IKANTAR
The Digital Brand Effect

How digital advertising is building brands
and delivering long-term brand impact .

A Kantar/IAB industry study

k Henning, Executive Director — Media at Kantar Australia
ie Stanbury, Research Director — IAB Australia




Kantar - The world’s leading experts in helping clients navigate media
decisions to grow great brands
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As part of this study
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campaign effectiveness
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Strong brands are built
by being Salient and
Meaningfully Different
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Strong brands are built
by being Salient and
Meaningfully Different

In this report these are
reflected as the
aggregate metrics of
Awareness, Brand
Associations and
Motivation
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Digital advertising drives brand metrics!!!!

AVERAGE CAMPAIGN IMPACT PER PERSON REACHED
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All digital formats can help build brands..... Yes even digital display!!!!
But tailoring to the format is critical

AVERAGE CAMPAIGN IMPACT PER PERSON REACHED
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Digital channels retain their brand impact as effectively as other media

% RETAINED BRAND IMPACT AFTER ADVERTISING ENDS
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Digital works well with other channels — both digital and ‘traditional’

% SHARE OF OVERALL BRAND CONTRIBUTION

Synergy Exclusive
(share of contributions due to exposure to this channel plus another) (share of contributions due to exposure to this channel on its own)

AUSTRALIA/ NZ
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Synergy with offline media m Synergy with digital media m Exclusive
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Digital works well with other channels — both digital and ‘traditional’
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Digital advertising drives brand metrics!!!!

And is highly cost efficient across all stages of the brand journey

Index = 100

Online Video Online Display

TV
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Digital works across categories

Average % Brand Metric Uplift across Categories from Digital Campaigns

FMCG Financial Auto Entertainment Retail Telco Travel Electronics B2B Education
Services

CAMPAIGNS , 1,490 1,012

—AIDED AWARENESS —MESSAGE ASSOCIATION PURCHASE INTENT
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And we have been getting better at delivering this impact over time (both from

a formats available POV as well as an advertiser creative POV

INDEX: SHARE OF IMPACT (2011-2013vs 2017-2019)
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Source: AU/NZ CrossMedia database

Digital Display remains
highly cost efficient

despite share of
impact decline

ICANTAR

57



Top 33% of campaigns are 3.5x more effective than the bottom 33%!

For joining the Top 20%, Best Practice is more impactful than simply big investment

L

1 = Don’t just think short term — Digital channels are highly cost efficient for driving brand metrics

[

12 = Work with other media — 35-45% of digital impact comes from working effectively with other media

3

« =« Manage your frequencies — over exposure impacts cost efficiency and can be negative for brands

‘4 Test and learn with new and emerging formats/platforms — in the early stages of development, they can

out perform other channels

1
w5 = Optimise your creative assets to the channel/platform where they will appear
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