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Campaign Background




Campaign Recap: Objectives and Media Plan

Medium

CAMPAIGN OBJECTIVE:
Build awareness and consideration of the
McDonald’s Shrimp Roll

August

TV g

Online (YouTube and GPMD)

Outdoor

September

October

Research Recruitment




_ Creatives

AV (TV and YouTube)
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Investment

Campaign Investment* by Medium

You(TL) 3%

aPMD 1%

80%

=

7%

TV accounted for the majority of campaign spend, with 3% of overall investment
allocated to YouTube.

*Spend figures = Adjusted Net Spend Figures



Methodology and Sample

- Based on potential exposure to campaign
»  Using responses from consumers as to their exact media
consumption across multiple channels it is possible to build up
individual media consumption profiles. This profile is then
matched with the booked media plan (provided by the media
agency), OTS (opportunity to see) scores are generated for each
respondent in the respondent base.

«  Continuous recruitment throughout campaign

»  Welook at weekly data throughout the period of the campaign in
order to pick up campaign build over the course of activity. We
also continue the study for short period of time after the
campaign has ended to asses any decay in impact which may
occur after the campaign has ended.

- Respondent level statistical modelling

»  From collecting digital and traditional media exposure we create a
“single source” respondent base from which it is possible to derive
incremental reach and other cross media analysis.

1,396 (396 Predisposition, 1000 Campaign)
Campaign Targeting: Adults 16-45

Best-in-class Multimedia Evaluation

7 & Millward



Media Metrics:

Reach and Frequency

& MillwardBrown



CrossMedia Database Reach Ranges
TV - 60-90%
YouTube - 13-34%

Campaign Reach — Russia Overall | @sseson 122 aropean suates)

Reach by Medium (% of sample exposed to each media channel)

0
88% 72%
= 10% 3%
) = ) o
7 GPMD
a8 A == \(ill] Tube T

Overall the campaign reached 88% of the target audience, with TV achieving the highest

reach. Outdoor delivered 51% reach and a high frequency while YouTube reached 10% of this
audience.

9 *As GPMD did not achieve the minimum 10% reach requirement we will not be looking at GPMD in the media contribution models.

& MillwardBrown
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CrossMedia Database Reach Ranges
TV - 60-90%
YouTube - 13-34%

Campaign ReaCh - MOSCOW ?;;ggg I;3;7 53_2622/:opean studies)

Reach by Medium (% of sample exposed to each media channel)

98% 96%
72%
€ 13% -
?’i— .;, (M Tube -+ GPMD*

Overall the campaign achieved a higher reach for YouTube and Outdoor in Moscow. Due to a
higher share of voice in Moscow, Outdoor reach is coming through at 96% among the target.

10 *As GPMD did not achieve the minimum 10% reach requirement we will not be looking at GPMD in the media contribution models. & MillwardBrown
|



Reach Overlaps

(" Tube)

6.1% of the sample were exposed to
the TV and YouTube campaign with a
further 3.8% only seeing the ad on
YouTube.

Overall Google Cross Media
Studies*

YouTube incremental reach

8 %

~4 %

2 % -
Min. Avg. Max.

Overall YouTube delivered 3.8% incremental reach over and above TV, which is in line with
the average incremental reach we’ve seen across other Google campaigns.

*Source: 9 Cross Media studies across European emerging markets (RU, PL, CZ, KSA, IL), 2013, Millward Brown & Google
11 & MillwardBrown



Reach Overlaps: Moscow

('l Tube)

7.2% of the sample in Moscow were
exposed to the TV and YouTube
campaign with a further 5.5% only
seeing the ad on YouTube in the
region.

.

Overall incremental reach of YouTube over TV: 3.8%

In Moscow, YouTube delivered a higher incremental reach achieving 5.5% reach over and
above TV.

12 & MillwardBrown



Reach by TV Viewer Groups

YouTube Discrete YouTube
Reach Reach over TV

0%

Medium TV Viewers

I Viewer Groups are created based on @
people’s TV consumption habits

Heavy TV Viewers

More than 3 hours per day

86%

1.5- 3 hours per day

484 respondents

g @

Less than 1.5 hours per day

459 respondents
Light Tv Viewers
454 respondents

While TV mainly reaches heavy and medium TV users, YouTube reaches all viewer groups.
YouTube was able to achieve 9% discrete reach among light TV viewers.

13 Go gle' & MillwardBrown



Campaign Impact: Brand Metrics




KPI: Campaign Specific Measures

Media Contribution to End of Campaign Performance on Campaign KPI Average*

Base Campaign Contribution

100% 1.5%
80% - 4.2%
ool 6.3% 4.9% :
40% - 85%
20% 58% 51% 65%

0% T T T 1
Aided Awareness - Shrimp Roll  Consideration (T2B) - Shrimp Roll  Communications Awareness KPI Average

100%
80% -
60% -
40% -
20%
0% -

100.0% 100.0%

= =

Individual Media Contribution

Overall TV and Outdoor contributed 4.2% to key KPI measures. As we have seen in other
XMOS studies, TV has contributed strongly in driving awareness. The high investment in TV
makes it hard for YouTube to deliver anything on top of what TV has done, especially when
the ads were the same.

*KPI average defined as Shrimp Roll Awareness, Shrimp Roll Consideration (Top 2 Box) and Communications Awareness.
Aided Awareness: Have you heard of the following fast food products?
15 Consideration: How likely are you to consider choosing each of these products next time you buy fast food? & Millward
[, Communications Awareness: Have you seen, heard or read anything about these brands anywhere recently?



Top Box Consideration: Shrimp Roll

. . Individual Media Contribution
. Top Box Consideration i SUM =100 %
100%
[ .
TV Outdoor YouTube GPMD
\4
i ..and how does this compare against media spend for
. I the campaign?
Campaign contribution 0.7% pag
: 80%
Top Box Consideration 17%
3% 1%
TV Outdoor YouTube GPMD

YouTube contributed 0.7% towards top box consideration for McDonald’s Shrimp Roll. With
a low comparative spend in YouTube, YouTube punched above its weight in driving this
measure.

16 & Millward
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Creative Diagnostics: New Information

Agree (%)

78%

73%

68%
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New Information

BTV ®YouTube Outdoor

The engaging nature of the video ads resulted in more new information being taken away
from the ads, therefore impacting perceptions. As seen earlier, outdoor is contributing to
driving Shrimp Roll awareness but is limited in its ability to drive more engaging messages
in comparison to TV and YouTube.

Q. Thinking about that advert for McDonalds, please indicate whether you agree or disagree with the following.... & Millward

1
7 (2 point scale, Agree or Disagree)



Brand Image

100% - Media Contribution to End of Campaian Performance on Image Statements
Base Campaign Contribution
80% - 0.5%
60% - 0.4% \
40% - I
: 67%
20% - 48%
I
|

0% .
Appeal to you more than others

Are great for a quick bite

m You([TD

100.0% 100.0% 100.0%

" =

Individual Media Contribution

While TV drove more general perceptions around McDonalds having an enjoyable
atmosphere, YouTube was able to contribute to more specific perceptions surrounding
preference and being great for a quick bite. It is not surprising we don’t see Outdoor
contribute to images of McDonalds as we previously saw the outdoor ad struggled to convey
new information.

18 Q. Which of these brands do you think... & Millward
|



Brand objectives

Media Channel
Contribution

Salience g ‘—I—'
Communication g

Engagement g You ()
Consideration g You L)

Brand Objectives

TV and Outdoor are working well together in driving saliency, while TV and YouTube are
more effective at driving the deeper levels of brand engagement.

19 & MillwardBrown
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Recommendations

& MillwardBrown



GOOGLE XM LEARNING

Based on previous studies we typically see that YouTube drives consideration and
engagement while TV works well for overall brand awareness

Contribution to the metric Database Learning
[ Communication Awareness ] TV typically works well
= — for overall brand
[ Unaided awareness ] [ Aided awareness ] awareness
Consideration “Brand | love” .
@ [ (Top2Box) ] l You_Tube _drlves
2 _ consideration and
(=)
g “Someone like me’ Trust l engagement

"

Average Consideration Contribution across Google Studies
YouTube = 1.14%

Online Video = 0.14%

YouTube allows for better targeting and reaches people in an active, lean forward
environment which aids the ability of this channel to drive engagement. In this case with
such a high investment in TV and using the same creative across TV and online, YouTube
struggled to add anything on top of what TV already delivered.

& Millward

21 I Source: 9 Cross Media studies across European emerging markets (RU, PL, CZ, KSA, IL), 2013, Millward Brown & Google



So should you repurpose ads
for use in a web context?

AVERAGE DELTA SHIFT

purchase intent/

brand favourability consideration

Repurposed TV Made-for-web

n=101 n=331

RECOMMENDATION:

The online environment requires more
focused and direct messaging to cut through.
Our research shows us that for high
awareness brands, made-for-web videos

which offer something different to TV seem to
have more impact on awareness and
consideration. Consider adapting creatives
for the digital space to deliver more tailored
message that builds on what TV
communicates.

Source: Dynamic Logic Global MarketNorms data, Q4 2012. (full dataset)

| Bars show average delta shifts (i.e. difference between control and exposed groups’ responses) by online video format.
|

& MillwardBrown



Media Summary and Recommendations

Summary:

v" The campaign reached 88% of the target audience, with most of this being driven by TV (72%
reach).

v" YouTube helped increase the overall reach of the campaign by adding 3.8% incremental reach
over and above TV.

v" YouTube had the most impact on Light-TV viewers reaching 12% of that audience, 9% of which
was discrete over TV.

v" The campaign was able to achieve a higher reach for YouTube and Outdoor in Moscow.

v" The campaign met objectives in terms of driving awareness and consideration of the Shrimp Roll.

v" TV and Outdoor contributed to driving awareness and consideration. With such a high investment
in TV its hard for YouTube to deliver anything further here or for this impact to come through
significantly in our models.

v" YouTube and TV worked to drive perceptions of McDonalds.

Recommendations:

> In future campaigns where you are using online video in combination with a high reach and
frequency TV campaign consider adapting the creative for the online audience so that it builds on
the messaging from the TV campaign. This will allow online video to deliver something different
rather than adding frequency to those who have already seen the TV creative.

23 & Millward



Why Do You Need
Google  YouTube?
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Google
Almost 50% of the audience - Light TV Viewers

49% 36% 15%

TV viewership in hours/a week

Li_ght Medium High
TV Viewers TV Viewers INAUEESS
0-16 16-30 30+

\ 4

Target Audience: 18-45 Years Old, Eating at the Fast Food Restaurants

Source: M'Index 2013/Q1 & Q2, Russia Google Confidential and Proprietary 27



Google
Online video captures light TV viewers

DAYTIME EVENING

BREAKFAST

40%

w
o
X

Daily Reach
of light TV viewers

20%
Online
10%
TV
6 7 8 9 10 MM 12 13 14 15 16 17 18 19 20 21 22 23 0 0-5
am

Time of Day

Source: YouTube Media Consumption Study Google Confidential and Proprietary 28

Light TV Viewers = 0-16 hrs TV per week, n=213



Google
Ads Made For YouTube

http://goo.gl/7xZ4Y5

Google Confidential and Proprietary 29



GO\JSIC
Crash Their Attention While Browsing
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Google
Crash Their Attention While Browsing

Real advice from
recruiters -
subscribe to
JOBSITE here

-

http://goo.gl/Xudpy4

Google Confidential and Proprietary 31



Google
Dynamic Masthead

Avaiisble on the

ay § @8 AppStore M

vailable on the

oogle play § @8 App Store I

Google Confidential and Proprietary 32
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Google
YouTube offers a more engaged environment

A X higher
attention
\ = levels n

c

2

c

g YouTube
8

>

L=

2 / \ \Jf

S .

c TV

\ 4

Time Sec

Source: OTX GM/Motorola Study, Biometrics data measured: Heart rate, Physical movement, Respiratory rate, Skin conductance  Google Confidential and Proprietary 34
TV respondents were watching /n Plain Sight a US FBI drama. Web respondents were surfing on YouTube



Consumers Perceive Brands,
Whose Ads Are On
YouTube,

More;

Dynamic

nnovative
Fun
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Google

Ad effectiveness: online video ads outperform TV ads
on multiple ad effectiveness metrics

. Online video ads in full episode online ‘ Online video ads in short form video € TV commercials

Qeq

1. General recall 2. Brand recall

3. Message recall 4. Likeability

Source: IAB & Nielsen Online Video Study 2012 Google Confidential and Proprietary 37



Google

Bonpochl.
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