






































Why it’s important

ACCURATE TIMELY  SCALABLE




A deeper understanding of audience

Advertiser Benefits Media Benefits

e Accountability  Brings brand dollars
e Marketing Mix online
Modeling e Proves the value of
e Cross-Channel targeted buys
comparables e Creates a standard
measurement for TV

and Online
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Comprehensive and integrated reporting

3 ~ Logout || Help | | Admin
niclsen | Logout | Help || Adrin |
rrrrrrrs Account: Super Brands, Inc.
Online Audience Campaign Reporting Account Type: Advertiser

Summary | Edit

Brani Campaign Report Type
Sugar-0's Cereal “  Summer Campaign W Audience Profile W

Campaign Target: hen 25-54

Apply Filters:
Campaign Schedule:  77/2010 to0 830/2010

outes
Available Data: TrI2010to 752552010 m E

b of 6 Sites A2 of 12 Derno Groups 28 of 25 Dates

Online US Unique Proj. Ad Audience Online Audience Avg. Online

Demo Group US Pop Base Pop Base Audience Impressions Reach (%) Reach (%) Frequency GRP GRP
Wormnen 2-11

Wornen 12-18
WWormnen 19-25
Wornen 26-35
Wiamen 36-54
WWornen 55+

Women Total

hdan 2-11

Men 12-18
hlen 19-25
Men 26-35
hen 36-54
MWen 55+

Men Total

Campaign Total

[% On Target: MN% ] Indicates % of ad delivery within campaign target

For lllustrative Purposes - j

w ih:_’
2010

symposium
19



Nielsen BrandLift

An Innovative Campaign Effectiveness Solution




Measuring online ad effectiveness is difficult

Brand Metrics Challenges

_ « Ads & surveys in same window
* Aided awareness

« Sample bias from long surveys

e Ad recall
- Low response rates = slow delivery

* Message recall - Unverifiable (or no) demographics

e Brand favorability - Cookie deletion / multiple users per
machine

* Purchase intent
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Our Solution......Nielsen BrandLift

* Launched as Facebook-only solution in late 2009
* Soon to be available for campaigns on any site

— Analysis available 7 business days after testing
— Study samples built very quickly

— True test/control methodology
— 24-hour latency for better measurement of impact
— Reduced sample bias through shorter, more strategic polls

— 225+ branded ad campaigns measured on Facebqg
— Studied campaigns across business segments
Media, Financial, etc.
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How BrandLift works

Ad Displayed to user

Sponsored

Glitter your way ®
Clitter your way through
the day. Glitter

facebook  Home Profile  Friends Inbox @

B Hews Feed Requests Hairspray keeps you
lews Fee ;

What's on your mind? 25, 1 friend request sparkling all day long.
) Nvu

1 event invitation

Attach wEa

i) Facebook
Suggestions -
a fan of Glitter Hairspray.

1 comarkers Klsdf in new office
= i) Glitter your way

Photos
§]) Links
S Video

Mare

Highlights

DFWIMA iHack 2008
m 2 friends are caoged.

Research Poll

s 1i%)] Ha_ve you heard of Glitter brand x
hairspray?

QO ves

tiend request

nnnnnnnnnnnnnn 0 No

O Not sure

facebook Home Profile  Friends Inbox @

Highlights

DFWIMA [Hack 2009
m 2 ficnds ae vagged.

»2 Automatic, randomized holdouts

Facebook’s ad systems automatically
generate a small control group of users
called a “holdout” who are identical to
those targeted by your campaign, except
that they were randomly selected to not
see your ads.

88 Results

A comprehensive PowerPoint deliverable
highlighting study results and brand effect
metrics:
Results for up to four standard brand
attitude and usage questions via single-
question surveys and two custom
single/double question surveys
Delivered within days of the end of the
survey fielding
In-depth presentation of findings
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BrandLift will now measure campaigns anywhere

Ad displayed to user

msnt ! e}

News Entertainment Sports Money Lifestyle More

Wednesday, April 14, 2010

Should You 'Friend' a
Parent on Facebook?

Video: Afather & son found outthe hard way that their
relationship justwasnt meant to exist on the social
media site. Find out why.

Plus: Raising healthy kids through 3 divarce

[<[n]> PERIE
MUST-SEE NEWS | VIDEO FOOD

We
preryrep—
359 I@.‘ 001
-
oy 4
INTRODUCING
ZYNC*FRON

TNCROM

APPLY NOW

Advertisement Ad Fesdbadk

Poll displayed to user

facebook  Home Profile Friends  Inbox &

Settings  Logout
Requests
News Feed a
What's on your mind?
NV

25, 1friend request
i

1 invitati
Attach wEAa - av m [ 1 event invitation

Suggestions

£ coworkers Kjlsdf in new office
|4 san Frandisco, CA | Resaarch Poll

i Facebook

(@) Photas [ Have yai hear
hairspray?

] Links o v

A Video O me

More

O Mot sure

Research Poll

-~ [{ Have you heard of x

American Express Zync?
0O Yes
O No

O Not sure

APPLY NOW

Ad campaign tagged
User exposed

Exposure info

encrypted and passed

to Facebook

Exposure linked to
user ID

User polled on
Facebook

Highlights

DFWIMA, iHack 2009
2 friends are tagged.

<2010
sumposium



Typical study design

4 Single Question Polls 2 Double Question Polls
1 e Awareness 1 o
* “Have you heard of Glitter Hairspray?”
Message 4+ | ikeabilit
2 @ Message Awareness y
Awareness

» Second question served

«  “Which of the following companies uses the slogan immediately after the first

“Shine throughout the day”?
+ “Which of the following brands do you associate with
the message ‘Shine throughout the day’?

: \5
3 o Likeability @

*  “How much would you say you like the Glitter Brand Message Purchase
Awareness Intent
* “How likely are you to recommend Glitter Hairspray to * Second question served
a friend?” immediately after the first
4 @ Purchase Intent
*  “How likely are you to purchase a Glitter hair product this Brisumer = high response rates
month? e rates = representative

dents and bett lit h
*  “Would you be interested in trying the Glitter Mousse?” R Ly researc

2010
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Example

BrandLift measures established metrics

28%
25%

20%
16%

Aided Awareness Ad Recall Message Association Brand Favorability
Control n=601 Exposed n=608 Control n=300 Exposed n=305 Control n=299 Exposed n=300 Control n=299 Exposed n=305

E Control MmExposed

Normative Percentiles

Delta - Ad Recall

Delta — Aided Awareness Delta — Brand

| ] g |y

Delta — Message Association

| By

2t a 90% confidence level ,
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Example

Deeper dive based upon demographics

Aided Awareness: Have you heard of Product X?

28%

26%

22%
0, 0,
20% 20% 19% 19%
14% 15%
12% 12% 12%
9%
+6 pts* +5 pts* +7 pts* ‘ +3 pts +7 pts* -4 pts
Total Female Male 13-17 18-24 25-34
(n=1209) (n=757) (n=452) (n=318) (n=459) (n=187)

u Control mExposed

Key Findings
« Awareness was up a statistically significant 6% points across the audience.
« Both genders as well as the 18-24 and 35+ age groups demonstrated signifi

2010

Bitference at a 90% confidence level SUMPOSILM



Example

Double questions provide opportunity for
more focused and/or subjective findings

How likely are you to recommend

Have you tried Product X in the Product X to a friend? (Top 2 Boxes)

past?

55%  55% 68%

Not sure No Yes No Not sure

H Control ™ Exposed Tried Product

H Control M Exposed

Key Findings

* Respondents who have tried Product X are much more
likely to recommend Product X to friends.

* Ad exposure increased the willingness to recommend.

2010
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Facebook users are representative

Facebook Demos
(Indexed to Online Pop.)

60 Average
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Facebook’s overlap with top sites is 60-80%

200,000 - 80%
150,000 | ;gzjo
100,000 650/2
50,000 60%
0 55%
e

B Unique Audience (000) —— % of Audience on Facebook

N D 2010
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Facebook survey platform correlates with external data
sources: Presidential Approval

100% - . ] .
| Do you approve or disapprove of the job —@=FB% Approve

that Barack Obama is doing as =M =FB% Disapprove
president? —+— Gallup % Approve
80% - -~k - Gallup % Disapprove

—4—Rasmussen % Approve

- -+ - Rasmussen % Disapprove

60%

40%

20% - + Very strong agreement with Rasmussen (r = 0.92)
and Gallup (r = 0.85)

» Higher agreement with both than between Gallup
and Rasmussen (r = 0.80)

00/0 1.1 1 T T T T 1
I—hhhhhhhh;}‘

e s T == Y-S
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Thank You!

For more information:

Jill Partner
Director, Agency Sales
312.385.6551

jill.partner@nielsen.com






