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Neurologist, Donald B. Caine

Why are Emotions Important?

eThey Drive I ntenti

Someone who is highly attached is
3X more likely to engage with the
brand.

They are less price sensitive, go deeper
into the product line and have a higher
lifetime value to an advertiser
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engagement viewers have with ad -supported TV programming.

HwB

In Be Still My Viewing Heart , VAB demonstrated the emotional
connection viewers have to the programs and characters they love dor
love to hate.

In TV @ The Epicenter of American Society, we showed the tremendous
impact TV has on culture - itinfluences the careers we explore, what
we eat, and even how we speak!

In our #TVisSocialseries, we repeatedly see that viewers are excited to
share their reactions to TV with the world.

This report takes our most in  -depth look yet at the emotional
attachment viewers have with ad -supported TV content.



https://www.thevab.com/wp-content/uploads/2017/10/TV-is-Emotional-10-30.pdf
https://www.thevab.com/wp-content/uploads/2017/10/TV-American-Society-Vol-I-Commerce.pdf
https://www.thevab.com/wp-content/uploads/2017/09/TVisSocial-Report-May-June-Final.pdf
https://www.thevab.com/wp-content/uploads/2017/10/TV-is-Emotional-10-30.pdf
https://www.thevab.com/wp-content/uploads/2017/10/TV-American-Society-Vol-II-Culture-Change.pdf
https://www.thevab.com/wp-content/uploads/2017/09/TVisSocial-Report-May-June-Final.pdf

To Quantify Their Engagement é

We Conducted a Custom Study

The VAB commissionedResearch Nowto
conduct the Program Engagement Survey
fielded online in April 2018 with 1,000
adult 18+ respondents surveyed.

Survey respondents skewed slightly
younger but otherwise aligned with the
population. Additionally, their TV
consumption is line with the population.

(See appendix for details)



