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Research or Data - Media Planning Implications

* New consumer touch points being created daily

* Planners challenge is sifting through all the data to find
out what is most authentic opportunity for their brand

* Key Questions to ask when evaluating data/research
e How obtained ?
* Projectable to your audience?
e Repeatable insight or one time phenomenon?
* |sit data oris it research?




GfK MRI Products for Now

* MediaDay
e AdMeasure

* Database Integrations/Fusions




Products for Now- MediaDay
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Products for Now

 AdMeasure
* Measuring print ad effectiveness of every ad in every
issue of leading 190+ consumer magazines
* Integrating the ad noting & actions taken scores with
audience data

* YTD through September 30,2010
* 194 Titles
* 1901 Issues
e 15,506 Brands

* 70,636 Ads
]
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PANTENE PRO-V HAIR CARE & STYLING

Redbook - January 2010

Category: Hair Pdts&Access-Wmn,M&W,Unsx:Comb&NEC
1P4| Page 26

Read Read
Issue Audience (000): 7,786 Noted Assoc. Any Most
Advertiser 65% 64% 44% 20%
AdMeasure Audience (000) 5,061 4,983 3,426 1,557
Issue Norm (57 Ads) 56% 50% 45% 19%
Issue Index 116 128 98 105
Comparable MRI Starch Adnorm: 1P4 - Hair Pdts&Access-
Wmn,M&W,Unsx:Comb&NEC
Adnorm (25 Ads) 48% 44% 40% 19%
Adnorm Index 135 145 110 105

Looked for Consider
Have a more info purchasin Purchased
. Any more about the Recommended g the the Clipped/
Actions Taken by Those Actions favorable Visited product/ the product/ product/ product/ saved Non
Who Noted the Ad Taken opinion website service service service service the ad e
Advertiser 69% 16% 1% 14% 33% 27% 10% 1% 31%
Category Norm (249 Ads) 62% 18% 7% 13% 30% 14% 11% 5% 38%
Category Index 111 89 14 108 110 193 91 20
Positively My Don't use,
disposed favorite One of several butit’s Negatively I use it but don't

Brand Disposition (Net) brand brands I like worth trying  disposed (Net) particularly like it
Pantene Restoratives Hair Care 70% 11% 41% 18% 30% 2%
Brand Category Norm (249 Ads) 65% 11% 32% 21% 35% 2%
Brand Index 108 100 128 86 86

The brand disposition information is asked at the beginning of the MRI Starch survey, before respondents are asked about speci

reference an ad but rather ask the respondent about the brand itself.

Actions Taken and Brand category norms are created using a continuous average of available data from Suisposium

[=] Ad has fewer than 4 words [-] Ad has fewer than 50 words | Adnorms.Grp.=:0
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Products for Now

* Database Integrations/Fusions
* Planner Scenario
* Client Supplies Custom Segmentation

* Integration Techniques
* Bridge Models
* Online Calibration

e Fusions

* Nielsen
e JDP




Products for the Future

 MRI Targets for Online Display
* US Touchpoints

* Digital Readership




naAamMmn--amMm<0O»

Agerncies

- \

OmnicomGroup

Media Buying
f Platforms

OmnicomMediaGroup®,

TradngDesk

b3

WPP

VivaKi

M= PUBLICIS

razorfish

G

ATEM

Interpublic Group

A E G I s

AKQA

CADREON

adnetlkﬁ

P
-

— DEPT =

inviia;media'
[x+1]
Irn
DataXu

nappne:us
efficient frontier

YTRIGGIT ™,

XKANET

.qB AdBuyer.com
"8y <Trade Desk

3" BRANDSCREEN"

Products for the Future
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Breakthrough in online targeting | Audiences

Today, most internet display advertising

ANEP 4" : L 3 8
i %
‘ ¥ f:ﬁ-; !

Contextual

Site content for a target,
thus the audience is the
target

Defines audience based on
inference

targets audiences one of three ways

Behavioral Site-specific
Individual’s click behaviors Audience composition
indicates that they are likely determined by tracking service

to be a certain audience

The problem
Good at predicting web Great at defining an

behaviors — not good at audience, but it is @
identifying an audience g

ad
2010
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Breakthrough in online targeting |
Unique partnership

Construct the exact audience sought via MRI — using
G-FK GfKMRI | standard Crosstab software, filtered through a custom app

from GfK MRI
‘ Convert the MRI defined audience into
O datalog|x targetable cookies that can be deployed
online

Deliver display advertising to that exact audience
via DatalLogix’s ad network or through most maje
ad networks & demand side platforms

symposium
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Products for Future- US Touchpoints

* Media Behavior Institute (MBI) has a license to bring
Touchpoints to the US

* UK Touchpoints has been operational for 5 years and
serves as a planning hub for consumer insights & cross
media evaluation

Where were you between 9:00AM
and 9:30AM on Thu 9/16/10 ?
(Check all that apply.)

ome or yard
ﬁ My workplace
r or other traveli

symposium
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Products for Future- Digital Print

* AMC in Chicago in early October

e Enthusiasm and predictions about future of portable
digital devices are nearing “irrational exuberance”

* How do media planners view e-reader devices?
e Extensions of Print Brand?
e New form of Online Video?




Products for Future- Digital Print

* GfK MRI is completing an extensive research study into
consumer use of e-readers for magazine reading

* Are e-readers used equally for all forms of print media?
* Books
* Newspapers
* Magazines

 What devices are most popular for which mediu



GfK MRI‘s Test of Digital Reading — Preliminary Results

» Completed 890 interviews and tabulated 765

In-person interviews

*500 Control/500 Test

*New questions about
readership expands definition

= F;;,j
2010
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GfK MRI‘s Measurement of Digital Readers

Results from Spring 2010:

Wave 61 March-October, 2.1 million 0.9%
2009 owners

Wave 62 September ‘09- 3.5 million 1.54%
April '10 owners

Source: GfK MRI Survey of the American Consumer, Spring 2010

N D 2010
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Behavior of Digital Reader Consumers

Which , if any, of the following have you read using an E-Reader in the
last 6 months?

™ a0 | Magaaine | Newspaper | other

TOTAL 69% 18% 21% 11%
Men 61% 22% 25% 13%
Women 76% 13% 17% 9%

Source: GfK MRI Survey of the American Consumer, Spring 2010

¥
2010
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Devices Used to Access Digital Print

_ % Respondent Count

Computer 35.0% 126
Mobile Phone 6.1% 22
E-reader 0.3% 1
Tablet 0.6% 2

TOTAL

T |
" I!II: -.f..
oV o
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Media Research & Data Club of Chicago

* In Summary...

* Planners are challenged to sift through ginormous
amounts of information and be confident the data being
used are good and not just uninformed data

e GfK MRI has current products to help address cross-
platform usage, accountability metrics, and proprietary
client segmentations

e Future is now with opportunities in online display,
US Touchpoints, & Digital Readership
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Thank You

Scott.Turner@gfkmri.com

312.329.1506






