Data - The New 011l

Leveraging data for deeper digital measurement

Firessern o W4SS5|



Henk van Riesen Robinson Leoni

Country Manager SE Business Development Director SE
Research Now SSI Research Now SSI

Firesearcn o 4SS



"The world is now awash in data and we

can see consumers in a lot clearer ways.”
Max Levchin, PayPal co-founder.
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Agenda

* The Challenges of measuring advertising campaigns
* Marketers study: findings

e Opportunity for research in Italy

 Conclusions
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The Study 5 Findings Over 3.000 marketers in 10 countries
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Access to Data

Website analytics data 59%

W h at i nte rna I d ata CRM (customer relationship management) 59%
Marketing data 54%

sources does your

bus' ness have Insight/ research data 47%

access to? Client 42%

Prospect database 33%

Sales data 54%

Loyalty 27%
CDP (customer data platform) 25%
Audience 23%
Credit ref 13%
DMP (data management platform) 10%

None of these 3%

0% 10% 20% 30% 40% 50% 60% 70%
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Data Quality — CRM

Quality of data 6160/5)%
What COncernS, if Expense of data
any’ does your Impact of GDPR
company (or do your
clients) have about Contradicting data
CUStomer data? Data that doesn’t say anything

Too much data/dataoverload

Data being used atthewrong pointalong the
advertising cycle

Uncertaintyin how to useit

25%

0% 10% 20% 30% 40% 50% 60% 70%

EClient-side respondents " Agency respondents
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Objectives for Advertising

What are your most Increased sales 63%
i m pO rta nt (9 bj ective‘ New customer acquisition 61%
for adve rtising? Brand awareness

Customer retention

Driving traffic to a website
Increasing engagement
Supporting a product launch
Supporting a wider campaign
Driving footfall in store
Changing brand perceptions

Other

B Company respondents  m Agency respondents
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Spend on External Data

Demographicdata (i.e. on

customers/prospects) 42%

What types of data Industry analysis 39%
d OES yO U r CO m pa ny Geographicdata (i.e. on customers/prospects)
purchase?

Behavioural data(e.g.online/app usage)
Lifestyle or lifestage data
Market reports

Transactional/purchase data

. 17%
Syndicated research 24%

. ’ 15%
None of these — we / our clients don’t buy data

4%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
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Marketers struggle with
effectiveness measurement
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Reaching the right Audience

Digital advertising
enables marketers to
measure the reach of
their campaigns
accurately’ — agree

or disagree

I
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B Strongly agree

Client-side respondents

®Somewhatagree ®Neitheragree nordisagree

Agency respondents

®Somewhat disagree

EStrongly disagree



Campaign Effectiveness

The importance of  40%
measuring your 35%
campaign 30%
effectiveness? 25%

20%

35%

15%
10%
5%

0%
Extremely  Very important  Important Somewhat  Not important
important important

m Company respondents  mAgency respondents

Mz o W4SS|



Ways in which

companies measure Sales up
effectiveness of mpressions o
campaigns Measuring social media engagement "aon

Click-through rates

Reach and frequency

Conversions

Customer surveys
Viewability

Measuring brand awareness
Bounce rates

CPC (cost per click)

Increased footfall

42%

26% "
0,

Measuring brand uplift 349

NPS measurement 0/50%
0,

Attribution modeling ' 220

m Company respondents  mAgency respondents
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Ways in which companies
measure effectiveness of
campaigns




Effectiveness of key
measurement tools

80%

74%

70%

60%

50%

46%

40%

30% 28%29% 30%

21%
17%

21%

20%

10% 6% 6%

0%
Extremely Very effective Effective Not very effective Ineffective
effective

m Measuring brand awareness m Customer surveys
m Attribution modelling NPS measurement
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The most important slide of this presentation

The heaviest users of customer surveys are:

* Spain - > 61%
* Germany -> 53%
e UK ->50%

In Italy there is an opportunity to grow as only 38% are
currently using customer surveys
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Summary

Measuring advertising ¢ QAIgNS | e dneimerechallienging

Working Me right media mixis crucial

i
Consumer research and Brand awareness research arerthe toeols

used by the most effective brands

Big opportunity for research in Italy to help brands betteiFmea

their campaign —
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http://www.researchnow.com/
http://www.surveysampling.com/

