MeTtoaukm oueHKkn adodeKTUBHOCTH
peKknamMHbIX KamnaHun B IHTEpHeET:

HaCKOJbKO Mbl MPUOMN3NNNCH K LIeNK, a He
KaknuMun nyTAMU K HEWN UATH



e laHo: HekMK NpoayKT (ycnyra), KOTopbIv HAAo
npoaarb.

e U3BeCTHO, 4YTO 9TO AenaeTcs C NOMOLLbHO
Hekoero Habopa KOMMYHUKaLNK C
NnoTeHUManbHbIMW NOKynaTendamm, 4acTb U3
KOTOPbIX (KOMMYHMKaLWW) NPOUCXOOUT B
NHTepHeT. EcTecTBEHHO, KOMMYHUKaALNK
CTOAT OEHeET.

 CnpawuBaeTca: Kak COOTHECTU BEMUYNHY
3aTtparT Ha MHTEPHET-KOMMYHUKaLUWUN C
BENNYMNHOMN NMOJSTYYEHHOMN C NX MOMOLLbIO
npmobINu.



| lInpamunaa oencTBuin

[MpooaTb

/DTMMYHVIpOBaTE\
/ Bosneub \

NHdpopmuposatb

BbibpaTb

Cobpatb

Kak cooTHecTu Mmexay coboi KOHBEpPCUID NMepexooB U 3aTpaTtbl Ha HUX?



MHCTPYMEHTHI
OENCTBUN peKknamoaartens B

MHTepHeT
KOHTEeKCTHaga peknama

baHHepHaqa peknama

KOHTEHT (TeKCTbI, cTaTbn, POTO, BUOEO)
Action (Urpbl, NPUNOXeHnS)
[Tpomo-caunTsl

CoobLwecTBa

UTto genaet Kaxabiu U3 3TUX MHCTPYMEHTOB B
KOHTEKCTe nepexonoB no nmpamuae oencteBmn?

Kak pasnnyaercsa 4yBCTBUTESIbHOCTb
nosib3oBaTesien K KaXaomMy U3 3TUX MHCTPYMEHTOB?



KomnaHua

MeToaunka

[NapTHepbI

nielsen

BrandLift

Dynamic Logic
A Hilbvasd Brewn Camgany

Adlndex
Connects

i compete

. , AdEff
() comScorE ’
OMNITURE Omniture
E— — — SiteCatalyst

| Google
Google Analylics | Analytics

openstat




Dynamic Logic Metric Glossary Iry

Brand Favorability

Dynamic Logic
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Tpn UCTOYHKUKA N TPU cOCTaBHble YacTu Brand
Dynamics

Brand Pyramid ™
CTteneHb NoSNbHOCTU

notpebutenen Kk 6peHay

Brand Signature ™

CunbHbIe u cnabsble
CTOpPOHbI 6peHaa...

Brand Voltage ™

MoTeHunan 6peHaa



BnnaHne goopmarta peknambl B
coumnanbHOU CETU Ha ee
9PPEKTUBHOCTDL

Difference between control group and exposed

30% @ Homepage ad exposure
@ Homepage ad + organic

Ad Recall Awareness Purchase Intent

McToYHUK: Nielsen, BrandLift



How to interpret Dynamic Logic MarketNorms data Inry

Control groups do not see the
online ad campaign
Exposed groups have had the
opportunity to see the campaign

“Percent impacted” refers to

the change or delta after
respondents have been

exposed to the campaign

H Control W Exposed

100%

Al13 A3.2 AO.8 Al.S Al.1

_—77:6% 78.9% p—
80% : R

11 out of every 1000 people
intend on purchasing from

60% the brand after exposure J
44.5% 45.9%
40%
20%
0%
Aided Brand Online Ad Message Association  Brand Favorability Purchase
Awareness Awareness Intent/Consideration

Source: Dynamic Logic MarketNorms®

o = Overall Video: Last 3 Years, Q4/2009, N=307 n=362,098; Rich Media: Last 3 Years, Q4/2009, N=1,203 n=1,511,268
Dynamlc Loglc Simple Flash: Last 3 Years, Q4/2009, N=1,183 n=1,507,596
A Millward 8rown Company 11



Ouarpamma 1 [luHaMuka naMeHeHUs cTeneHu BoO3AeNCTBUA Ha Nonb3oBarens
pa3nuyHbIX (POpMaTOB pPeKNambl NoO NapameTpy «HaMmepeHue noKynku»

CreneHb BO3OeNCTBUSA

“* Ounanu-Bupeo  Mynetumegma — MpocToit hnaw
. .
1 -
0

QI06- Q406- QUOZ- Q207- Q3F07- Q407- Q108 Q08 Q308 Q408 QUOS- QA0S
Q207 Q307 Q407 QUOS Q208 Q¥08 Q408 Q09 Q208 QI09 Q409 QUI0

Ckonb3siliee cpeaHee 3a 4 ksaprana

HUcmoynuk: Dynamic Logic MarketNorms.

Obwee vucno sudeo N=323; konuvecmeo npocmompoe n=382,313;
Mynsmumedua N=1,207 n=1,512,406;

lMpocmod ¢pnsw N=1,179 n=1,485,831



CpaBHUTENBbHAA 3P PEKTUBHOCTL
NPOMO-CanNTOB

x
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o
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3nanue OpeHia
¢ ITOJICKA3KOH

+11.2

3Hanue oHIaHH-
PpeKIIaMBbl

= HopMaTuBHBIN ypOBEHb MUKPOCAHTOB
B MarketNorms B mesom (M306pakenns / BUIEO)

+78

+34

+3.1

Bocnpustue [Ipenmourenue Hamepenue
cooOIeHus Openna MOKYIIKA



Compared to other creative formats, Video is typically

an efficient performer

Industry

Online Creative Formats: Frequency of 1 &

M Online Video I Rich Media B Simple Flash

In particular, ad awareness and
Brand Favorability were
impacted more effectively

/\

4 /
3.2

- 3
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el
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©
o
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= 2
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(V]
=
(]
o
1
0
Aided Brand Online Ad Awareness Message Association Brand Favorability Purchase
Awareness Intent/Consideration

Source: Dynamic Logic MarketNorms®

D . L . Overall Video: Last 3 Years, Q4/2009, N=307 n=362,098; Rich Media: Last 3 Years, Q4/2009, N=1,203 n=1,511,268
ynam|C °g|c Simple Flash: Last 3 Years, Q4/2009, N=1,183 n=1,507,596
A Millward 8rown Company a2



AP heKTUBHOCTL peKnamMbl, coaepxalien npusbiBbl K AEACTBUIO

= [IpednoxeHuss ® Cpoku

YpoBeHb BO3OEeNCTBUSA

6

YHukansHocmb ®[ouck = Omnpaska

CpegHee 3HayeHVe oHMalH-peknamsbl no 6ase
AaHHbIX MarketNorms®

OcBeoMITeHHOCTb O
OpeHae

OcBegoMIeHHOCTb 00
OHMalH-pekname

MpeanoyTeHne
OpeHaa

HamepeHue nokynku




