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online ad growth has changed the rules
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online Is driving demand for proof of effectiveness

Home My ads = Allow & block ads Performance reports

Custom channels Ad sizes @ Sep 1, 2010 — Dec 1, 2010 ~ |
LURL channels

Save report | Set az default report || Export to Excel CSW B Columnz - |
Products (2

$250.00 B $10,336.07 728x90

Saved reports W $2,491.22 468x60

O Page views @
Cluick reports + O Clicks @
$150.00 (OPage CTR®
Help CcPc@

$100.001 & Page RPM (2

£50.00
WW_L\MWM
I I I

Sep 10 Oct 10 MNaow 10

|Sear|::h help center | Go |

£ 0 Combine | * Chart |

Ad size Page views Clicks Page CTR CPC Page RPM Estimated earnings +
1 728x90 6,115,717 38,207 0.62% 5027 $1.69 $10.336.07
1 120x600 1,399,355 26347 1.88% 50.16 $2.95 $4.129.18
[ 160x600 807,963 42 628 5.28% 50.08 $4.23 $3.421.57
[0 468x60 2,637,834 6,587 0.25% 50.38 5094 $2.491.22
(1 300x250 196,287 56.581 3.35% 50.33 $11.10 $2.178.25
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brands often make bad radio commercials







@ 6 national markets

"' 180 million consumers

‘))) 7 languages

@ 12 time zones

é: /00+ radio advertising campaigns
O

D 1 global benchmark database
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Unprompted brand awareness

- Top-of-mind: ‘First mention’
What names of food manufacturers can you think of?

All Mention:
CR listeners 49.7%
None listeners 44.2%

irst mention

17.1%
11.2%
8.5% 9.2%
6.2% 5 1% 6.0% 5,3%
Heinz Birds Eye Cadbury Nestle Kelloggs
CR Listeners Non Listeners

Base: All respondents

Top 5 shown
mEEmrab




Ad awareness

Have you seen or heard any advertising for Heinz within the last 4 weeks?

Net radio gain = 15.4% points (+52.7%
Weighted (30" equivalent GRPs) = 3.3%

44.6%

= sig dif (1%)

CR Listeners Non Listeners

Base: All aware of brand

‘Yes’ response (%)
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... Heinz is worth paying more for? - Key
decision makers

To what extent do you agree or disagree that... Heinz is worth paying more for?

Top % agree (8,9,10)
! Relative uplift= 22.3% (+10.7% points

= sig dif (1%)
= sig dif (1%) 58.7% *

53.1%
.................... = sig dif (5%)
39.5%

I

All Key Decision Maker Non-key Decision Maker

Base: All respondents
m CR Listeners @ Non Listeners
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Brand consideration - Category Salience

If you were considering buying pre-prepared food today, how likely would you be to consider Heinz?

55.7%
47.3%
. 42.5% ]
Within next week Within next month

® CR Listeners  ® Non Listeners
Base: All who would buy product category

Top % agree (8,9,10)
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51’s scores vs. Radio Gauge average

Which of these words and phrases do you feel could be applied to this radio advertising?

Involvement
8.0,

7.0 .
6.04
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= Heinz = = *RadioGauge Average —— FMCG

Base: All CR listeners

Mean score (max 10)
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Integration - benchmark

Which of these words and phrases do you feel could be applied to this radio advertising?
» Recognise catchphrase/slogan
» Recognise music/voice

» Strong performers link with TV campaigns using music, voices

7 o

radio
GAUGE FMCG Nutri-Grain Muller
Base: All CR listeners

mmErab Mean score (max 10)

« Max = 8.5
*Min = 3.9
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radioGAUGE expansion in Europe
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