronics Restaurants Pay TV/ISVOD
Shobping

k| @G
74, 37

es &N
% of kids (top) or parents (bottom) who say the 6-11 year old plays any role in the decision making process

Q22B. And which of the following describes your role in the decision about each of the following? - Any role NET Base: 4900 kids aged 6-11
Q21B. And which of the following describes your child’s role in the decision about each of the following? - Any role NET — Base: 4100 Parents of kids aged 6-11

VISCOM | Betx 5 @B colort coneord)




The answer is their
influence stretches very

far...

L ]
100%

Any Influence

% of kids saying ‘I

Q22b. And which of the

following describes your role in

the decision about each of the play a big or Sma"

following — even if only to get o o e

your opinion? role in the decision

Base: 4900 kids aged 6-11 o ’
making process

VIBCOM Er* 5 @ EO[OE cDuED\'@qua:} m; nickelodeon '.




Entertainment Food &

5 (000 | g g Smcem
95.("_} NS (95%) 91.0

Watching a TV

9 5 r‘i] show together fShoppinkg -
% Q or snacks . Is
Watching a movie 80 & .' "ra "
82% e N Yoot T8
Watching a movie Shopping for
at the cinema n 0/ non-a[coholic
89, g 100% so W

Listening to music .
Any Influence ey

groceries

% of kids saying ‘I
play a big or small
role in the decision
making process’

Q22b. And which of the
following describes your role in
the decision about each of the
following — even if only to get
your opinion?

Base: 4900 kids aged 6-11

VIBCOM BETx 5 @ EO[OE cDuED\'@qua:} m; nicelodeon % m m VHA1 d’ | 220



Electronics

Restaurants

(78%) (84%)

55,(*<)

Choosing a video
game console

Food &
Grocery

Shopping

Entertainme

& nt

Watching a TV
show together

57.(O

Choosing
a tablet

2.(9

Choosing a

42% @ mobile phone 95% C}@

ct:lc:;\)/?;?c?na Watching a movie
at home
82.
"t the ainema '
47- A)@ 89 a
. Listening to music
Choosing a at home oy
desktop or laptop Ly
computer Q
Vacation 96 “
84% Sortoya o e
%
84\ \z : (other) 475

What to eat

Where to go and what
for dinner

Q22b. And which of the to do on vacation
following describes your role in O

the decision about each of the 46
%

following — even if only to get
Hotels or overnight

your opinion?
Base: 4900 kids aged 6-11

accommodation on
vacation

Shopping for
health and beauty
products

26 6=

Buying a car

ViaCOM

000 i Vi1

....... talafe

(98%) 91,9

Shopping
for snacks

0107

Shopping for clothes
or shoes

79, E

Going to a fast-food

or self-service
restaurant
66
Going to a sit-down
o = restaurant

Telecom &
Pay TV/ISVOD

. 37%
78

Shopping for

non-alcoholic
drink
59% @- rinks 'ﬂl'f ,;? N;.
. e A AN

Shopping for
general household

Choosing a mobile
phone network

groceries
or provider
24, (S

Choosing the
household’s
main TV service

or provider

Shopping
for food

o of kids saying
play a big or small
role in the decision
making process’

29,, 100

Choosing a
subscription
TV service

(b|221



On average, kids are involved in decisions for 16 categories @

Global

20.0

Average number of categories (out of 25) that kids say they ‘play a big or small role’ in the decision making process’

8.6 5.2

& & T Global Average: 16.0 categories
15.0 P04 6.256.1516.1716.0°15.9_15.9_15.8_15.715.7015.7

10.0
5.0
0.0
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%'b' %o e Q
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Q22b. And which of the following describes your role in the decision about each of the following — even if only to get your opinion? Base: 4900 kids aged 6-11
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Both boys
and girls are
influential across
a wide range of
categories -
there aren’t clear
gender
differences

VISCOM | Berx 5 @B colo coneorD)mums IR



Both are highly involved
in decisions on which clothes
or shoes to buy

)

%o %o

o . N .
4900 Kids aged 6-11. % of !uds saying | play a big or small
role in the decision making process’

vlacoM H‘* .5 @ Cnlc}g EDMED\'@T’!’HJHEJ




And they’re equally influential
in which music to play

VL

% of kids saying ‘I play a big or small
role in the decision making process’

4 s

Q22A. In general, which of the following describes your role in the decision to buy things for your family? — NET: Any role. Base: 4900 Kids aged 6-11.

VISCOM | Berx 5 @B colort coxeor® B niceelodecn I\ Spike ©O® [ITIT VHA
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Girls 6-11 are just as involved in
decisions to buy a tablet

%o %o

% of kids saying ‘I play a big or small
role in the decision making process’

@ N

Q22A. In general, which of the following describes your role in the decision to buy things for your family? — NET: Any role. Base: 4900 Kids aged 6-11.

VISCOM | Berx 5 @B colort coxeor® B niceelodecn I\ Spike ©O® [ITIT VHA
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And almost equally as likely as a boy
to have a say when buying a new car

%o

o . N .
4900 Kids aged 6-11. % of !uds saying | play a big or small
role in the decision making process’

vlacoM H‘* .5 @ Cnlc}g EDMED\'@T’!’HJHEJ




Summing up

« Family households are changing -
they’re more fluid and closely
connected to each other

« Kids are changing too - they’re
becoming more curious; finding
out things online, from friends,
from TV. They value being
involved!

* This is providing new
opportunities for brands to
engage everyone in the
household




7O 3

of kids say a parent of parents say they or
is the boss | their partner
- is the boss

One thing hasn’t changed - the parent is still the boss!

Q18a: Who is the ‘boss’ of your household? Base: 4900 kids aged 6-11 & 4100 parents of kids aged 6-11

VISCOM | BErx 5 @B colom comor)musnss [ nicuolodoon N Spike @O [ITIT VH




Implications & Examples

 Recognize that families are democracies, not
dictatorships and households function with the
support of everyone!
« Kids are valued members of the household
and privy to family conversations, both
happy and challenging.

es & 9%

 Beware of stereotyping boys and girls!

ViaCOM
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- #1animated series
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#1series on Nick Toons

#]series on
Nickelodeon .
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YOUTUBE CHANNEL

BiKiNi
BOTTOM
MUSTERIES

HOME ENTERTAINMENT
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CEE, NORDICS & BENELUX
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