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How to survive without primary
research?

Adapt quickly or die quickly?



| miss primary
research...quant, qual,
ethnographies,
personas,
segmentation...

)

Thanks Accelerant!

PS - Not selling you anything
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Teams Work

Tom Somers Taresh Mullick Sara Bertollini Amanda White
VP, Audience Intelligence Senior Audience Analyst Junior Insights Analyst Director of Research
& Development
Digital, social TV, data Primary & secondary
30+ years and emerging management, research, marketing
dashboards

platforms




Diversity: TEAMS WORK

Skills
o M. - -~ S e— ] s mm gmw
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Attitudes {7 ' il
Relationships:

Other departments
Outside the organization
Each other

Agility:
Priorities
Resources
Processes

What are you building?




62 TV stations in
51 markets

Reach 39% of all TV homes
50+ Million monthly via digital

33 Million social followers

Serve the greater
good of our
communities

13 WTHRS%

CENTRAL Q




Not all the same:
then or now

Different
stages

Different
moods & needs

The need for
personalization &
connection

ONE SIZE DOESN’T FIT ALL







Television
consumption
exploded!

Not all time periods
Increased

Markets changed at
different rates

(Tied to specific variables)

Adult 25-54 TV Viewing

Feb 10-14

Feb 17-21

—5-7AM  —1PM-4PM —4PM-7PM

Feb 24-29

Mar 2-6

Mar 9-13

Mar 16-20 Mar 23-27 Mar 30-Apr 3




‘Shift’ focus and resources |NS|GHTS

One traditional morning
‘driver’ of station choice
(traffic) not as relevant...is
weather?

' o

i )\
What needs to be: lna

Dropped?

Evolved? ' \\
-
Added?

Where can you reach
consumers now?




TELEVISION

VIEWING U P: Daytime TV Viewing Growth From February

50%

Those under 50

African-Americans
Women
All incomes
What to do with all this
reach? 0%

18-34 35-49 African-American Women




UNEXPECTED REACH

or make one quickly -

Have a plan in advance...

Core to your brand...

be appropriate for
the moment

What people want...

not what we think
they want

What can we give them to
take into the future?




Past performance is
no guarantee of
future success

Are you Iin touch
with consumers?

BEINK

Do you tap the
breaks?

Or
Do you hit the gas?

BIG BRANDS

Top Ten Market, Top 25 Market,
Early Evening News Late Evening News

-23% -34%

First to Third Firstto Third

KUSA in Denver grew double digits in morning,
early evening and late news




(14 Live”
Sports
deleted

GAP = Opportunity

|dentify the consumer need

|deate — Test - Spread

BONUS ROUND

Local Stars

My Favorite
(Moment, Game, Picture, etc.)

Home Exercise
(Shelter in Shape, Run Safe)

Games for Kids




DIGITAL



Avg Daily: February to March

Digital Reach &
Consumption
Exploded!

Record days in March

+45% +95%

VISITORS VIDEO PLAYS




WHEN do people
visit?

Consumption shifts:
Less late evening
More morning

Flatter curve throughout
the day

People are checking in
often and regularly




WHAT do they
want?

Behaviors remain
consistent, consumption
topics change

Infections & Deaths

School Closings, Restriction Orders

How’s it spread?

Updates, Latest Information

How to, Involvement, Connection

Hope, Emotion, Inspiration

When do | get my stimulus check?




WHAT do they
want?

People have a wide
range of needs:

Some are common
Some are less so

How do I stay safe? (go to the store, order online?)

How do | make a mask?

How do I pay my rent?

How do I collect unemployment?

How can I help others?

How do I clean my (blank)?

How do | work from home better?

How do I deal/teach my kids (WOW teachers are great!)
Who IS my spouse? (similar to TV show)

What should | watch? (Tiger King, Local News!)

|TNES%HTAS




HOW do they find
you?

Help people

find you

+ 131%

SEARCH REFERALS




i Liked = 3\ Following v A Share

‘WCNC @ WCNC Charlotte is live now

6 mins - (3

HOW do they find
you?

CHARLOTTE

WCNC Weather School presented by
Bojangles' for Wednesday, April 15th, 2020: Hurricanes

Kids stuck at home? WCNC Charlotte's First Warn Weather team is

kicking off Weather School. With new episodes each weekday, join our
WCNC Charlotte @ team of meteorologists for free, easy to leamn, fun to watch lessons
@WCNCtv about atmospheric science and STEM topics.
[ J
Give
> b »  WEATHER sca00L
h o About g ' )\ = )
Photos
Videos [LIVE]
Groups

Build a
relationship not —
dependent on 3™
parties?




Toledo Macon (WMAZ)

(WTOL) . 2,071,983.0
1,130,363.0

BEST PRACTICES NG . e (o=

(KREM) »
y

pus Tampa : ' Austin (KVUE)
S Greensboro (WTSP) 2.910,510.0
(WFMY)

Corpus

1,407 576.0 Buffalo (WGRZ)
. Shosnix Y 1,798,077.0
. %ﬂl{'ﬁr;'}a (KPNX)}
I V r — 1,153,083.0 Dallas (WFAA)
3,795,270.0 Y

Louisville
(WHAS)
PY Minneapolis (KARE)
> Boise (KTVE) 3.486,411.0
r r I I l I I l 3,138,463.0 Denver (KUSA)
[ ] 6,182.078.0
Atlanta (VVXIA) Charlotte |
' 2,691,372.0 (WCHNC)
Grand New Orleans
Rapids (WWL)
24429370
Cleveland
(WEXC)
' 1,681,826.0
at are the
Wilkes Portland, OR 3,046,458.0
Barre-Scranton Houston (KHOU) [KGW] [
° ° [WHNEP) 5,372,453.0 1,949 035.0
doing differently? '
°
San Die-gc:- Jacksonville,
(KFMB) " Knoxville (WBIR)

2,331,874 0
San Antonio

(KENS)

Seattle (KING)
6,031,323.0

Spread!







SOCIAL NEEDS

Can | share that?

%\‘\mﬁ’ Fmm

VERIFY

Teach me how to...

VERIFY

VERIFY: Meme spreads
misinformation that children
hospitalized for coronavirus aren't
allowed parents present

Amid the pandemic, hospitals introduced new visitation policies. A fake
meme claims children hospitalized for COVID-19 are barred from all
visitors, even parents.

VERIFY

VERIFY: Fake message about
helicopters spraying disinfectant to kill
coronavirus goes global

A viral message warns that you should close your windows because of
the spraying. A U.S. Department of Defense spokesman said "none of
this is true.”

d for COVID-19, are not

wed at least one parent or
WASHINGTON — QUESTION:
A viral warning being shared on messenger apps, including Whatsapp, claims helicopters will be spraying
disinfectant in the air to kill coronavirus. It warns that the public should stay indoors and close windows. Is

this message legitimate?

ANSWER:

Mo, the message does not say who plans to spray or where, but our Verify researchers contacted federal T E G N A
and local agencies to determine that this message is in fact a hoax. I H




SOCIAL

When?
What?

Say What?

KING 5 Ll
12hrs - QY

Visiting even "just one friend" can set off a chain reaction, according to UW
researchers.

Robin LaRue I'd rather go see my boyfriend a few times a week
then go to the store. | know who he's been around but | dont know
who the people at the stores have been around. People going in and
out the stores, no mask, etc are the ones | worry about. Gives me

anxiety just thinking about it.

KING5.COM
Visiting even 'just one friend' puts everyone at higher risk for

coronavirus

O v 337







PANELS

1,000
Interviews

Quick turn

COVID19 Safe




TAKING PRECAUTIONS i

What precautions

are you taking : <
(o)

because of the 3. 75%

. avoiding large using hand

coronavirus? gatherings sanitizer

24%

canceling working from wearing a
travel plans home face mask




Cleaning i

What are you
doing to occupy

your time at i 53%

home? inge vatcn

N

N
M

A\

67%

scrolling social cooking, baking or
media trying new recipes




MOOD

ALL 1834 BLACK

C h Cautious Cautious Cautious
N
a g €5 Worried Bored Worried
Frustrated Annoyed Hopeful
Im Pa C.tS Stressed Anxious Calm
behavior , .
Anxious Frustrated Anxious

Impact on
Advertising
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i, Thanks Accelerant

ACCELERAN T

RESEARCH

#QVIC2020
#TEGNA

https://www.accelerantresearch.com/

@ToSomers



https://www.accelerantresearch.com/

