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SHARE OF MIND
What is the quality of campaign memories relative to competitors?
Share of Mind already very strong for Brand A with further increase by the campaign
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SHARE OF MIND = VISIBILITY OF CAMPAIGN

VS. H«R = j j/ |\ Did your campaign cut through and reach your target group?

X*V//\—/ODD?E\%I](EI ? ﬁf—[.“ t(D;E(j: ? Rather weak cut through of campaign, with recognition below average or on par and weak brand link —

however if aided, brand attribution is high based on consumers’ strong affinity to the brand
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CAMPAIGN EFFECTS — BEHAVIOUR & RELATIONSHIP CHANGE
Did the campaign impact the main brand KPIs related to short term choice and long term expectations?

Campaign successfully impacted purchase intent and brand relationship
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First Choice . id the campaign impact the associations towards the brand?
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TOUGHPOINT ANALYSIS - INCREMENTAL REACH PER TOUCHPOINT
What is the incremental reach per touchpoint?

*v ~ Ao — ~ %% POS activities reached by far most people and the TV ad and WoM contributed most tg
/ / incremental reach — overall 60% of all respondents were reached by the campaign
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EMOTIONAL RESPONSE
What immediate emotional response did the creative evoke, and when?

We see arise in neg ‘Disgust’, surf ing the positive affect from the point when
the close up of the fur on the burger starts to grow
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SPONTANEOUS REAGTIONS

What did people think and feel after seeing the creative?
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LIKEABILITY
COverall, how pleasant did people perceive the creative?

Likeability above norm, people (who like XXXX) love the scenery, the music Tail
and the appetizing presentation of the J200X
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OVERALL CAMPAIGN IMPACT SUMMARY
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13,08 VOLUME OF CONVERSATION: WEEKLY DURING CAMPAIGN
N, 3 ~ e e What volume of conversalion did the campaign trigger for the brand?
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EARNED MEDIA: TONE OF GAMPAIGN CONVERSATIONS
How positive are people about the campaign, and what are they saying?

=i 95% of classified sarmmed media content is favorable, reflacting campaign elements and ingredients
o Bl
Mo
Aan Sentiment Distribution across Type of Media Word Cloud of Mentions with Pasitive Sentiment
o

TIFAY MR o

[Ep——

o AlZRVISTERB ORI A e oo I
HIE - reovcs |

XFPUR=2IC3H9 3. SNS FTORGE

mrosive mhoutsl ® Negatie

&

(& ? RIGOAE(} ? SRIEISRE ? (R
T4 -2 747)

8 — © lIpsos |




ABOUT IPSOS

Ipsos is the third largest market research company in the world,
present in 90 markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built
unique multi-specialist capabilities that provide powerful
insights into the actions, opinions and motivations of citizens,
consumers, patients, customers or employees. Our 75
business solutions are based on primary data coming from our
surveys, social media monitoring, and qualitative or
observational techniques.

“Game Changers” — our tagline — summarises our ambition to
help our 5,000 clients to navigate more easily our deeply
changing world.

Founded in France in 1975, Ipsos is listed on the Euronext
Paris since July 1st, 1999. The company is part of the SBF 120
and the Mid-60 index and is eligible for the Deferred Settlement
Service (SRD).

ISIN code FR0O000073298, Reuters ISOS.PA, Bloomberg
IPS:FP
wWww.ipsos.com

9 - © Ipsos

GAME CHANGERS

In our world of rapid change, the need for reliable information
to make confident decisions has never been greater.

At Ipsos we believe our clients need more than a data supplier,
they need a partner who can produce accurate and relevant
information and turn it into actionable truth.

This is why our passionately curious experts not only provide
the most precise measurement, but shape it to provide True
Understanding of Society, Markets and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity,
speed and substance to everything we do.

So that our clients can act faster, smarter and bolder.
Ultimately, success comes down to a simple truth:
You act better when you are sure.



BE
SURE.
ACT
SMARTER.
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