Because You’re Worth It...

Delivering ROI to advertisers beyond “the click”...
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The Nielsen Company

« Global company, long-established with an excellent reputation for media
monitoring, market information and audience measurement

«  “14™ Most Influential Company In The World ”*, accuracy of our data is a
core pillar of the company

« Unique ability to analyse audiences’ behavioural characteristics across all
media and markets

« Core capability to provide highly-customised insight and analytics
* Nielsen covers 95% of global online ad spend
« Nielsen is considered the online market currency in many countries

« As a market leader Nielsen uses patented online methodologies to gain
unique online market insights

*
(BusinessWeek, Jan 2009)
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Because you're worth it...

* Regional media can prove it has a quality audience online

« Regional media can prove it reaches a significant audience size online

BUT

« How well can you target those audiences that advertisers require online?

« How well can it prove that advertisers money is actually working online?
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Mew Zsaland - Total Traffic

Ranking Trend History Geo target Duplication Demographics Adv demographics

Generate Report B dontcollapse A

Select report period: | ‘2 Including date: 3 Select report type: 4 Select publisher: expand view | select all |}

[ i 01/06/09 By Brand Iakst Aggregate

& Weekly By Publisher . 24T Girl Ltd
O Monthhy By Category - 3media Group
By Category Sites - ACP Madizs Haw Zzsland
- Action Media Lid
- AdHub Limited

.. Market Intelligence

All Sites

5 Selectdata:

Select tem{=) below and click "Generate Report’ to view just those item(z) Generate Latest Report >> Generate Report >>
Market Intelligence Ranking Report
Market: New Zealand - Total Traffic > By Publisher (Website data) El=1R
Period: Monthly, 01/06/09 - 04/06/08 previous month  next month
Rank [ Publisher Gl Ave Daily UB ElAve Daily UB%  EUE EUA EUBChange % [ UA Change % EIPl ETotal Sessions ETT ("000 :
F - Market Aggregate 1,832 228 100.00 4,153,706 - -75.78 - 257,503,008 14,538,017 3.2
O Trade Me Ltd a 579 975 31851 3227583 - -73.85 - 178,065 153 4,421 210 47
] = ‘vahoo!Xtra (i 285 665 2105 805,762 - 72.80 - 9945305 3352 659 3
O 3 APN Holdings NZ Lid a 274506 15.00 554 535 - -75.85 - BYTT.E14 1,873,595 T
[] 4 Fairfax Mew Zealand Limited [ ] 263215 14.37 679,004 - -79.35 - BB5ETIT 1,859,435 £
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Designed to assist online media buying/selling

WEB METRICS ' REPORTS \ CLASSIFICATION
Page Impressions Ranking Publishing Groups
Unique Visitors Trending Brands

Streaming Counts Duplication Sets Regions / Categories
Duration Demographics All/Select Sites
Frequency by Audience Profiling by

Un/Scaled Coverage Geo-targeting

Market Reach Search Referral

ALL BY DAY / WEEK / MONTH
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Web Traffic Profiling

MI’s unique collective sampling and profile survey means highly effective
year-long profiling (flexible - clients design the survey)

GMG Tindle P Hi'r”r'g Northcliffe
Website A Website B Website C . Website E
Website D

FOR EXAMPLE: \

If a user visits
Newsquest Site A and

N ¢ o X UG ' L8 completes a profiling
MI Survey ‘ ‘~"‘ 27 g ' survey, then also
- JI ‘ § visits JP Site C &

Datab ase ¢ V& e | €l Trinity Mirror Site D,

their profile is
reported across all
three sites. This is
very efficient

sampling. /
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Market Intelligence opens up significant options

Integration into Nielsen Hybrid (UKOM)
with retrospective data

Publish Data API can be used to feed into
. I.S &fs JICREG Locally Connected
using
Market

Intelligence Provide Profile Predictive Targeting to
Tag increase publishers’ ad serving ROI

Custom Analytics from overlaying
Panel-based user information

: 000060000
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Developing ad solutions to support media allocation,
creative optimisation and ROI

ldﬁg:%/tlijnngd%?gﬂd MedA'ﬁ‘OEﬁiT)?]mg/ Media Optimisation Post-Buy Analysis
* Add media * Determine the * |dentify the best » Measure the GRP
/consumption optimum share of programs & delivery of the media
/lifestyle variables to budgetto TV, websites in reaching schedule and
refine the Internet & other the marketing target determine what
development of the media, in terms of « Compare delivery of programs performed
marketing target maximising historical schedules well and which
exposure to to guide decisions badly.
marketing targets « Measure
engagement

» Understand brand
impact of specific
campaigns,
placements &
creative

» Understand
campaign impact on
purchases
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Online Advertising Targeting

Advertisers’ Target Groups

Predictive Profiling

~\

J

Behavioural

~\

J

Contextual (Page)

~\

J

Manual Placement

~\

J
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Targeting — People Focused Advertisements

 Targeting is the bridge between media planning, media
buying and media optimisation
« Advantages of targeting:

— Target groups can be described by different variables.

— The target group can be reached regardless of the content
areas.

— Less wastage: The advertisement reaches the target group
directly.

» Target people not their behaviours!
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Predictive Targeting Approach

« What can you see in this picture?

e |s this a car?

NO, you can see what it is!

This is how the prediction process works!

« Nielsen Census Solution is recording various different characteristics of your users
through Market Intelligence, but not every characteristic for every user is known.

« The solution: In the case of missing characteristics, Nielsen Targeting completes
these profiles with similarity comparisons of other user profiles (prediction model).
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Nielsen Targeting — well-defined targeting products.

 Nielsen Targeting: standardized products for digital advertising

— Nielsen Targeting Socio-Demographics
— Important socio-demographic characteristics like gender, age or education

— Nielsen Targeting Affinities
— The most important fields of interest, e.g. “finance” or “shopping”

— Nielsen Targeting Lifestyle
— Lifestyle oriented target groups

— Nielsen Targeting Region
— Target groups based on country regions

— Nielsen Targeting Homescan
— Consumer target groups based on Nielsen Homescan or Nielsen Consumer
Research data - FMCG — Targeting
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Foundation for integrated & trusted ROI

S Gettoday's gossip Love & Sex in bec \
Q straight to your inbox Celebrity Health & Lifestyle Dmly gossip aut
air Daily Gossip Dos and Don'ts
i Dos & Don'ts Celebs in style

Nielsen Reporting

User Market_ Intelllgenc_e
Instant Glamour with James prof”e Cam paign AnaIyS|S
Brown . .
survey Video Analytics
e e syt . J
B3 share this story
Predictive Single Interface Overlay panel
: Reportin user data
Profile b g
Targeting
System \l,

. User profile : Tag data for
Publisher’s < A|?3| el Nielsen’s M.I. ey ?—berid

Ad Server Server
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Ad Effectiveness fulfils the other
ROI requirement
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FMCG advertisers are starting to invest In
online display

Online Display BTV

29%
a)
|_
>
[ce]
o
2 0
o 7%
o
()
(@]
= [ I
@®©
<
(&)
) - .
-16% -15%
All Advertisers FMCG only

Source: Nielsen Media Research Jan- Aug 09 vs. 08
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But this iIs still a relatively small investment

Online Display BTV

2,068

£ million

766

336
12

All Advertisers FMCG only

Source: Nielsen Media Research Jan- Aug 09 vs. 08
00000000
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Why the reticence to move display budgets online?

« All forms of effectiveness revert to direct

response
— The click through hailed as the metric of choice
— Whilst other media historically focussed on
audience delivery and not ad effectiveness as their
role

* The Ad Impression fails to assess Online’s
ability to deliver audiences

— Measures the machine not the person

— Cookie deletion rates drastically distort the impact of
online

— No comparative measure with traditional/offline
media

* Even Online’s attempt to demonstrate brand
impact is flawed

— Since these studies delivered via pop ups measure
at the peak of consumption (post exposure) and
thus over inflates online’s brand impact

Confidential & Proprietary
Copyright © 2009 The Nielsen Company



There Is a genuine need to move the Internet effectiveness
measurement forwards:

1. Develop the Online GRP/Effective GRP
« Align/ show delivery versus other media

2. Measure post exposure advertiser brand engagement
« Fairer assessment of impact than the click through metric
« Isolate unmanaged (viral/CGM) effect of online

3. Align brand effect surveys with traditional media
« A more realistic measure of long term branding effects of
online up to 30 days post exposure

4. Measure the sales impact of online

* Online sales via the meter
« Long term of online in conjunction with other media
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Ad Effectiveness has two main studies:

Brand Impact
(Tags + Survey)

Unaided/Aided Brand Awareness

Aided Ad Awareness

Familiarity and Favourability to Ad/Brand
Key Attributes of Campaign

Message Association to Ad/Brand
Creative Impact

Brand Image Associations

Purchase/Usage Intent

Behavioural Impact
(Tags + Panel)

Total Campaign Delivery

Reach & Frequency (e.g. GRPs for video)
Demographic Profiling

Placement (Sites)

Placement Overlap/Demographics

Campaign Build (Exposure, Cumulative
Audience over time)

Post-Exposure Action (no click)
Post-Exposure site engagement

Search impact

Use a combination of both
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New In 2009/10: Ad Effectiveness Solution

What was the brand impact of the campaign?

* <img src="//secure-us.
imrworldwide.com/cgi-bin/m?ci=ad-
eff&amp;cg=jiminyas " alt=""/>

Nielsen provides
executive summary
/ consultation

Tag Online Ad - Survey Research - Passively observe

: behaviours on
Creative Now panel _
Nielsen panel meter

Nielsen tag inserted
into ad creative.
Those exposed to the
ad picked up on the
Nielsen behavioural &
Research Now survey
panels

Exposed (and
control) panelists
are sent a survey 24
hours post exposure
to determine the
brand impact

This allows us to
calculate the audience/
demos, the contribution

of media selected,
creative used & post
exposure behaviours

Clients receive top-line
performance
summaries to evaluate
campaign and creative
performance
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Campaign Delivery

Campaign Delivery Report Reach/Frequency Curve
22%
Campaign Stats Adlintelligence Summary 20% 1
- Brands in Campaign: 1 « Reach (%): 0.85 18%
., . . . . ¢ . g o |
Ads in Campalgn. . 8 Reach (‘000): 1,275 a._; 16%
« Target Audience: Mom’s w/Kids = Frequency: 3.5 G 14%
= Planned Impressions: 20,000,000 -+ GRPs: 2.96 b 12% |
* Frequency Cap: nfa 2 10%
- Sites in Campaign: 12+ 1%t Target Reach (%): 1.19 = il
= 1=t Target Reach (‘000): 1,785 E 8% 1
AdIntelligence Server Stats + 1% Target Frequency: 3.64 O 8% 1
- Ad Views: 18,756,342 ° 1% Target GRPs: 4.33 4%
« Unique Ad Views: 16,225,784 20
. = 2rd Target Reach (%): 1.24
= Average Frequency: 1.16 ; 0%
A Ad CIICkS (%) 0 12 - 2ﬂd Target Reach (OOO) 1’860 T T T T T T T T T T T T T T T T T T T 1
: : . 2nd Target Frequency: 34 1 2 3 4 5 6 7 8 9 10 1M1 12 13 14 15 16 17 18 19 20+
= 2rd Target GRPs: 4.23 Frequency
Placement Analysis Weekly Cumulative Reach
Reach Contribution Avyg. Frequency Ratings Points 100% -
WebMD [ | 12% I 90% 1
MSN Health 23% 112 [ oz 80%
Monster.com | L 82 [ lows 8 T0% A
1 i —_— R
Hotmail | 015 e
. = 50%
Willage This could Bide 3
CondeNet 1013 E
o also be S 30% |
epicurious.com . . [ 0.3
sites In a .
Ask.com K . 0.13 20%
Yahoo! Mail networ ] 0.92 10% -
Time.com | 5 0% T T T T ; ; T
People || 3% Y [:3 0.09 29/07/2007 05/08/2007 12/08/2007 19/08/2007 26i08/2007 02/09/2007 09/09/2007 16/09/2007
Week
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Did the campaign deliver on plan?

Key Insights Campaign Delivery

The campaign reached 40% of the target audience who saw it on
average 12 times

The Social Network/Email category delivered high levels of reach
whereas the Entertainment/Gossip genre were delivered frequency - Total Reach (%):
e e A . Total Reach (‘000):
« Total Frequency:

+ GRPs:

« Target Audience: Women 20-34
» Planned impressions: 72mn {(observed 65mn)

A good distribution spread at 2-8 frequency level but be mindful
of the high exposure levels within the Entertainment/Gossip sector

Watch out for over delivery of 35+ age group by Ad Networks & . 1< Target Reach (%):
Social Networking/Email sectors . 1¢ Target Reach (‘000):

« 15t Target Frequency:

The campaign achieved good penetration of PH's EType target
« 1%t Target GRPs:

groups: social lifestyle, frequent socialisers & active online spenders

Ad Category Placement Summary EType Segments

All Exposures

Women 20-34

o category frdienee @ Ap‘liszzr E

Total 2,065 100.00% 11.54 464.8

Audience | Composition @ Reach |

Composition
EType Segments (000)

Index

Frequent Socialisers
“Young people are the most active
users of new technology for
socialising. A strong bias towards
the under 28's, living in rented
accarmmodation. Incomes lower
than average and, perhaps as &
consequence they tend tn spend
less online than others
They are enthusiastic about
downloading music, ringtones and
TV programrnes. Making
. . o significantly more use of social
Social Lifestyles netwnrking web sites than other
i i 0, roups. The immediacy of instant
Health!BrOWSIng"’Datlng 356 17.25% 7.84 54.5 Q Younger couples and singles, starting to have respongibilities such as children and ?nassagmg iz likely to g; preferred
houses, are relatively experienced users of the net. They are not prolific or varied online to email. Includes the most prolific
spenders. Many will feel they rely on the Intemet to plan their sorial activity and a broad users of text messages and
raix of online social and leisure activity. They are more likely to take part in discussion download the widest variety of
Ad Networks 982 47 55% 4.60 88.1 groups, read and wiite blogs, read magazines or newspapers, share photos, download thinge to their mobils phmis
podeast, listen 1o music and regularly use instant messaging. They wisit social Immediacy of communication is a
networking web sites but are probably not prolific users. Their work / college activity is requirement of the fast pace of
. . . likely to invalve regular use of the Intemet. Other practical anline activities might include b
Social Networking/Email 1,376 66.64% 7.00 187.8 joh seeking, paying utility bills, and house or flat hunting. Comfort with the anline these youngsters' social world

community is a fsature of thess peopla's lives

Entertainment/Gossip 170 8.21% 27.38 90.6

0,

()

o
0,
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Did the campaign deliver virally?

PAID FOR AD
CAMPAIGN

¥T Home Page

Takeover

Anyone who saw
the paid for ad
on the Youlube

YT Evian
YWatch Pages

Anyane who
wisited the "Evian
Watch Pages' on

EVIAN CAMPAIGN

Search:
Evian

Anyone who
conducted a
search for Evian

Home Page You Tube inany search
i.e. natural engine
(see appendix 1
for full list)

Embedded
Video

Anyone that
wiatched the video
on other sites | &
non YT Delivery

Site Engagement: Reach (000s)

Those who visited the ‘Evian’ sites
Period: 15t — 315t July

Index

23

Control Exposed to YT Paid for Exposed to YT Paid for
Ad

Ad + Watch Pages

Exposed to Evian
Campaign

Those exposed to the Paid
for Ad were 20% more
likely to have visited the
Evian sites than those were
not exposed. Those that
were exposed to the Evian
Campaign over 2 times
more likely.

Online GRP Delivery Boost

+160%

.
w®

W Natural

L
»
.?

W) |

praumg oo soppar s oo

e B ) i e T ST
Evian Roller Bables inemational varsion
.

Subsiien” Moy

Biianatoors | Congle sors

et

"

Ul

nielsen

Evian Brand Engagement (Time)

ki ey

W

i s i e 3] @it | Goagle e
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What was the branding effect of rich media vs. standard?

Overall the campaign led to a small uplift in online ad
awareness, but did not bolster Brand A's already high
key metric scores.

Brand A Key Metrics
All Respondents: Women 20-34

100% 100% Purchage

Intent rose to
4% amanigst
Brand A users

B8

3% . 75%  73%,

o 49% q E ____________
47% A47% 459 o
Hisizen
Harm
s ]
Hislsery Hielsen
Harm Narmm

Cnline ad Brand favourability  Purchase Intent

aWareness

Aided brand
AWAreness

Message
association

Control m Exposed

*Favourability or Purchage Intent - Yery/Sormewhat

Standard media outperformed on all key metrics and
perceptions except for the freshness attribute which
came across stronger in this format

Results by Creative Exposure (Mutually Exclusive) ““

Alded brand awareness 100% 0% 0%

Online ad awareness 47%
Wes=age azsociation 47%
Brand favourability Ta%

FPurchase intent

Staternent 1 52%
Statermnent 2 T1%
Statermnent 3 2%
Statermnent 4 T5%
Statermnent 5 T9%
Statement 6 54%

Significant difference
at@5% confidence imit

Standard formats displayed a stronger performance
especially in terms of ‘involving, distinctive and pleasant’

Creative Word Scores
Salad Station: Women 20-34

Inwolsing
B0%

Distinctive Interesting

Disturbing Soothing
Unpleasant Gentle
Irritating Fleasant

Baring Weak

Dull

== Exposed to rich media advertising
= Exposed to standard format advertising
= Exposed to hoth

Rich media led to greater amplification of the

message than standard format advertising

Amplification
Respondents: Women 20-34

29%

16%...16%

It is an ad that [ would tell other
people about
it
m Exposed to rich media advertising
m Exposed to standard format advertising
m Exposed to both

It iz an ad that | would send someaone
elze a link to so that they could watch

nielsen
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Did it drive online engagement?

Exposure Paths To The Brand A Site Brand A Site Engagement
* 632,000 went onto visit the Brand A post exposure U nlqu e AUdIence
+ 30% visited the Brand A site after one exposure, 62% after three exposures [ Nielsen norm for uplift
+ 35% of those exposed on ad networks visited the Brand A after one exposure between control and
exposed 81%
T —— +25%
B B B 2
Audience
Total {000) 191 124 186 675
% 30% 50% 62% 88% 1% 100%
Healthi Browsing/ Audience
Dating (000) 2 8 8 8 2 &
% 31% 43% 50% 54% 57% 100%
. ;- Audience
Entertainment/ Gossip {000} 33 4 4 1 8 5
% 61% 69% 76% 78% 93% 100%
Social Networking /  Audience 34 35 2 26 14 49
email (000)
% 36% 51% 61% 73% 79% 100% I LRy 4
Ad Networks %Ll‘%)e”ce 158 112 57 29 6 87 Gontrol Test
% 35% 60% 73% 79% 80% 100% Base: Al
Pair wise matching based on Age, Gender, Presence of Children and then Total Onlfine Activity

Top Pages
URL ﬂi Unigue Audiente: | & i golin 452
Total i631p3BI . 3208% | % Pre B Post
http:fiwew. brand a.co.uk/delivery/storeconfirm, aspx e -2 b 1217%
hitp:#veww, brand a.co.uk 231088 1.73%
http:ffwwew brand a co.uk/delivery/basket aspx 1&3,510‘_' 7.54%
http: e brand a.co.uk/deliveryfmenu/| B 134807 ™., . 6.:85%
httpffveww. brand a. co uk/delivery/menu/default. aspx 131201 0, 6.66%
http: /A brand a.co.uk/delivery/default aspx 120800 B 14%
+16% -,
| Unigue Rudlioace S Re b

Total 129159 o 143%

http:/fweew. brand a.co.uk L5083~ 5.39%

http:/Awww.brand a co.uk/delivery/storeconfirm aspx 104 573 531%

http: M. brand a co uk/delivery/menu/default aspx 82072 417% |

http:ifwsw. brand a. co. ukfdelivery/basket, aspx 72134 3B6% | I A

http:ffwww.brand a.co.uk/delivery/ 66 804 3:39% |

Searches
{000s)
Sample Sizes Fre 522 Post 770 Sarpter 257
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A Truer Reflection of Online ROI

Drive to Advertiser Site

Post Exposure

Exposed to Consumer Electronics Ad (000s)

Exposed to Ad who visited Advertiser site (000s)

Percentage of those exposed to the Ad
who visited the Advertiser site

nielsen

Conversion Analysis

Secure Audience

29,000

Test

18,000

Control

X6 ROI

URL Ausance
Total 000
NS it Bran B €0,k 7000
Fitps:funww, Brandxhiair comishap-uk/chockoit php 5,00
s fferwow brancuk 0 ukfprandwbrands-stylers phg 500
L DA U, 0 DN - g 8y -5t g 1000
Bl o brandu sk 6 wkfordar pha?purEies Hpurgin

Pl www, branduiaic

B oo BN K €0, KON PR
bt e brand ok coiviklordei? php
s e brands k. o cran e s Siyn g

MU o b o €5 Wb rands 2008 i it 40
g, Brand k€0 ukfbrands- etk atyler phy
it [, brandi-uk ¢ uk/brandwstylorsfrandyesalon. styler ph

it v ot COMVRISE e
i3 fherww, ranhaie comiiksbans-w purpl-siyler

it Sewrn, brandihaie Comiubaanad v pink-styles 2008
g B b hm canmukibeardc v st pler
s i, by e
Hitps: arvow, srandehal ook shopming- <A phoTesAiey

s i, DA €0 uk/0ror. phg PIusvinas L ussins
Fitps i .
s e brand.ui £ uk/orends-pure-stylér php
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2009 Sample Client List for Ad Effectiveness

« Trade Bodies Clients

— IAB UK, IAB France, AOP UK - u
é‘wgn RedBull podf [} M
. Publishers MORRISONS

— Google, MSN, AOL, Guardian, Dailymotion, @ i _5’0) o Gl
— Channel 4, Orange @Iﬂﬂ gx nikon BT \ T - -Mobile- - -
erl'iewcads

SONY
PICTURES

« Networks LOREAL i .£. 3 @.c
— Specific Media, Glam Media —
Lancome ®RIAS @D NDKIAW
° AgenCieS THE %aﬂant{c
— Starcom, Havas, Zenith Optimedia & __ : ﬁu‘ cor o

. —
RENAUEY HSBC@ mbna bml ‘E&w‘@g
» Advertisers
— Evian, Chanel, Kraft, Red Bull, Pizza Hut, Sony

Pictures, Nikon, Walkers, Renault, L’Oreal, COlI,

Societe Generale, Lancome, Direct Line, Volkswagen,

BA, Vodafone, BMI, Virgin Atlantic, Three, Aviva, Mc

Donald's, MBNA, GDF, RIAS, AGF, Carrefour
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Because you're worth it...

By using tools such as Market Intelligence, Predictive
Profile Targeting and Ad Effectiveness, it gives media
researchers the ability to directly prove the value of their
research to the value of advertising revenue
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