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AGENDA

A Background
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o Reach Digital (Digital Campaign Ratings)
0 Resonance TV Brand Effect

0 Reaction Nielsen Buyer Insights

A Wrap up/ Questions
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OUR HERITAGE

global

servicing model

100 countries

in traditional and modern trade

comparable

metrics across all media

world-class

analytics

leading

innovation
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MAKING AD EFFECTIVENESS MAKE SENSE
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REACH RESONANCE REACTION

Reach the right people Influence their opinion Impact their behavior
Did my intended audience Did my campaign deliver Did my campaign deliver the
see my campaigh the desired brand impag@t desired consumer respon3e
How can | best allocate ad How can | optimize my How can | measure and
spend to reach my target campaign? maximize the ROI of my
consumers? advertising spend?
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HOW OUR CLIENODESVERAGHELSEN3RSOLUTIO

AdvertisingGoal Solution & Usage examples

AMeasure reach and frequency of online
campaigns and receive online GRP/TRH
guarantees.

REACH Digital Campaign Rating @ A petermineif results reached desired
_ targetaudience (e.g., card targeted
Reach the right people towa;rds women 2545 but reached men
S5+

X-Platform Campaign AMeasure the incremental reach of
Ratings TV/Online campaign

ATV _Ad performance for their adsdtheir
TV Brand Effect 1Se O2YLISUAUZ2ZNRAQ |
RESONANCE
Influence their opinion Digital BrandEffect AN yR t NBEFTSNBYOS
ALikelihood to acquire the product

e .

e

Nielsen Buyer Insights AMeasure the sales lift by ad
exposure/frequency

Attribution Modeling AMeasure the sales lift by Individuaivel
exposure/sales

AOptimizeadvertising mix and
promotionaltactics

Impact their behavior
Market Mix Modeling

Copyright ©2015 The Nielsen Company. Confidential and proprietarng



AN UNCOMMON SENSE OF THE CONSUMER™ .

REACH:
DIGITAL CAMPAIGN RATINGS




IELSEN DIGITAL AD RATINGS(OCR)
FIRST TRUE MEASUREMENT OF DIGITAL £ ORBSKM
/1 at!LDb w9! /1 ® 9b! . [9{ ! 5:

Measure digital media with metrieconsistent with TV

A Reach, Frequency, GRPs, Viewability metrics by demographics, DMA,
publisher, and placement

A Improved marketing mix modeling inputs

Negotiate more stronglywith publishers anaptimize

digital plans irflight
A OnlyMRC accredited approach for online demographic reach measurem
A Daily tracking of audience and -varget %
A Strong support among both buyers and sellers

Explore and affeatrossplatform synergyacross online and

TV or mobile advertising

A Strategically maximize your unduplicated reach or reinforce your messag
across mediums to best meet your marketing objectives
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DIGITAL LEARNINGEFFICIENTLY REACHING
AUDIENCE TARGETS CAN BE CHALLENGING

>23,000

EXTERNAL CAMPAIGNS

MEASURED TO DATE AVERAGE PERCENTAGH

WITH OVERALL

>600

UNIQUE OWNER

AVERAGE PERCENTAGE

0)
43 /0 FOR NARROWLY DEFINE
AGE GROUPS (<15 YEARE) ACROSS THE INDUSTRY




LEADING ADVERTISERS OPTIMFZESNT WITH DCR
AND ENSURE EFFECTIVE CAMPAIGN DELIVERY

ONTARGET PERCENT

A Identify underperforming 48%
publishers/sites/placements OﬁTarget
A Understand how different
categories of ad placements 16%
perform with different demos On-Target IIIII||“||||
_____ --llllIlllllllllIIIIIIIIIIIIIIIIIII

» VIEWABILITY

A Understand what percent of your

\

?, campaign had the opportunity to be -

Efs seen by a user in a viewable portion .

A of the screen

_ _ 24% 52%

\ A Identify fraudulent views -> Viewable Viewable
Impressions Impressions

Optimize campaign reach #flight and negotiate viewable oftarget reach guarantees to maximize RO
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