thinkbrand

with Google

YouTube kak onTumMmnsaTop
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Ho:

1B pellaeT 3agaym oxeaTta

KaXkAbl AONONMHUTENbHbIV MYHKT OXBaTa 0pPOXKe
npeablayLwero

CNNOXXHOCTU C orpaHnyeHnem apPeKTnBHOM
4yacToTbl

orpaHnM4eHHble BO3MOXHOCTU TapreTuHra
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% oxBaTta LIA

N0poXKe npeablayLLLero
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% oxBaTa LIA
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NHEBHOMY OXBaTy

Mepebli kaHan
Pocemna 1

HTB 23.7%
CTC
PEH TB
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MATLIA kaHan

YouTube B TON-3 TenekaHanoB Mo

v
Il YouTube Desktop
Il YouTube Cross
[ YouTube Mobile
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Poccun 24
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Oxsam, %
thinkb d
with GOOQ'C Source: TNS Web Index & TV Index, June 2016, 12-64, ALL,

Reach of digital platforms estimated from 700K+ to 100K+, ratio desktop 700K+ to 100K+
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/0% oxBaTa TB-kamnaHuu
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Source: Accenture Russia Pool, Q4'15-Q1°16; average TVR in Q4'15-Q1'16 for pharma companies from 2015 top-30 list



TOYHbIN TAPreTUHr no

UHTepecam

MNpodunb
no AemMo

My>xuuHa 25 - 34
MockBa
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MocelaeT canTbl C
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pecTopaHoB
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KYpUTb
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YouTube ontumunsunpyet TB-kamnaHuto

onTuMmn3auund KpMBOVI oxBaTa

CHW>XeHune q)aKTquCKOVI 4acCTOTbl
TOYHbIN TapreTuHr rno nHTepecam 0 u u e
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[lepexopn K NN1aHMPOBAHMIO OXBaTa B
NoAAX

ayauTopum

KYKU
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Mopenb ayanTopumn: NOAN VS KyKu

1]
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3|

[aHHble No Kpocc-aeBanc N E -
MCNonb30BaHMIO NpoAykToB Google

Koppekuus gemorpacdum yepes
CTOpPOHHME faHHble SSP

JlokanbHble AaHHble A8 co3aaHusa
Moaenu
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Kak cnnaHnpoBaTb oxBaT B IHOAAX?

Extra Reach: nporHos ontumanbHon gonu YouTube vs TB

Reach Explorer: nnaHmpoBaHue Le1eBoro oxagaTa B 104X

Reach Curves: kpuBbie oxBaTa YouTube Ha CTOpOHe areHTCTBa

OTyeT Unique Reach: oTueTbl No ¢pakTnyeckomy oxaaTy B NOAAX

[ThaHupoBaHue
O00Q
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Extra Reach: nporHos ontumanbHoOn Aonu
YouTubevs TB

You () — e

[aHHble ayantopumn Ha desktop n Fusion Mogenb [aHHble ayantopuu
mobile TB-kamnaHum
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Extra Reach: npowepgluas kaMnaHus vs
MoJenupoBaHue HOBOU

1] e

TV campaign & target audience Online plan

This Is the TV paign and target grap you wish fo pare price and
exposure against YouTube.

Base analysis on: Historical TV campaign v

TV campaign:
Q  john| X
JOHNSON & JOHNSON A

22 Brands, 29 Products, 44 Campaigns

JOHNSON'S ~
5 Products, 5 Campaigns
LE PETIT MARSEILLAIS ~
3 Products, 4 Campaigns
DOKTOR MOM ~
2 Products, 3 Campaigns
ACUVUE

CONTACT LENSES -

2 Campaigns

CAREFREE = PANTILINERS

CAREFREE PLUS LARGE FRESH PANTILINERS; CAREFREE PLUS LARGE
PANTILINERS; CAREFREE PLUS LONG PANTILINERS

o 2]

TV campaign & target audience Online plan

This is the TV campaign and target demographics you wish to compare price and
exposure agalnst YouTube.

Base analysis on: Using a simulation model v

Time period: 7 days
e 28days
Pricing (p): 65581.89 Cost/Demo GRP v
Campaign size: 540 GRAPs v
Age range: 25 v to 4 v
Gender: BOTH

Minimum effective frequency (TV + YouTube):

3 or more contacts per user per campaign.

8,839,886 in-demo GAPs available

=N -




Extra Reach: gocTynHble napamMeTpsbl

YcTtponcTea: Desktop, Mobile, Desktop+Mobile
[MpoaykTbl: AyKUKMOH, Pe3epB, MacTxeabl
TapretuHru: lemo, TemaTtunku

NHTepBan: 7 gHen, 28 aHen

Ng
Ll,eneBas'-l 4yacToTa LV
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Extra Reach: Tpu cueHapus

1. Ultimate Reach: pukcunpyem TV, gobasnsem YouTube
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Extra Reach: Ultimate Reach

Original TV Target Audience Reach Combined Plan Target Audience Reach

hot Reached - 17.65% —\

Mot Reached - 12.00%%

+9.53n.n. oxBaTta 3+

Original TV Plan Combined Plan /’ TV Part YouTube Part
4
Demo GRPs 578.96 667.60 , y; ‘ 578.96 88.64
Frequency 7.03 7.59 /// 7.03 3.00
1+_Riaih_ D EZ._M_% ____________ ﬂECI_ﬂ%E B _L/_/ . — 82.34% + 28.51%
|( 3+ Reach B60.22% 69.75% t9.53 pp : 60.22% 18.94%
N N




Extra Reach: Ultimate Reach

Demographics 3+ Reach Distribution
B COriginal TV plan @M Suggested TV and YouTube combined plan

10M

/
1 \
8.0M 1 I
1 I
g I I
o 6.0M 1 |
& I |
1 I
4.0M 3.7M I 1
| |
I |
2] 1om 1.4M | |
| 1
1 - -

' 13-17 18-24 \ 25-34 35-44 I 45-59 60+
14% uplift 21% uplift \ N 23% uplift B%upift / 2% uplift 1% uplift
Demographics age buckets
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Extra Reach: Tpu cueHapus

2. Incremental Reach: pacnpepensem 6roaxeT ans
MaKCUMMU3aLmmn oxBaTta

thinkbrand

with Google



’ Extra Reach: Incremental ReN

Original TV Target Audience Reach Combined Plan Target Audience Reach

Mot Aeached - 17.688% —\ Mot Asached - 13,723 5—\\.\
\ +5.51n.n. oxBata 3+
NpW CoOXpaHeHun broaxeTa
— 3+ BB ad - G022
~— 3+ Reachad - 65.73% 7/
/7
1+ Reached - B2.34% i+ Reschad - 85.25% 7 ’
/7
/7
/7
Original TV Plan Combined Plan s TV Part YouTube Part
Demo GRPs 578.96 565.98 L7 477.34 88.64
7/
Frequency 7.03 6.56 7 5.08 3.00
7/
1+ Reach 82.34% 86.28% ’ —. 79.87% 29.51%
_________________________________________ e
| 3+ Reach 60.22% 65.73% + 5,51 pp : 55.03% 18.94%
‘ _____________________________________________ 2
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Extra Reach: Incremental Reach

Demographics Frequency Distribution
B Original TV plan @ Suggested TV and YouTube combined plan

9.8
8.2 B.2
7.4
6.7 6.7 8
6.4 6.4
6.0 58 55
5.1
4.0
2.0

0.0
13-17 18-24 25-34 35-44 45-53 60+
-13% uplift -10% uplift -4% uplift -9% uplift -14% uplift -15% uplift
Demographics age buckets
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Extra Reach: Tpu cueHapus

3. Cost Savings: aep>X1M LenieBon o0xBaT, YMeHbLUAEM
OrOIKET
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Extra Reach: Cost Savings

Original TV Target Audience Reach Combined Plan Target Audience Reach

-17.98% 6rogkeTa

Mot Reached - 17.66% Mol Reached - 16.25%
\ Npu CoOXpaHeHue oxBaTa
d - G022%
+ Reached - 82.34%
Original TV Plan Combined Plan ,/ TV Part YouTube Part
/
Demo GRPs 578.96 461.91 / ars.zy 88.64
/
Frequency 7.03 5,52 )/ 4.90 3.00
/
1+ Reach B2.34% B3.75% II = 76.25% 29.51%
/
3+ Reach 60.22% 60.22% / 47.98% 18.94%
(T T T T T T T T TS T TS T T T T T T T T e e e RN
| Total Cost p37,603,055.29 p30,843,799.01 | -17.98% : p24,243,799.03 p6,599,999.98
‘ _____________________________________________ 2




Cost per Incremental Reach Point ()

1.6M

1.2M

B00k

400k

0.0

129 GRPs cost

| TV

YouTube 370k

100

370k |

200 300
GRPs in TV media plan

Extra Reach: Cost Savings

Incremental Reach Cost

400

500

BT
B YouTube
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Extra Reach: MmeTa-aHanus

Ngy,

20 210M 220M 230M #40M 0% 20% 40% 60%
@ Combined plan @ Combined plan
lEo;t T \\ GRP Avg. fregq CPp {Eea-ch- T \\ GRP Avg. freq CFP
ip18.6M : 420 Dl p45.1K 1161% : 540 6.4
: I : I
: : l 48% 3KOHOMUMU : : I 7n.n. oxeaTta Ha 3+
: @ Original TV pianl : ® Original TV plan
: Cost : GRP Avg. freq cPp : Reach : GRP Avg. freq CPP
|35.8M 1570 7.3 p62.5K \54% 1570 7.3 62.5K
thinkbrand
with Google

Source: Extra Reach Share Shift, 2015-2016, 28 days period, pharma companies from 2015 top-30 list, TA=25-44. F=3, TV discount = 55%



Reach Explorer: nnaHnpoBaHue LueneBoro
oxBaTa B 0aax

1 I MnaHuMpoBaHWe oxBaTta B NIIOAAX, He

You o Kykax!

2 C y4eToM LiefIeBOM ayAnTOPUM, 4acTOTbl,
Pas/IMYHbIX YCTPOWCTB, MPOAYKTOB

LaHHble ayantopum YouTube Ha desktop
n mobile
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Reach Explorer: nnaHnpoBaHue ueneBoro
oxBaTa B 1toaax

For p10M you can reach 46% of people, ages 25-44 in Russia

10M P

46% oxBaTa 25-44 | ..
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Reach Curves: kpuBble oxBaTa YouTube
Ha CTOPOHE areHTCTBa

dentsu
NEGIS
network

PUBLICIS GROUPE ® 0 o

wmP groupt. ..
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OXBaTy B J1IIOAAX

i s g e o 31wyt smnt f SHAAES8 Goc g le

Unique Reach: otueTbl No ppakTuyeckomy

1]
2|
3|

OueHka (akTUYecKoro oxsaTta B NHOASAX
(cpaBHeHMe ¢ nnaHoMm)

C y4yeTOoM yacToTbl, pas3fiMyHbIX
YCTPOWCTB, NPOAYKTOB, NJoLwaaokK
(YouTube, GDN)

Mo3BonsaeT caenaTb BbIBOAbI,
ONTMMU3NPOBATb pasMellleHme
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' YTOo nenatb?

~” HanpaBbTe 3anpoc B Google ansa pacueta
KamnaHum TB + YouTube
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