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 OBJECTIVES ~ METHODOLOGY ~ RESULTS ~ CONCLUSION

« Compare 13 weeks forecast of 4
Food Network shows to actual
audience numbers

 Validate predictions and
understand errors



OBJECTIVES ~ METHODOLOGY ~ RESULTS ~ CONCLUSION

Last Year

1. Graph actual P25-54 audience data
2. Use time series to seasonally adjust data

5. Develop trend line
4. Create seasonally adjusted forecast based on trend line

This year
5. Compare forecast to new actual audience data

Cupcake Wars Diners, Drive-ins and Dives
Chopped Iron Chef America
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Cupcake  Diners, Drive-Ins (hoooed Iron Chef
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network 4 Cupcake  Diners, Drive-Ins Chooned Iron Chef
Wars and Dives OPPEC America

o
N

All data (prior to prediction) Seasonally Adjusted Forecast Trend Forecast —Actual Data (Post Prediction)

MAPE (13 weeks):

16.86%
Forecast vs. Actual
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Cupcake  Diners, Drive-Ins (hoooed Iron Chef
Wars and Dives OPREA America
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—All Data (Prior to Predition) Seasonally Adjusted Forecast Trend Forecast —Actual Data (Post Prediction)

MAPE (13 weeks): 20.72%

Forecast vs. Actual
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Cupcake  Diners, Drive-Ins (hoooed Iron Chef
Wars and Dives OPREA America
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—All Data (Prior to Prediction) Seasonally Adjusted Forecast Trend Forecast ——Actual Data (Post Prediction)

MAPE (13 weeks):

16.87%

Forecast vs. Actual
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MeanlfAbsolutelPercentagelErron

Cupcake Wars:

Diners, Drive-Ins and Dives:
Chopped:

Iron Chef America:

16.86%
20.72%
16.87%
19.99%
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MeanlAbsolute]PercentagelErron

Cupcake Wars:

Diners, Drive-Ins and Dives:
Chopped:

Iron Chef America:

16.86%
20.72%
16.87%
19.99%
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Recommendations

e Remove outliers from the model
o |se data starting from where trend line changes

* [nclude more independent variables to the model
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 OBJECTIVES ~ METHODOLOGY ~ RESULTS ~ CONCLUSION

 Understand the effect of pod busters
oh average commercial ratings

« Evaluate if Food Network should use
pod busters
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1. Comparisons:
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network 4

1. Comparisons:

Tstcommerciatbreak

2rdcommrerciatbreak

Pod Buster break

Athcommerciatbreak
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Pod Buster break

Athcommercratbreak

Episode n
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Episode n
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Average

1st commercial break

2nd commercial break
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4th commercial break

Average

1st commercial break

2nd commercial break

PodBusterbreak

4th commercial break

OBJECTIVES ~ METHODOLOGY ~ RESULTS ~ CONCLUSION

-~ PER EPISODE
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]. ” Comparisons:

Average

1st commercial break

2nd commercial break

Pod Buster break

4th commercial break

Average

1st commercial break
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PodBusterbreak
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OBJECTIVES ~ METHODOLOGY ~ RESULTS ~ CONCLUSION

-~ PER EPISODE

PER SHOW



» OBJECTIVES  METHODOLOGY ~ RESULTS  CONCLUSION

Married to Medicine  Top Chef Real Housewives

 Regular commercial break average rating: 0.3526

 Pod Buster break average rating; 0.3285

Out of 10 weeks, only 2 Pod Buster

breaks outperformed the average for
the same day
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Married to Medicine ~ Top Chef Real Housewives

Married to Medicine Pods
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Married to Medicine ~ Top Chef Real Housewives

Married to Medicine 3" Pods
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» OBJECTIVES  METHODOLOGY ~ RESULTS  CONCLUSION

Married to Medicine  Top Chef Real Housewives

 Regular commercial break average rating: 0.4899

 Pod Buster break average rating; 0.4800

Out of 16 weeks, only 4 Pod Buster

breaks outperformed the average for
the same day




 OBJECTIVES ~ METHODOLOGY ~ RESULTS  CONCLUSION

Married to Medicine ~ Top Chef Real Housewives

Top Chef 3" Pods
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» OBJECTIVES  METHODOLOGY ~ RESULTS  CONCLUSION

Married to Medicine  Top Chef Real Housewives

 Regular commercial break average rating: 0.8665

 Pod Buster break average rating: 0.8533

Out of 19 weeks, only 4 Pod Buster

breaks outperformed the average for
the same day
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Married to Medicine ~ Top Chef Real Housewives

Real Housewives 3 Pods

NNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNNN
mmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmm
HHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHH



- OBJECTIVES ~ METHODOLOGY ~ RESULTS ~ CONCLUSION

Pod Busters commercial breaks are not outperforming
regular commercial breaks in terms of ratings

Possible explanation

] minute pods are not outperforming 5 minute pods
hecause of the longer duration

* Positive changes around the 4 minute mark could be due
to viewers switching back thinking their show Is back on

Further Testing
e Randomize where the pod buster is played
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Understand the effect that repeating
a premiere on the same week has on
overall audience

Create models that explains audience
numbers behavior on repeating
shows

Predict Food Network audience
numbers with more showings of an
episode per week
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1. Analyzed drops in audience numbers from premiere to
repeat showings
8 Food Network shows:
- Chopped Canada - Bravo!
- (utthroat Kitchen : E)s(qmre
- Food Court Wars el
- Guy’s Grocery Games - 1istqry
- Mystery Diners - Lifetime
- Restaurant Impossible ] 8xwyﬁen
- Restaurant Stakeout - Spike
- Rewrapped - WE
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2. Extracted all episodes from Competitor Networks that were
shown 4 or 6 times a week

5. Developed 4-showing model and 6-showing model based
on the average audience drops from relevant Competitor
Networks

4. Applied to Food Network shows using premiere audience
numbers
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- 4-Showings Model 4-Showings Graph
Number of Networks: 6
Number of shows: 10 % Drop %52? .,
Number of episodes: 58 64,8 N

Average weekly Audience: | 2,186

Average Drop 1: 64.8%
Average Drop 2: 53.3% . -
76.1%

Average Drop 3:
Premiere  2nd Showing 3rd Showing 4th Showing
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(o]0,

network

- 4-Showings Model 4-Showings Graph
Number of Networks: 6
Number of shows: 10 % Drop %52? .,
Number of episodes: 58 64,8 N

Average weekly Audience: | 2,186

Average Drop 1: 64.8%
Average Drop 2: 53.3% . -
Average Drop 3: 76.1%

Premiere  2nd Showing 3rd Showing 4th Showing

4-Showings Summary

Included Weekl Perep. | Avg 1st | Avg 2nd | Avg 3rd

Networks #Shows | # Ep. Aud Y Audp D?op Dgrop D%op
ESQUIRE 3 8 93 23 63% -41% -82%
OWN 5 22 594 149 40% 52% 58%
HISTORY X 2 23 3411 853 62% 71% 83%
FX X 1 4 2417 604 60% 83% 79%
LIFETIME X 2 7 1569 392 78% 78% 86%
WE 2 9 542 135 41% 50% 65%
OXYGEN 2 9 642 161 58% 61% 76%
BRAVO X 3 7 1196 299 64% 81% 83%
SPIKE TV X 1 10 2880 720 67% 62% 49%
HGTV X 1 7 1646 411 59% 44% 72%
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— 6-Showings Model 6-Showings Graph

Number of Networks: 4
Number of shows: 8
Number of episodes: 12 i)

39,5  %Drop %Drop %Drop % Drop
Average weekly Audience: 3,002 791 80,9 82 78,8
Average Drop 1: 59.5%
Average Drop 2: 79.1%
Average Drop 3: 80.9% . - - .
Average Drop 4: 82.0% Premiere ath 5th 6th
Average Drop 5: 78.8% Show ne Show g Showing Showing Showing
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(o]0,

network

- 6-Showings Model 6-Showings Graph

Number of Networks: 4
Number of shows: 8
Number of episodes: 12 i)

39,5  %Drop %Drop %Drop % Drop
Average weekly Audience: 3,002 791 80,9 82 78,8
Average Drop 1: 59.5%
Average Drop 2: 79.1%
Average Drop 3: 80.9% . - - .
Average Drop 4: 82.0% Premiere  2nd 3rd 4th 5th 6th
Average Drop 5: 78.8% Showing Showing Showing Showing Showing

6-Showings Summary

Included Weekly | Perep. | Avg 1st | Avg 2nd | Avg 3rd | Avg 4th | Avg 5th

Networks # Shows| # Ep. Audy Audp D?op Dgrop Dgrop D?“op D?“op
OWN 1 2 1284 214 24% 30% 66% 41% 68%
HISTORY X 1 1 4669 778 64% 89% 91% 82% 92%
FX X 1 2 3496 583 64% 82% 86% 86% 81%
LIFETIME X 2 3 1679 280 75% 79% 86% 86% 83%
OXYGEN 2 4 415 69 39% 69% 52% 80% 28%
BRAVO X 4 6 2166 361 50% 77% 75% 79% 74%
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- Chopped Canada S1
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| / Cutthroat Kitchen S1
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Actual |4-Showing|6-Showing
Total Season Audience: 13775 21304 22742
Increase from Actual: 54.66% 65.10%
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Guy's Grocery Games S1
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Guy's Grocery Games S1
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network
1 .
Guy's Grocery Games S1 Mystery Diners S3
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Total Season Audience: 10316 17142 18299 Total Season Audience: 12850 16236 17332
Increase from Actual: 66.17% 77.39% Increase from Actual: 26.35% 34.88%
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Food Court Wars S2
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