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Shaping the future
of your brand in a
digital world




Investing in building strong brands deliver better returns
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Meaningfully, Different and Salient brands also drive strong Business Results

(o) With HIGH With HIGH With HIGH
/o Demand Power Pricing Power Future Power
higher volume share higher price paid more likely to grow sales values
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And investing in BRANDS these days means spending more on digital
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And as marketeers continue to follow people’s journeys, the divide between
Digital and Off-line will become even more seamless

Changes in budget/resource allocation (% net positive)
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B Anticipated in 2023

Source: Media Reactions 2022 survey of global marketers
l(ANTAR Q. How has your allocation of budget and/or resources for the following channels for 2022 changed (compared to 2021)
Q. How do you expect allocation of your budget and/or resource to change in 2023
Response options for both questions were increase/ stay the same/ decrease. Figure shown is the difference between “increase” and “decrease”.
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Where does Brand
Performance meet Brand

Building in a Digital world?




Right returns




What seems accepted is that measuring Performance Marketing

alone is not enough...

Pure Conversion rates (CTRs) do not correlate
with Brand Metrics @)

In Ecommerce...

64%

of searches start with
a Branded Search
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(1) Source: “Can Rich Media Metrics Predict Brand Impact?” by Ken Mallon (Kantar) and Rick Bruner (Google):
l(ANTAR (2) Source: Stackline 2020 figure for all ecommerce searches in USA



Brands have adopted different marketing strategies to balance this

Adidas: We over-invested
in digital advertlsmg

Adidas admirs that a focus on effictency rathe ‘|:-,;v..'|.mrn
led i 1o over-focus on ROV and over -invest in performance and

digital at the expense of brand building
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Asos CEO blames
acquisition slowdown on
‘insufficient’ brund Spend

As the online Jashion giant posts lacklirsire

CEO José Antonio Romos Calamonte outlines hi :'u.h-hu,'

fong - term sustainable growth

Airbnb CFO: We were right
to shift spend from
performance to brand-
building

Citing PR as its “most important channel”, Airbnb will continue to

invest the bulk of its marketing spend in brand -building in 2022
as if looks to attract new hosts and support innovation

“ Ry Michaka Jefersen | ¥ 1o 3077 Arare T G
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What people think/feel of a BRAND does impact their purchase decisions

Has a direct impact on

conversion ;€
E lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll ’ /\ﬂ

Sales
C\iﬁ t So acomprehensive
| Also has a direct view is required and
Marketing Impact on Sales! BALANCE is key!

(advertising investment)

e o ( )
Has a direct impact on equity

Brand Equity

ICANTAR 1



Brand impact
drives future
sales as well as
sales TODAY

+15%

Contribution of brand
to sales as a result of
media spend

V%

Direct contribution of
media spend to sales

l(ANTAR Source: Kantar Total MROI database
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And this is also true
for Digital channels!

Digital

B Equity driven sales through that media

Short term sales

l( ANTAR Source: Kantar Database TMROI
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Right places




A people’s centric approach is more likely to drive better returns...

Average brand impact delta when using channels with higher receptivity %

0.6

Ad receptivity Negative Neutral Positive

Source: Kantar Context Lab research. Brand impact metric is the average difference on core brand metrics between

l(ANTAR exposed and control respondents.
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Amazon is the most popular ad environment among German consumers

Preference German consumers YOY
amazon ()
OER SPIEGEL ()
Google ()
0 (+1)
d' TikTok (+1)

ICANTAR

Source: Kantar Media Reactions 2022
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Campaigns
leveraging several
media channels
are more efficient

Indexed campaign contribution by number
of media channels deployed in the campaign

334

208

100

1-2 media channels 3-4 media channels 5+ media channels

Contributions

l(ANTAR Source: Kantar CrossMedia database (2015-Q3 2021). Differences in contribution by number of media channels used within GRP bands, normalised. 17



As channels increasingly don’t work in isolation

% of campaign performance which comes from synergy effects (i.e. the combination of more than one channel)

2019 and earlier 2020-2022

l(ANTAR Source: Kantar CrossMedia database
1530 campaigns up to 2019, 388 campaigns from 2020- 2022
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Which also talks to the fact that different channels can help to drive different
elements of equity
30%
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= TV = Qutdoor = POS =Radio = Newspaper = Magazine =Cinema = Online Display = Online Video = Facebook =YouTube = Instagram - Twitter

5% 4%

l(ANTAR Source: Global Kantar CrossMedia database (Q3 2022 — 1,214 campaigns) 19
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Creative quality is the
single biggest driver
that explains growth
on brand exposure

Reach
32%

Creative quality
49%

Drivers of salience:
Overall campaign level

Frequency
14%

Media synergy
6%

ICANTAR
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If you get it wrong,
your digital campaign
could have a negative

% difference Exposed vs Control

Brand Favourability

9,4

1,9

Purchase Intent

9,3

1,8

iImpact on the brand

-4.9

Bl Best (top 20%) Average

4,7

Worst (bottom 20%)

l(ANTAR Source: Kantar global Brand Lift Insights Marketnorms database

(8,365 campaigns) — 2019-2021
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Good content

Overall campaign contribution by campaign type

strategy makes other

decisions easier

157
131
100
Not well integrated Integrated — similar ads, Integrated AND
but NOT well customised most media were
to individual media customised well
Base: (57) (64) (102)

ICANTAR

Data Source: Kantar Millward Brown global CrossMedia studies, 2015-2017, (223 studies).
Categories: Food & Bev, Household, Retail, Travel, Personal care, financial services, technology, automobiles
Overall Campaign Contribution is a measure of campaign impact on a combination of all brand KPIs (awareness, associations, motivation)
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A great CONTENT STRATEGY relies on...

INeY|

Have a strong
creative idea

Create lasting
Impressions

&

Integrate
the brand

ICANTAR
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TAYLORS of HARROGATE

YORKSHIRE

ICANTAR
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How a mature brand can drive growth through

clear content strategy

Different
positioning

Delivered
with Impact

Delivered Consistently
for the BRAND

Based on the idea of PROPER TEA

Which was born from “digital
conversations” in Twitter

Lighthearted humor

Use of celebrities from “Yorkshire™

Use contemporary challenges to
maximize position...always around
PROPER TEA creative idea.

All channels aligned to the PROPER
TEA strategy

Consistent use of BRAND CUES

Consistent style across time

ICANTAR BRANDZ
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Comms bring to life the brand position with humour & celebrity consistently
Has great ads +44% above average | Salience +27% P2 years

2019 2022

| A»«Mw ok .

+21.4% brand predisposition in last two years which lead to transforming
their market share from 13% to 33%...from number 3 to number 1!

ICANTAR BRANDZ 360



In summary:

Sall

o

Brand is a driver of sales

& digital advertising a force

to drive it...but we need to think
and act differently

AP

O-~<70

ofRe

Plan for Reach (not just targeting) Quality of creative, Context and

- Multichannel and Context are Consistency is the

key best way to optimise digital
investment...and brings it all
together!

ICANTAR
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Questions?

gonzalo.fuentes@kantar.com
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