nielsen

BIGGER
QUESTIONS —
MORE ANSWERS




Investing in Digital with confidence

Maximising Traditional media investments

Partnerships

Evolving data measurement



THERE HAVE ALWAYS BEEN BIG QUESTIONS AND A NEED FOR
BIG DATA
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A LACK OF DIGITAL METRICS IS HINDERING DIGITAL
GROWTH

What would lead you to increase your spending on digital brand advertising?

Being able to verify my brand advertising
had the desired result

Ability to verify my digital brand advertising
Actually reached my intended audience

Ability to use metrics of effectiveness that
compare to offline
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PRINT CINEMA OOH TV Sponsorship

UK benchmark:  yk benchmark: UK benchmark: EU Benchmark: ~ UK benchmark: yk penchmark:
£0.63 £0.71 £0.70 £0.72 £0.63 £1

UK benchmark:
£1.85

£2.49

£1.80
£1.38

£0.97

Broadband Advertising Banner advertising Website Paid Search

Source: Nielsen Marketing Mix Normative database



RESEARCHING AND USING BIG DATA TO IMPROVE

EXISTING APPROACHES AROUND ‘NEW’ MEDIA

* Model market level impressions weighting by ad position and separating

GO le mobile and desktop activity
* Impressions perform better than clicks

* Model market level impressions separating mobile and desktop and

by gender if significant activity exists faCEbOOk

* Impressions and reach perform better than clicks

» Sales impact of Google search and Facebook can be reliably and
accurately measured in store level MMM

* Facebook and Google provide cost-free, detailed impression and
action data for use in MMM

o

Build Best
Practice



DATA APPROACHES — NEW FINDINGS:
TRADITIONAL AND DIGITAL MEDIA DIRECTLY AND
INDIRECTLY INFLUENCE SALES REACTION

PURCHASE

93% of media volume is directly driven by all vehicles;

7% is indirectly driven via interactions between vehicles.

Source: Nielsen Network Analysis
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ATTRIBUTING A VALUE TO DIFFERENT TOUCH POINTS

AND LINKING BACK TO INDIVIDUALS




USING BIG DATA PARTNERSHIPS TO CREATE A
CONSISTENT METRIC FOR MEASUREMENT

currency-
quality

ratings



DELIVERING AN INDUSTRY NEED
: ONLINE CAMPAIGN RATINGS

 Combining aggregated, anonymous demographic information from
participating online data providers with Nielsen’s high quality panellist
behavioural data,

WHAT

l

Frequency Gross Rating Points

HOW... ﬁ {(({Aém Q

...by day ...by publisher ...by placement

?

...by demo
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4 IN 10 FINANCIAL ADS WERE NOT DELIVERED TO THE
TARGET AUDIENCE

90% -~

82%

80% -

68%

70% - 66%
62%

60% 58% 60%

60% -

50% A

40% -

30% -

ON target impressions %
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OPPORTUNITY FOR REAL TIME OPTIMIZATION
THROUGH SCALE OF DATA

Large FMCG company used Online Campaign Ratings to optimize in-flight

* Advertiser contacted underperforming publishers in
plan to review results and modify their placements

 Select publishers were dropped from the plan and the
client re-allocated ad spend to top-performing
publishers

* Next big question — the value of programmatic buying

16%
on target
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days

Off Target m On Target
Impressions Impressions

41%
on target

Source: OCR
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FMCG
Shopper Behaviour

Category buyers.
Competitor
shoppers.
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Retail shopper types.

MEDIA
CONSUMPTION

Find light TV viewers.

Incremental
audience build.

Shopper Behaviour

Luxury items
Credit card purchases

MAXIMISE MEDIA PLANNING BASED ON CONSUMER
BEHAVIOUR — PROGRAMMATIC OPPORTUNITY

WORD OF MOUTH

Category interest.
Advocates.
Talking about topics
you want to address.
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EFFICIENT TARGETING
SAINSBURY SHOPPERS FOUND ON FINANCE
MANAGEMENT OR MONEY SAVING SITES

Sainsburys| Buyers|Online
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Hot UK Deals Zoopla Money Supermarket

Groupon Barcl
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0% 5% 10% 15% 20% 25%
Target Group Reach %

Key Sites Low efficiency Sites you can’t
Note: Purchasers = Main Grocery Shoppers who have purchased in the last 12 months. to advertise on at reaching TA advertise on
Period: November 2014

Base: Main Grocery Shoppers, Sainsburys Shoppers
Source: Nielsen BMV [NetView/HomeScan]
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CASE STUDY: NIELSEN DELIVERS 55% (S16M) COST
SAVING THROUGH DIRECT MATCH

Client Problem
e Large US financial institution needed to gain deeper
understanding of its customers’ media behaviors

Solution

* Nielsen matched the clients CRM with Nielsen’s TV &
online panels & plugged this into agency media
planning tools

Results

* Re-optmised $30mn TV campaign to deliver
equivalent Target Ratings for $13.4mn, delivering a
$16.4mn media saving
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SMALLER SAMPLES — EVEN MORE DATA

Brain exposed to 400 billion bits of info every second
It can ‘only’ process 200 bits consciously

A lot of info is processed subconsciously
capture explicit and implicit processing

17
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Nielsen Consumer Neuroscience Copy Testing

SHELTER PET PROJECT “MEET” CAMPAIGN

10.0
5.0 M ’\\/ V/
0.0
0 5 10 15 20 25 30

SECONDS

LENGTH:
30 SECONDS

Second by second overall
effectiveness

Maximising the impact in the
shortest
Time — increasingly important in
Cluttered media world

PRIVATE & CONFIDENTIAL 19



CASE STUDY: SHELTER PET ADOPTION

Nielsen Neuro Ad Compression

COMPRESSED TVC

COMPRESSED TO:

ORIGINAL LENGTH:
30 SECONDS :» 15 SECONDS

For demonstration only.
Our algorithms automatically extracted compressed versions of the ad based on neurological optimality.

PRIVATE & CONFIDENTIAL

Branding

Engaging moments
(i.e. licking screen)

Slow segments
Awkward transitions

Extended pauses
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NEUROSCIENCE FUN FACTS

theshelterpetproject org

M@

The human visual system has regions
specialised for face processing. These areas
are activated equally strongly by both human
and dog faces.

Source: Blonder, Smith, Davis et al. (2004). Regional brain response to
faces of humans and dogs. Cognitive Brain Research 20(3) 384-394.
People are demonstrably good at detecting
positive emotional state from dog faces!

Source: Bloom & Friedman (2013). Classifying dogs’ (Canis familiaris)
facial expressions from photographs. Behavioral Processes, 96, 1-10.

Face processing is more fluent for faces on
the left side of a display! Best practice: keep
faces to the left, words to the right.

Source: Yovel, Tambini & Brandman (2008). The asymmetry of the
fusiform face area is a stable individual characteristic that underlies
the left visual field superiority for faces. Neuropsychologia 46(13):
3061-3068.
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ACTOR COMPETITION WITH BRANDING

Eye Tracking in Jules 1 vs Jules 2

Competition in Jules 1 No Competition in Jules 2

Prepared for: Ad Council
Source: 98167

Individual Key Metrics (as estimates of the population) are significant at a 95% confidence level of +/- 0.2 (an overall difference of 0.4 to conclude statistical significance). 22



DRIVING EFFICIENCY WITH NEW APPROACHES

ADOPTING CONSUMER NEUROSCIENCE

Ad Compression

Consumers responded as strongly or stronger to the compressed ads compared to

the originals over 90% of the time.

Average Score

across 52 Ads
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Effectiveness

M Original Ad

Emotion
Memory

B Compressed Version

Attention
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Deeper findings — keeping pace with the
guestions

Continuous improvement

Sharing of data - an openness to grow

New techniques — willingness to test
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