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2IJEME A NAKUPUJEME, JAKO BYCHOM BYLI VE STAGNACI
HDP, maloobchodni prodej, inflace, nezaméstnanost

Rdst HDP 0 2,2 %

mezirocné tazeny zejména

d &N S I R R Yo 5 W
& & & & o o 0 O o o S S S O .
L A AT A LA zahranicnim obchodem
~
3 NN R LR I R = Maloochodni prodej stale
lo“ f\f!. d > I;;" - . 7
i N vykazuje negativni hodnoty
= (a2 v v
a2 N t PR3 S [ n o n = Nezameéstnanost doséhla
(o] (o] (o]
L]
= = urovné 6,8 %, je to poprvé
- — od 2Q 2009, kdy mira
- " " " ?'- o Predikce Ministerstva finandi CR
T T o v T nezamesntnanosti klesla pod
2 2 droveri 7,0%
= RUst spotrebitelskych cen
GDP (% Retail Sal 9/ - -
" GDP (%) etail Sales (%) (inflace) se zpomalil na
Inflation (%) = Unemployment (%)

1,8%, mezirocne.

GfK

Zdroj: Cesky statisticky urad , Ministerstvo financi CR
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REALNE MZDY JSOU ROVNEZ STATICKE...
Redlné mzdy, spotreba domacnosti

= Redlné mzdy vykazuji
zvyseni v 2Q 2011

§ e @ It R
o O Y Y Yy Y Y Imarns inaln/
S & S RS S A AR A S S S S S = Prumerna nominalni mzaa
- odpovidala 23 984 K¢ a byla
< N
* v vwv/ \d
N " 0574 Kc (2,5%) vyssi nezv
Q )
Ao 2Q 2010
“n 0% in . . y ,
- - A R » Spotreba domacnosti se ve
) « o b
° 2 3i° ac ° 2Q 2011 sniZila o 0,3 %
N I I c °‘m N ‘nm Q ’
L]
= v ®? I e @ L .y
? ? o ? Predikce Ministerstva financ{ CR
L

-1,5

= Real wages (%)

Household Consumption (%)

ettt ol -

Zdroj: Cesky statisticky urad, , Ministerstvo financi CR
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NAKLADY NA BYDLENI STOUPAJI, A TAK SETRIME NA JIDLE...
Spotreba domacnosti

-!--
lIii
N | N | | BS

= Nejvétsi podil vydajii
= Food and alcohol free beverages Z p vyaaj
predstavuji naklady na
= Tobacco and alcoholic drinks

bydleni vcetné sluzeb; tyto

= Clothing and footwear , P L
i i i i i i néklady absorbuji témer

= Utilities and housing services

jednu tretinu prijmu

Household equipmentand

= Podil vydajid na potraviny a

operation
6 6 6 . 6 6 Health and personal care nea/ko_na'poje
2 3 3 3 3 3 3 = 3 3 5 ) 5
I I I I I I I I I I = Transport predstavuje 19% spotieby
5 5 Communication domacnosti v 2Q 2011

5 5 5 5 4
= Sport, recreation and
entertainment
= Education
V_l_V_l_V_l_V_lV—V_I_V_l_V_l_V_I_V_I_V_l_V " HOteIs! restaurants

2007 2008 2009 2010 1Q10 2Q10 3Q10 4Q10 1Q11 2Q11

frrnte e GFK

Zdroj: Cesky statisticky (irad,
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DUVERA SE DRZI NA UROVNI KRIZE
Indikator spotrebitelské dlvéery a jeho slozky

= Po celkem pozitivni
atmosfére na zacatku roku
2010 doslo v roce 2011 k

opéetovnému poklesu indexu

spotrebitelské ddvery

» Nezameéstnanost a také

ocekavana ekonomicka

situace zemé vypadaji jako

oL Lo oEEtEEgEE g c 50 nejvétsi hrozby v roce 2011
— T T T T T T T T T T T T T T T T T T T e T T
— M NNO A A MNNO A A M0nNO A =m0 N O b
— — — a dal
mm [IC ——expected financial situation of the HH
——expected economic situation in CR ——expected unemployment

——expected HH savings

Indikator spotrebitelské diivéry (CCI) je souhrnna charakteristika priblizujici celkovou ocekavanou spottebitelskou dlvéru populace.

Vypocitava se jako aritmeticky priimér koeficientd ocekavaného vyvoje hospodarstvi, ocekavané nezaméstnanosti (s opaénym

matematickym znaménkem), odhadované financni situaci a sporeni vlastni domacnosti. Hodnoty CCI se pohybuji mezi minus jedno sto do

plusu jedno sto. V hodnoté -100 se koncentruje strach, nedlivéra a pesimismus; hodnota +100 predstavuje maximalni spotrebitelskou G‘FK
dtveéru, spokojenost, optimismus.

Zdroj: Eurostat



What to do in a downswing?
Price promotions — a tried and tested measure in the crisis ?

Loser-brands Winner-brands
Difference
1 Winner/
. : L
of these increased price j:’yer
promotions °
... with below-average promotion level *
+18%

... with above-average price level *
-16%




What to do in regression?
Winners rely on differentiation by innovation

Loser-brands Winner-brands
l Difference
Winner/Loser

44%

of these introduced
launches

Source: GfK 20.000er Household Panel ConsumerScan 2001,2002,2003



... but innovations and advertising have more impact in a
Crisis

Loser-brands Winner-brands
Difference Difference
Winner/ Winner/
2002/03 2007/08 2002/03 " 2007708 e
. . . Loser
increased advertising
spend +9%

introduced launches

Source : GfK 20.000er Household Panel ConsumerScan
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Noviny spolurozhoduji o nakupu

e Co umi TV nejlépe? Zvysit brand awareness...

e Print umi presvedcit - dat racionalni i emocionalni argumenty pro
prodej

e Kombinace umisténi a provedeni inzeratu ma zasadni vliv na jeho
zaznamenani a naslednou akci (zname z Casopiseckého vyzkumu,
neni empiricky oveéreno pro deniky)

e Print by mél pri probihajici stagnaci ekonomiky profitovat — bude
dllezitéjsi podporovat prodej, vice nez budovat znacky...

GfK
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Pomeér cena/vykon TV vs. deniky

e Pomeér cena/vykon zalezi na cilové skupiné a cili
kampané. Cim bonitnéjsi skupina a kampan vice

zamerena na prodej, je vyhodnejsi denikovy trh.

e Podstatna je pokracujici fragmentace televizniho trhu,
ktery tim ztraci vyhodu masivniho zasahu jednim

meédiem.

GfK
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Denik jako inzertni médium pro region i celostatne

e Diky regionalnim redakcim a regionalnim mutacim vétSina novin

V =

umoznuje presnegjsi regionalni cileni, coz je u TV nemozné. Noviny
navic umoznuiji Sirsi skalu velikosti inzertni plochy vcetné
netradicnich forem jako jsou vklady apod. To umoziuje i vétsi

skalu vyuziti podle velikosti rozpoctu.

e Pokud plijde o rozdéleni rozpoctd dosud alokovanych do CT, pak
tato vyhoda je ponékud relativni, protoze jde o presun vétsSinou
vétsi inzerce celostatniho dosahu. Z tohoto dfvodu nelze tento
argument uplatnit v diskusi o moznosti novin podilet se na

uvolnéném objemu reklamnich prostredkd GfK
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Provazanost denikii se svymi webportaly

e Provazanost tisténé a elektronické verze media je zcela
jisté na misté, uz jen proto, Ze jednim z cil(l vydavatell
je omezeni kanibalizace, tudiz medialni obec tisténe a
online verze by méla mit mensi presah. To umoznuje
kombinaci zvysit celkovy dosah, ale na druhou stranu
klade vyssi naroky na masivnost kampani k vyuziti

synergie obou mediatypd.

GfK




- r A4 y N Y 4
Typicky ctenar deniku

e Podil vysokoskolakt mezi ¢tenari denikl je dvojnasobny

nez mezi divaky dvou hlavnich komercnich televizi.

o Jeste vysSsi je podil ve prospéch denikll u podnikatell se
zamestnanci a vedoucimi zaméstnanci. To se odrazi i ve
vyrazné vyssim zastoupeni osob se socioekonomickou
klasifikaci A+B.

GfK
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Format a obsah inzerce, pouziti advertorialt

e Format inzeratu je zohlednén v ceng, takze cena za efektivni
osloveni se prilis nelisi. Klicova je schopnost zaujeti, na to ma
inzerat zlomek sekundy. Takze obsahem inzeratu Ize dosahnout
lepsSiho efektu nez velikosti. Je treba peclivé dbat na to, aby obsah
inzeratu dostatecné komunikoval znacku a nikoliv pouze

produktovou skupinu.

e Advertorial je Uspésny tehdy, pokud jiz samotny titulek Ci
doprovodny obrazek upouta pozornost. Dllezita je i obsaznost a

poutavost samotneho advertorialu.

GfK
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Noting scores drop for Television and Cable Television advertising as
readers move through 2010 Entertainment Weekly issues.

Previous i . .
® Evport 2 POF @Print Print Input Specs

Select Report > Magazines > Issues > Category > Report
Position Report

Any

action

Read Read taken

# of Noted Associated Any Most Noters

Position ~ Issues # Ads (%) (%) (%) (%) (%)
Entertainment Weekly - - i
Left, 1P4 9 11 62 54 52 42 55
Right, 1P4 12 29 59 52 S0 32 59
2C1P4 1 1 67 49 64 39
2C1S54 1 1 80 63 78 61
2C3P4 X 1 69 65 62 73
3C1P4 3 3 65 S8 56 S0
4C1P4 5 ) 67 60 61 69
4CH1P4 2 2 59 54 G 57
Quartile 1, 1P4 10 24 62 55 S3 36 59
Quartile 2, 1P4 9 9 59 54 S0 32 56
Quartile 3, 1P4 2 3 51 EE 46 29 52
Quartile 4, 1P4 -4 4 53 43 45 57

GfK
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This is not true for the same advertising in 2010 issues of People,
where noting scores remain more constant across quartiles.

Previous
8 Eyport 22 PDF &Print CPrint Input Specs

Select Report > Magazines > Issues > Category > Report

Position Report

Any

action

Read Read taken

# of Noted Associated Any Most Noters

Position & Issues # Ads (%) (%) (%) (%) (%)

5 Sewied e e e i ke o oo Z b
People

Left, 1P4 8 18 49 40 40 20 54

Right, 1P4 16 51 S0 42 41 25 54

4C1P4 4 4 52 41 45 52

Quartile 1, 1P4 14 36 49 40 39 20 49

Quartile 2, 1P4 11 18 52 44 42 20 59

Quartile 3, 1P4 S 7 45 38 37 17 57

Quartile 4, 1P4 7 a 54 47 46 27 63

GfK
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Co rika Media projekt?

e Celkovy dosah programd Nova a Prima v prime time je
mirné nad 4 mil., zatimco denni dosah denikl je necelé
4 mil. ctenard. Lze tedy fict, ze denikovy trh se
dosahem jednoho inzeratu rovna dosahu jednoho spotu

v televizich Nova a Prima.

GfK
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Noviny je ucelné parovat s dalsimi

mediatypy

GfK
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ROI
Short-term return on (gross) adv. investments

Coverage due to Non Measurement

of Out of Home Online Usage ca. 50%

FMCG average 0,48

Moving Images more 1.40
efficient than Banner !
min=0,22
max=4,22
min=0,13
max=1,22
0,65
min=0,03
max=0,99
0,27
TV PRINT Banner** YouTube SEM
*%k% *k*
Online Ad Impression contacts do sell FMCG short-term. Video Ads/ YouTube show higher ROI GfK

than Banner. TV will show much higher Net ROL.

**exposure in home only; ***Gross=net




GfK Czech Workshop Unie vydavatell 24. listopadu 2011

Example:
Coca-Cola Xmas Campaign

PR/ Truck Tour

cokefridge.de,
coke.de,

Xmas.coke.com
and coke.
sideoflife.de

CC Websites

Multimedia Advertising Effect
- Short Term Sales Response
Gross Return on Investment
l Synergy effects of Media Mix

Print GoogleAds
— Coca-Cola Xmas
Coca-Cola hat Registrier dich aut Gokernage &

Ein Herz fiir Kinder. gewinne mit Glick u.a. eine PS3!
Wiinsche: !

n und gewinnen!

Xmas.coke.com

Offline: et @
Contact probabilities

Online Contacts:
directly measured via WEP



http://cdn.eyewonder.com/100125/755769/1031252/DE_Freenet.de_Weihnachts_Special_u_Targeting_14-39_CSOL_XMAS_08_-_Trail_Expandable_-_V2_1031252.html
http://www.thomson-media-control.de/MainSystem/CreativeDetail.asp?SID=5C8D2986-F0CD-481A-B78D-1D580036DE05&LANG=en&LNGMODE=&T=M&CNCT=1&Rand=0.19331&VID=733862&rowcount=21&UseSys=PRESS&UseFile=mrp&CreativeID=733862&Rownum=2&insid=0
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Uplift Factors: Overall the GoogleAds show the highest Uplift factor of all media
channels (1,35). The Uplift factors TV (1,09), Print (1,14), Outdoor (1,15) and
Banner YouTube-Ads (1,10) are decidedly lower. TV and Banner YouTube similar.

Coca-Cola Xmas
HEQISTNer aicn aur L.oKernage &
gewinne mit Glick u.a. eine PS3l
Xmas.coke.com
Coca-Cola hat @
e
\ M iube] L e __
Catt @ ¥
1,14 1,15
1,09 — - 10
*21,20/0 >|<2]_’60/0 r v == . 1,2 /0
1,00 KKKk
TV Print Outdoor Banner Web Banner YouTube GoogleAds
*10,7%
*Campaign Performance (coverage): min. 1 person in the household with min. 1 contact (Share %)
**Online-measurement based on household-usage (without at work/OoH) G'FK

***Not shown: Websites with a different logic / effect > see special analysis.
*x*x* Additional Path-Analysis shows indirect effects of Banner Web and other media.



http://cdn.eyewonder.com/100125/755769/1031252/DE_Freenet.de_Weihnachts_Special_u_Targeting_14-39_CSOL_XMAS_08_-_Trail_Expandable_-_V2_1031252.html
http://www.thomson-media-control.de/MainSystem/CreativeDetail.asp?SID=5C8D2986-F0CD-481A-B78D-1D580036DE05&LANG=en&LNGMODE=&T=M&CNCT=1&Rand=0.19331&VID=733862&rowcount=21&UseSys=PRESS&UseFile=mrp&CreativeID=733862&Rownum=2&insid=0
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Interaction Effect: Highest Effect on Banner Web by interaction with TV. Interaction effect can
also be observed for TV (by You Tube) and Print (by TV), while the effect for TV is not
significantly reinforced by additional TV contacts.

Print Effect
Print
TV+Print
YouTube Effect
Banner YouTube 1,10
TV+Banner YouTube 1,12

Out of Home plus 1,19

TV Effect
TV

TV+Print
TV+Banner YouTube
Out of Home plus

Banner Web Effect

Banner Web 1,00

TV+Banner Web

GfK

*Online-measurement based on household-usage (without at work/OoH)
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