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Cross Media Challenges in Brand Building

There are broadly two types of advertising

Sales Activation triggers
an immediate behavioural
response.

Brand Building strengthens the
' relation with the brand and

influences future behaviour.

A multi-channel advertising world -
without separated responsibilities as
to the long and the short

The need to measure the campaign's
success holistically - in order to
justify investments, monitor success
and learn for future campaigns

© GfK
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CROSSMEDIA BRAND STUDY

How do advertisers leverage the

With 72% of time and 67% of budget
spent with digital channels globally this

question has never been more important.

Source: Global Web Index, online as proportion of all media time spent %, EMEA Q4 2022



Crossmedia
Opportunities in
Brand Building

CROSSMEDIA BRAND STUDY 2023
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CROSSMEDIA BRAND STUDY

~
|
The research

28 leading brands partnered with us to evaluate
the role of Linear TV, Facebook and Instagram, and
YouTube in driving brand equity.
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CROSSMEDIA BRAND STUDY

o
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Approach

17

campaigns

in 2022

e Brand uplift measured through online survey
in access panels

e Campaign exposure based on passive
measurement or survey based (individual data)

e Brand-focused, video-led campaigns

Verticals

Automotive, beauty, CPG, finance, luxury,
retail, tech and telco

Countries

GfK: 5x Germany, 5x Spain, 3x Italy, 2x
Netherlands, 2x Poland

Channels

Linear TV, Facebook and Instagram, YouTube

Outcomes

Brand uplift per channel

Lift efficiency

Reach per channel
Incremental reach per channel
Reach efficiency

DE.ES,IT,NL,.PL



CROSSMEDIA BRAND STUDY

This study measures

BRAND EQUITY

How do digital and traditional
media channels contribute to
building brand equity

How effective are the different
media channels in driving reach in
different audiences




CROSSMEDIA BRAND METASTUDY EMEA /f GfK

Key takeaways

1 Both TV and digital media channels were found to be effective in building brand equity.
Ads on Meta technologies drove brand equity across the whole marketing funnel at efficient cost,
brand desirability was driven with a lift of 3.1 percentage points on brand favorability and a 5.1
percentage point lift on purchase action.

Synergies between TV and Meta technologies proved to be highly effective. Adding Facebook and
Instagram to TV campaigns more than doubled the impact on purchase action.

Increasing the share of digital media in the mix can drive significant efficiencies for brand campaigns.
On current investment levels, Facebook and Instagram as well as YouTube drove reach cost-
efficiently and delivered 18% (YouTube) -23% (Facebook and Instagram) of its reach exclusively.>

Soares: Crossmadia Opporiunities in Band Buildisg, Meta Marketing Scancs 1023: 1. GIK Campaign AmplSar | Based an 15 campaigns fom B02T (ncluding all channaki: TV, Ficsbeok and Instagras, YoaTuba] | *matie: “Parchass sction” Based en 9 cimpaigns fam 202 | Uplfis ssown i e modeled uplifts in spacilied Matrics is & rasult of aapasure 16 than chasnal. Thi uplifts am far & single channe
anly is the model Gelates and quamifies the impact ol sach channal. Base unwaighed: Theie exposdinon sxpeiad 10 Reportad Actien: TV (S711/610%), Facebook and Isitagram (1026/9703), YouTube (1330/94991), Facebook and lsitagram & TV [1012710800]. Countrie: Girm asy, Spain, Rily, Nethedasds, Paland. 2. G5 Credamadia Link | Bise 183+: Extrapalited be the 1otal pepulation 28+ (Gemany- 67.9
iz, ady: 49.1 Min., Metharands: 3.1 Mio., Pelisd: 315 Mio., Saain: 39.4 Mio.) | Bidad o5 27 campaigss fram 2022 [TV: 16 campaigns, Facsbook asd instagras: 17 campaigns, YouTube: 16 campaigns] | Issestmest Tigures bidad on 25 cam paigns (TV- 171 camaaiges, Facebosok and lxitigram: 15 caspaigns, YouTats: 14 camaaiges) | Incramantal rascs asalysis Based en 15 casoaigns fram 2022 [incleding

all chassls: TV, Facebook and Istagram, You T Caountr bk Garssiny, Sgais, ltaly, HatSaclands, Pelasd. Analyibi com missions d g ata.
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Unique insights into the campaign impact on your brand!

HOLISTIC VIEW

© GfK 14



A fusion of human and exposure data brings truth
Scientifically linking ad exposure to mental states

Exposure Data @
Understand your campaign performance .-\
across all channels (single source and

passively measured).

By measuring: o
= Passive or OTS measurement of ad Deterministic
assignment or

exposures (TV, radio, print, poster) probabilistic
= Campaign Reach assessment modeling matching
(total and by channel) at country level human data with
. . . device data
= Data from a unique partnership with Meta to bring you one
and other partners source of truth
* Including YouTube, TikTok, and
OpenWeb/Programmatic

11/6/2023

Have a full view on your brand and campaign
performance based on GfK’s comprehensive
survey solution.

By measuring:

= Brand uplift via brand surveys

= Sales uplift based on claimed purchase
behavior via brand surveys - enhanced
with sales data, where available

© GfK 15



GfK Crossmedia Link: The principle of data collection

Crossmedia Link Single Source Consumer Panel @

-~ Media

Individual

y Exposure i Consumer
=== \
I// RS N . ""\
III \\\ TV lI \\\
3 |-| N Measured on //' )
. — '\ individual level* \
! \ i’ ! b
' Internet@home R ' ‘.
! Measured on individual % /’/ . . !
.‘ level \ .-~ Radio/Print/ :
\ . Flyer : i
\ V. MAlike ' /
& Internet Mobile \\ questionnaire I/I
N Measured on

. m individual level™*

\
\
\
\ }
|
1
1
1

* TV: Data imputation to total mass | ** Mobile: Data imputation to total online mass; Tablet: Main user in household | *** FMCG & Durables In sub-panel: travel, entertainment, etc. © GfK 16



Monitors 360° Campaign Performance
GfK Crossmedia Link Germany: Panel Structure (Average month 2022)

—-

TV Sample
— 7,500*

. Desktop Sample
/ \ GfK Consumer Panels £ Sl a= 9.000
¢ I — ConsumerScan Mobile Sample ’
I — Mobility monitor/TravelScope Pane 4 ed 6,000**
— MediaScope Smartphone/Tablet

Panel sizes = avg. monthly actives | * TV: Data imputation to total mass | ** Mobile: Data imputation to total online mass; Tablet: Main user in household
Please note: For easier reading, size of circles is not proportional

© GfK 17



Media channels covered by GfK
GfK Crossmedia Link Germany

Passive Measurement OTS (based on survey) eOTS - Ad Prediction Model (APM) @

(passive measurement + questionnaire)*

Linear TV Radio*** u YouTube

TikTok

D,
E Mobile/ App % Print
Online Other
SALE! .
Display/ Video 8 Leaflets @ Pinterest

OTT and

Meta - FB + IG 'ml OOH/ DOOH** Snapchat SEM not available at present

* eOTS (APM): Model combines data sources of passive measurement + questionnaire with benchmark data of the channel and delivers estimation of campaign exposure on individual level |
** via postal code | *** Radio via OTS (estimating exposure by comparing media plan and questionnaired listing habits on level of broadcasting stations) © GfK 18



Data Fusion: Contacts are merged from GfK Crossmedia
Link Panel via an overlap of variables

Ad exposure on S i‘%
Data Fusion via overlap of variables Communication AC‘C"eSS

CrossMedia individual level

Link Panel Panel

m Demographics
XI Geographical Data
Media Usage §
< Behavior -
m Consumer
Attitudinal g §

Statements

m Based on all common variables, a "closeness" measure is calculated for each recipient-donor combination.

m A linear equation system is set up for each recipient to find a combination of all donors that describe the recipient.

m Based on the probabilities of the equation modelling, one donor is randomly drawn to fit the recipient. Donors with
higher weights (better “closeness”) have a higher chance to get drawn.

m Besides demographic information and media usage, attitudinal statements can be used to create a sufficient overlap

for the data fusion.
© GfK 19
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CROSSMEDIA BRAND META STUDY EMEA DE, ES. IT, NL, PL

Facebook and Instagram drive substantial reach in the media mix
compared to its investment, especially among 18-34 years old.

Facebook and v
. . . ouTube
w Instagram

Total 18+

61.4%
Met reach
21.6%
n -
1Talr{ua-t reach Index: 1 6'4 "'Il'r’
net reach TG/
net reach 18+ 18+ 18-34 18+ 18-34 18+ 18-34
61.4% /71.5% = 86.0 —
Avg 117 Avg 107 Avg: 7.9 Avg: 8.1 Avg 2.6 Avg: 2.5
Sh h Il th g g g g q g
o now el e OTS  edian: 102 Median: 8.9 Median: 8.0 Median: 8.0 Median: 2.4 Median: 2.3
channels generated
reach in the target crp  Avg 875 Avg: 716 Avg: 200 Avg: 360 Avg: 39 Avg: 56
group compared to Median: 748 Median: 478 Median: 164 Median: 214 Median: 34 Median: 44
the reach in the
entire population Target reach 1
Index 86 162 132
Campaign Median: €1,372,860 (gross) Median: €112,974 Median: €54,476
spends  Avg. investment: €4,003,408 (gross) Avg. investment: €167,041 Avg. investment: €75,706

Source: Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Crossmedia Link | Base 18+ Extrapolated to the total population 18+ (Germany: 87.9 Mio., Italy: 48,1 Mio., Metherdands: 13.1 Mio.. Poland: 31.5 Mio., Spain: 38.4 Mic.) | Base 18-34:
Extrapolated to the audience A 18-34 (Germany: 16.4 Mio., ltaly: 10.4 Mio., Netherlands: 3.5 Mio., Poland: 7.2 Mio., Spain: 8.4 Mio.) | Based on 17 campaigns from 2022 (TV: 18 campaigns, Facebook and Instagram: 17 campaigns, YouTube: 16 campaigns)| Investment
figures based on 15 campaigns (TW: 12 campaigns, Facebook and Instagram: 15 campsaigns, YouTube: 14 campaigns). Analysis commissioned by Meta.



CROSSMEDIA BRAND STUDY
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GFK DE, ES, IT,NL, PL

Linear TV, compared to Facebook and Ifi§tagram, reached mostly people
older than 45 years; the digital chann* rea‘ed younger people over-
proportionally. - b

Y

Pelioe :

Total 18+

Reach average 24.7%

14%

9% 9%

Universe Linear TV Eacpunokand

Instagram

Source: Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Crossmedia Link | Base: Extrapolated to the total population 18+ (Germany: 68.1 Mio., Italy: 49.1 Mio., Netherlands: 13.1 Mio,, Poland: 31.5 Mio., Spain: 39.4 Mio.) |
Based on 17 campaigns from 2022. Analysis commissioned by Meta.



CROSSMEDIA BRAND STUDY

Digital channels ey
generate subs idl ,‘ . : N e5%otaity

incrementa S R e “
over Linear | -
with Faceb
Instagram

contributin

exclusive re

18% of all YouTube
contacts
were exclusive

TExpected Share Index:

Shows how well the channels generated reach in the target group compared to the other channels. Example: If all
channels have the same likelihood of reaching the same audience, the exclusive reach within Meta would be the
share of non-reached people by TV and YouTube. Index= 100 means Meta reach the number of unique people

as expected.

DE,ES, IT, NL, PL

23% of all Facebook
and Instagram contacts
were exclusive

Total 18+ Expected Share Index': 98

.

Y

82% of people 18+ have been reached

Source: Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Crossmedia Link | Base: Extrapolated to the total population 18+ (Germany: 67.9 Mio., Italy: 49.1 Mio., Netherlands: 13.1 Mio., Poland: 31.5 Mio., Spain: 39.4 Mio.) |

Based on15 campaigns from 2022 (including all channels: TV, Facebook and Instagram, YouTube). ). Analysis commissioned by Meta.



Campaign Efficiency: Cost per GRP

Digital
channels
drive reach

cost-
efficiently.

Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Crossmedia Link | Base 18+: Extrapolated to the total population 18+ (Germany: 67.9 Mio.) | Based
on 5 campaigns from 2022 ( Linear TV: 5 campaigns, Facebook and Instagram: 5 campaigns, YouTube: 5 campaigns). Analysis commissioned by Meta.

Cost per GRP (18+)

Germany

€16,044 (gross)

Linear TV

Facebook and . €1.449
Instagram

YouTube

© GfK
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The survey covers brand metrics plus also campaign topics
Understand the what and the why

. Go beyond reach -
Campalgn Cover creative quality as a
key driver of campaign success

m Brand Awareness (prompted/unprompted) m Campaign recognition

m  Ad Awareness (prompted/unprompted) m Campaign appeal

m Consideration/ Preference m Campaigh message - customized
m Usage (prompted and unprompted)

= Advocacy m Campaign diagnostics

m Brand Image partly - customized

m Campaign reported action
m 2 additional questions - customized

© GfK 25



Brand Uplift - which specific KPIs do we provide?

Channel U I’f
H ift
1 Uplift% Up ; .
e.g. Uplift Facebook and 45% 49%
Impact on Brand metrics Instagram = 4ppt

for exposed persons exposed

Without Facebook With Facebook and
and Instagram ad Instagram ad

2 Contribution%

TV Facebook and

. YouTube
Weighted by channel reach Instagram

Contribution = Uplift*Reach

;}Q& ﬁQ& e.g. Contribution Facebook and Instagram:
4%*50%= 2%

exposed non-exposed

oW Wish

exposed exposed

3 ROI

Costs per
1000 persons influenced

© GfK 26



1. Brand Uplift by single channel and by channel mix

selected metrics, anonymised results

Uplift on Brand Awareness Uplift on Preference
The outcome:

Brand uplift
per channel
plus

8% 8%

11%

. % 6% 5o
Synergies of . .
channels

_ e ml’ !9. e B3

Brand Awareness +9% +8% +11% +8%
Preference +6% +6% +8% +5%
Image +5% +5% +7% +4%

© GfK 27



1. Brand Uplift by single channel and by channel mix
Example from CROSSMEDIA BRAND STUDY

Unlift (absolute) Facebook and Facebook and Facebook and
Pl fabsolute Linear TV Instagram YouTube Instagram & Instagram &
& Linear TV YouTube
Investment** M €1,376,306 (gross) M €123,333 M €57,413
(M=Median, A=Average) A€4,330,991 (gross) A€182,115 A€77,565
Frequency 11.6 8.2 2.7
Reach 70.3% 36.8% 24.6%

Brand metrics
Prompted ad recall +6.0ppt +0.6ppt +1.2ppt +7.1ppt +1.9ppt
Prompted brand
awareness +5.9ppt +3.1ppt +8.9ppt +3.0ppt
Favorability (Top 2) +6.1ppt +3.1ppt +0.7ppt +9.8ppt +3.9ppt
Consideration (Top 2) +4.3ppt +2.2ppt +0.9ppt +7.0ppt +3.3ppt
Preference (Top 1) +0.6ppt +0.7ppt
Reported action +7 5ppt +5 1Ppt +16 Oppt +4 7ppt
(e.g. | bought... / signed a contract)* : ° - :

Source: Crossmedia Opportunities in Brand Building, Meta Marketing Science 2023 | GfK Campaign Amplifier: Based on 15 campaigns from 2022 (including all channels: TV, Facebook and Instagram, YouTube) | *metric: “Reported
action” based on 9 campaigns from 2022 | Uplifts shown are modelled uplifts in specified Metrics as a result of exposure to that channel. The uplifts are for a single channel only as the model isolates and quantifies the impact of
each channel. Base unweighted: Those exposed/non exposed to: All respondents: TV (10544/8038), Facebook and Instagram (2918/15664), YouTube (4189/14393), Facebook and Instagram & TV (1845/16737), Facebook and
Instagram & YouTube (742/17840); Reported Action: TV (5712/6109), Facebook and Instagram (2028/9793), YouTube (2330/9491), Facebook and Instagram & TV (1021/10800), Facebook and Instagram & YouTube (376/11445)

Analysis commissioned by Meta. © GfK 28



2. + 3. Contribution and ROI by single channel and by channel mix

Contribution by channel - Selected metrics

The outcome:
Contribution of each

Contribution per channel

Baseline Total Campaign Channel Post campaign
performance Contribution contribution share ! ﬁ -= performance

Reach 72% 12% 7%
channel to the total
1 1 Brand Metri
campaign uplift
Brand Awareness 87% +3.2ppt +2.1ppt +0.9ppt +0.2ppt 90%
p I u S Preference 12% +1.9ppt +1.2ppt +0.7ppt - 14%
Brand that | trust 25% +1.4ppt +0.9ppt +0.5ppt - 26%
ROl figure for each
channel Cost for 1,000 people influenced - Selected metrics
L {]©
Spend $11m $225k $440k
# people reached 36m 6m 3.5m

Brand Metric
$51 $63

Average per 1,000 people $13
influenced
|

exemplary, anonymised results © GfK 29



A creative assessment adds to the full picture of your campaign’s

performance

Creative recognition amongst target group by channel exposure

Recognition
88%
73%
56%
- ]
Creative A Creative B Creative C Creative D
Campaign appeal amongst recognizers
Top2box
15% Y, 43%

B Somewhat dislike it
Somewhat like it

m Dislike it very much
® Neither like it nor dislike it
m Like it very much

Message take-out amongst recognizers

Unaided message take-out Aided message take-out Creative: A B C D
Stands for a modern way of life _ 66% 67% 68% 60% 55%
designed for young people
environmentally friendly Designed for young people - 40% 39%  40%  42%  38%
modern way of life
modern
Modern and contemporary - 35% 38% 33% 36% 40%
Is environmentally friendly - 29% 30% 27% 28% 28%

Campaign diagnostics amongst recognizers

Tells something new _ 20%
Was believable to me _ 40%
Was important to me _ 50%
Is different _ 35%
Fits well with the brand [N 0%
Better opinion of the brand _ 30%
More interesting than most _ 25%

Getting tired of seeing it - 10%

Campaign reported action amongst recognizers

Any action (net sum) _ 47%

Besides a prompted
main message
assessment, the
unprompted main
message provides
insights into how good
the campaign delivers
the key messages and
how memorable those
are for the consumer.

| searched info online

| visited a store or website

| talked about it with others

| bought the product

10%

20%

35%

© GfK 30



Challenges accepted!

There are broadly two types of advertising

Sales Activation triggers
an immediate behavioural
response.

Brand Building strengthens the
' relation with the brand and

influences future behaviour.

A multi-channel advertising world -
without separated responsibilities as
to the long and the short

The need to measure the campaign's
success holistically - in order to
justify investments, monitor success
and learn for future campaigns

© GfK 31



Thank you



Thank you very much

Your contacts

META GFK

Sonja Wedekin
Marketing Science Partner

Ulla Worringen
Senior Director | Marketing Intelligence

+49 152 074 892 61
sonjawe@meta.com

+49 40 5561 5922

ulla.worringen@gfk.com

GFK

Tristan Helmreich
Client Business Partner | Media Measurement

+49 40556159 79

tristan.helmreich@gfk.com

06/11/2023 © GfK 33
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