Interactivity: Adding Value to
TV Advertising

10 July 2002

CLARITAS



Contents

« WhatisiTV ?
 Who are the key players ?
« Why are advertisers running I-ads ?

 Claritas and ITV:

— Who we are

— What we do

— Our involvement in ITV
 Rimmel Case Study

— Profiling Process

— Characteristics Analysis

— Using data from Interactive Ads ?

 Summary

Eﬁ\/{\( VN

CLARITAS



UK Digital Subscribers

Platform

Digital Subscribers

Digital Subscribers

April 2002 2006
Satellite (Sky) |5.7 m 7.5m
Cable 1.8 m 5m
(ntl/Telewest)
Terrestrial 1.2 3m
v
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People do Interact !

 Wimbledon BBC 1.9m
* Premiership Sky 30% of Sky audience

* Big Brother E4 4.2m (35% of total
online votes)

* The British Open BBC 1.1m

J Source: OMD UK "
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Interactive Ads (I-Ads)

 |-ads, 2 types:
— To DAL/Microsite
— Impulse Response — within broadcast

e |-ads = Just a standard commercials with a
red button

* Press button to request a sample/further
Information
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Interactive Ads (I-Ads)

 To DAL (Dedicated Advertiser Location)

— Consumer taken to the clients’ microsite or
DAL

— Ad acts as a conduit
— Excellent at deepening brand experience
— Ideal for research/lead qualification

— Can turn a 30 second ad into one of many
minutes
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Interactive Ads (I-Ads)

Impulse Response

« Can be “off the shelf” commercials

* |con/enhancement/message added to ad

e Consumer interacts within broadcast stream

* Produces high quality leads - “pulls”
consumer into ad

e Most similar to DRTV
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Brands who have run I-ads on Sky

* Financial * Regency Mortgages

* Abbey National Corporate * Royal Bank of Scotland
e« Cornhill x2 e Halifax

* PetPlan . Britannia

 The Loan Company
* Royal Sun Alliance
* Yes Car Credit x3
 Egg TV

« HAS

* First Direct x3
 Lloyds TSB

 Dial 4 aloan
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Brands who have run I-ads on Sky

« Comms

BT Cellnet

« BT Trade

BT Together x3

BT Answer Services x5

e Carphone Warehouse

* Virgin Mobile

* Sky Buy x3

 Scene One — Hannibal DVD
 Open Pub Quiz
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Brands who have run I-ads on Sky

. Utilities * Leisure
* Portland Holidays
e (Canada Tourist Board

e Scottish Power x2

* Pub/Cats/Charities * Butlins x2

* IPC Magazines * Havenx2

e British Red Cross * Ontario Tourist Board

e EMI Records — * Alton Towers
BOL/Woolies e Saga Holidays x2

* Britannia  Domino’s Pizza x4

* Cancer Research * Welsh Tourist Board

* Virgin Holidays
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Brands who have run I-ads on Sky

* FMCG * Panadol
* Chicken Tonight * Finish Dishwasher Tablets
* Persil Non Bio * Whiskas (Mars)
* Persil Capsules/Tablets * Pepsi
* Oil of Olay * Wilkinson Sword
* Dove Shower Gel
« Charmin  Automotive
* | Can’t Believe it's Not e Nissan
Butter

_ * Lexus

e Ariel .
e Audi

* Pampers
* Rimmel * Toyota
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Brands who have run I-ads on Sky

e Others: e Consumer Durables
« Hasbro e Panasonic Vacuum
 Denki Blocks Cleaners

e RAE X2  Sony DVD

* Sony Digi Cam
e Sony Playstation x5

* Post Office
* Pipemania

* COI Online x2 _
* Retall

e WHSmiths
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Why make Advertising Interactive?

« Deepen brand experience — turn a 30 second
commercial into a 10 minute one

« Generate high quality prospects lists - (pull vs
push strategy)

 Drive impulse purchasing
* Improve media planning
« Gain more information about your TV viewers

« Make your TV spend more accountable and
measurable
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Who s offering an i-ad service ?

Sales Houses Offering i-Ads

»

ITV/IC5/C4 Sky Sales

-Sky One/Sports
- Movies/News/Travel

FlexTech (ids)
- Living
- Trouble

Analogue TV

ouT
(return path)

v
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- Bravo
- “UK” Channels
- Challenge

»

<—— No i-ads available—>

C4/Film 4/E4

Discovery
- Home & Leisure

MTV

Digital TV (Set Top Boxes)

Satellite | Terrestrial

Cable

|
>

X

|

X (operational from end 2002)
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Who's offering an i-ad service ?

Sky Digital

AN

Sky Active
- Sky Sales

- ids
-ITV?

Go Interact
- C4/Film 4/E4
-ITV?

A.N.O
-1TV?

|

Name and address
automatically captured

Names available for
direct marketing and
additional services

Name and address has to be
tapped in using remote or
keyboard

Names are not available for
dm purposes
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Has Interactive Advertising Worked?

« Since testing began in March 2000, Sky have run:
— 100 campaigns
— Across 60 brands
— For 40 clients

* Average response rate across all is 0.66% (A typical
DRTV response rate is between 0.02% and, at very
best, 0.1%)

 |-ads also enhance the brand experience - turn a 30
second ad into an ad of many minutes

« 75% of Sky’s clients have come back for more !

v
EaGTA

CLARITAS




Who we are

e Part of Claritas worldwide - $500 million
turnover

 Owned by VNU

« Sister company to Nielsen Media Research
and ACNielsen

e Offices Iin 17 countries

* Owners of the largest lifestyle databases in
Europe
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Claritas Core Objectives

We are:

1. Leaders in lifestyle data acquisition

2. Leaders in customer value measurement
«Customer acquisition
*Customer retention
*Cross-selling/Up-selling
Channel management

3. Integrated in every aspect of the Customer Relationship
Management Process (CRM)
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The Importance of Data

- Unigue data or combinations of data create a
competitive barrier

- Data are the basic building blocks of modern
business solutions

- Claritas data is becoming the “currency” in business
solutions;
a “‘must have”

Data includes: - Lifestyle
- Segmentation products;
PRIZM, Spectra
- Geography

v !
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Data Source

7 EXAMPLE: Do you drink tea? 1 V¥os 9/ No 5. HOUSEHOLD PRODUCTS
1. SHOPPING ‘

01 Which washing powder or liquid do you use in your machine?

IPleave tick all that applyl  Frequently  Sometimes Newer
1 Which of the following stores do you uge for lood and 01! 14 27
grocary shopping? (Pleaso tick all that apply| 1) 0z
Axy 13 Marks Fz Spancer Aot Mnn’h/. Frash 03/ ) "
03 | Alldays/cinete X 34 (1 Marteora s National Shoppers Survey
03 Asda 16 Neuo ‘inn Tiol ngunl s m : : : = ! J
04 _ Budgen 16 Safeway barye Chia o8  Lhauk you for taking part in the National Shoppers Survey!
0 Coop 17 ! Sainsbury 0 ogical Perfarmanoe o7 QAR 5 R o 5
06 | Farn Foods 18/ 1 Savacontio Poassl Non Biologioal o8 @}1 are invited to take part in this new edition of the National Shoppers Survey. Your )
07 | Oateway/ssia 19 Samarhald fadina/Sun 09 opinions are important to firms who provide the goods you use every day.
08 | Carage Shop 20 Tesco Asda Logic 10
| 09 !lceland 21 Tesca Metto Safewny Cyclon 1 In return for your answers you will receive £100 worth of Savings Coupons ., plus Free Entry into our Grand Prize Draw,
10 | Kwik Save 22 Waostie o ‘Tnaco Advanca 12 Please spare a few minutes to tick the boxes in this survey. If you prefer nol to answer some of the questions, just
1n oLt 23 Corner Shap/Other Cnher Shop's Uwn/Other 13 ignore them. Then mail it within 7 days in the envelope supplicd. No stamp is needed. ‘Thank you for taking
12 I MaciSparva art, your anssers will help to make shopping better for evervone,
02 If you use Novon, Cvclon. Ady PaFL:) P PPN :
2 Pleaso write the number of the store wharo ! l da you usually use: "The information yeu provide will be held by Clasitas Group Led. and safeguarded under the Data Protection Act, Clasitas uses your answers
5 | 1o determine the contents of Rcmld Packs which you receive and Tor market analysis purposes, Clantas may make your responses
you do your maln.shopping: - X 03 Which type of washing powda 1 you by mail or telephone with information about themselves and offers,
purcliase? products o services thit you may (ind inteeesting, You can chixse not 10 receive additional offers by ticking this bos |, Certain guestions
3 Where do you buy most of your tobacco products? 11 Rogular/Aute Powder B UL | have heen nsked on behalf oft Section 2 Q01-13, Procter & Gamble Lid, Section 3 GO4-07. QA9-16, Q20.27, Q3111 Paocter & Garuble Lid.
1 [ Corer Shap 3 Newsagont 217 Galsur Powder | Section 4 Q11-13 The Telograph. Section 5 Q0S, AOL Ltd. Scction 6 €19 Iimperial Tobaceo Luk. Section ¥ Q05 Mustex Coatings L. They may use
2 ISuparmarket 4 e 3 Coloare Liguld 6 Ro | your answors for rescarch and markeling purposes
] 4 of A Tl 3 E
If Supoemarkoet, plosso Lﬂdlcz'uu fromy thw liss of srores 4 Tublets L — Vi Tor o Valed el Mda Howisovi
above, the numbar of your aiora: et 04 Which soparate fabrie conditic Linda Hasrison, National Shoppers Survey
machine? & Do aot use P.S. If you don’t want to answer some of the questions, that's OK - just ignore them!
| WHEN DOING YOUR MAIN SHOPPING: 11 Comfort Blue/Silk SBE youdos £iomut e l o he AT w4
| @ Why do you buy whera you do? {Plokis tick & maximum of 2| 2! Comfort Puze/Country Garden 87 Tanss Ballcate Fresh
1 Datance 4 | Parking Facities 70 Stoee Lowalty Card 31 Comfort Yitality 71 Shop's Own
2. | Convunivrce 8 ) Range of Products 8 Customo v 4| Lonst AlpinasTropical Fresh 8! Othe:

3i1Quakty of Prodwats: 81 Prices 91 ChildrensiCrecke Facities | g6 16 uayy use & fabric condivionor which typo Ls 7
1 Ultra oz Copcentiated 2 Regulan 3 Rehill
6 How far |s the swore frot your home?
10 Lessthan 1 mile 30 34 milas 8 510 miles | 08 How many main waghes do you de in your machine?
20 12 miles 4 L7 mllas 6 mare than 10 miles 1 One of mote avery day 3 One avery §-7 days
2  Onaayery 2 doye 4’ Laoss than ono yo1 weok

6 What do you apend en orooovlet a wook? 07 11 you awn a tumble dryor, is it: 1 Stantard 2. Compact
) £45.6 .
Mala shoprang Un :; ‘;:;j‘.‘/z : f?ﬂ,_,‘_m 08 If you have a tumble deyer/washer dryer, do you usa the
08 1£75.20 following sheet 'ahﬂclmlldnloﬂﬁt‘ﬂ:f 91 Do not use y
Othet Grocssy shopping 00 Undwe 610 10 (€108 111 £204 317 Bounce 20/ Tumbledraah 3| 'Comfort 4l Shop's own/othu

09 1f you use a washing up Jiguid Is it?
7 Do you or your paxtner use any of the tollawing supermarket club 1 GO0l 2. 1lte 3 'Cthersizo 4 Regular 0 Concentiated
cards on a regular beaie? 10 Which of these washing-up lguids do you unually use? (Please

Portast You Pattner | e anl that apply) Moeniny Fresl 09 Swinelary's Ow
Snfoway - ABC o0 071 Tosce - Glub Gard s 04 10 01 ln'.r:' oA :: I'c(:l;:r;:{ln':u“(;iln:ta 10 ‘.':‘r:lxx‘uuorwn o
;“r?““h"’(?_' : “"“"‘f" 02 o8 ' Antda - Cluks 05 11 02  Fauy Lowan Natusal Extract 11 Other Stwp's Owin
%00 - Glub Cord. 0301 0011 Other o6 12 03 Fairy Spiing Frasn 07| Persil Griginnl 1271 Other

04 Falry Apti-bacteaial 08 SenlighuSgeey
8 How often havo you bought the (OHOW"W D{gd\lcm In the past 3 | 11 If you have an automatic dishwasher, which of these do you

montha? as None usually use?

Enviconmentully Friendly Products ‘l' 3 L] 7 1 Fauy 3 Sainsbury's Gwa 5  Mcbiide
\ Recycled Products 2 4 L] 8 2 Finish 4 Other Shop's Dwn 6 Ownor
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The Survey Programme

MAIN SURVEYS

-1,500,000 \ RESPONSE SURVEYS
Y JUNE g

R N

) SEPT. @

750,000 =
1,500,000 sy

500,000 §
TOTAL ANNUAL DEDUPED RESPONSES 2.5m "

v
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Data Source

LIOTAL Annual Data Captur:

- Via Surveys
- Via Product Cards
- Via New Media / other sources

50% of UK households have sent us a
guestionnaire in the last 2 years

v
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European Data: Quickview

/3 Claritas Quickview - access to European consumer information - Microzoft Internet Explorer

J File Edit ‘iew Go Favortes Help |

j@-»-@ﬁ@@@ =H S =

Eack Fanwand Stop Refresh Home Search  Fawortes  History  Channels | Fullscreen nt Edit

JAddress I@ http:/claritazprod. vnu, com/deurope/quick view findesx. bl ﬂ “ Link g

HOUSEHOLD DATA © | SELECTED COUNTRIES

SELECT CATEGORIES CLICK @ TO ADD OR REMOVE COUNTRIES

crrons cumorreomes crnereneres [ I N e e N T T T N I N

r Socio-demographic '/ '/ Yf Vf ?/ v’ \/ \/ ]

r Applisnces ovwnership '/ '/ Yf Vf ?/ v’ \/ \/

[T automotive v v v v v v v v

I Financial behaviour v v v v v v v v -

[ FMCGHhetsi v ¥ v v ¥ v —

™ Leisure & lifestyle '/ '/ Yf Vf ?/ v’ \/ \/

™ et AL AR AL A A7 7

" Resl estate v v v v v v v v

I PRIZM v

QuickView

CLARITA access to European consumer information HOME DATA BEACKGROUND ORDERING DATA CONTACT ME
=
Q
o]
%]
=

|@ ’_ ’_ ’_ @ Intermet zone

gstan| | @ A ® || M Business Cards | (=] Microsoft PawerP. .| &]CATEMPY~0043.. | @]about Claritas - M..| [ €] Claritas Quick... | @B 153
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Household PRIZM

The UK's first household level segmentation
system:

- Lifestyle based segmentation & targeting tool

 Built from the most recent Claritas survey data

» Covering over 24 million households

 Assigns GB households into 1 of 52 unique clusters
* Allows you to understand their:

- Demographics - Media Preferences
- Lifestyles - Financial Status
- Purchasing Behaviour - New Technology

v
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The Profiling Process

« 53,000 response file (3.4%) forwarded to Claritas
« Data fields included:
— Click through data, eg other brands purchased
— Time of day
— Channel
 Respondents were matched to Claritas’ UK database

« Characteristics of the Rimmel respondents were then
analysed and compared to the Sky Digital Customer
base.

v
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The Profiling Process

Rimmel respondents: Matched to Claritas’ lifestyle
and demographic database

Claritas: mel:

Questionnaire

respondents gpondents

Profile of matches

v
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Key Lifestyle and Demographics

« Gender  Children at Home

» Marital Status » Ownership

* Age » Lifestyles

* Income » Affluence indicators

» Occupation
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Gender

0/ _ B Rimmel
100 )0 Responders
B Sky Digital
Customer
80% - sa0 Base
Y0

60% -

40%

20%

0%

Male Female

* There is a heavy bias toward female responders
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Marital Status

0/ _ B Rimmel
100% Responders
B Sky Digital
Customer
80% 7] Base
66%

60%

40%

20%

0%

Married Single/Never Matr.

* Rimmel responders are more likely to be single
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Marital Status by Gender

B Rimmel
100% ] Responders
B Sky Digital
Cust
80% ] B;zeomer
(0) |
60% 47%
409% -
22% 100
20% 15%14% 19% ) 304
.. - 7% 8% 69
0% | !
Married  Single Other Married  Single Other
Males Males Status Females Females Status
Males Females

yAt least 82% of all responders were female or had a female

egistered at the household "
EGTA
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Age

40% -

20% ~

35%

32%

18 - 24 25 - 34 35-44 45 - 54

55 -64

-lThe advert attracted young Sky subscribers

v
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65 and
older

B Rimmel
Responders

B Sky Digital
Customer

Base

A
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lncome

30%

25%

20%

15%

10%

5%

0%

v
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22%

159%615%

119612%
109610%

B Rimmel
Responders

B Sky Digital
Customer
Base

14%

Under £5,000- £10,000- £15,000- £20,000- £25,000- £30,000- >=£35,000

£5,000 £9,999 £14,999 £19,999 £24,999 £29,999 £34,999

-lCompared to the base, Rimmel customers have lower incomes

A
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Occupation

B Rimmel
Responders

30% - B Sky Digital

Customer
o)
26% Base

yTend to be Housewives or Admin/Clerical workers ‘
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Children at Home

B Rimmel
Responders
B Sky Digital
60% ] 54% Cu)éto:ﬁle:"jl
Base
50% A
40% -
30% -
24% 24%
21%
20% A
10% -
0]
2% 006 0%
0% : :
1 Child 2 Children 3 Children 4 Children 5 Or More Children No Children

yMore likely to have Under 18s living at home
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Ownership

80%

60%

40%

20%

0% -

72% 74%

Cars

H Rimmel
Responders

B Sky Digital
Customer

Base

y Rimmel customers rent and are less inclined to own a car

EaTX
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Ownership Cont.

58%

60% ] 55% 51%

18% 19%

< N
Nz ¥
S S
éz’ T
> &
(@) >
> O
S S
& 'S

B Rimmel
Responders

B Sky Digital
Customer

Base

8%
3% -
(%)
&
~3
&
2)
&
&S

Credit Cards Shares

» Marginally less likely to use Credit Cards and do not own shares

v
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Most Popular Lifestyles

60%
50%
40%
30%
20%
10%

EaTA VN

B Rimmel
66% Responders

B Sky Digital
549% Customer
Base

%Highly likely to shop by catalogue and have an interest in fashion ‘
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Least Popular Lifestyles

B Rimmel Responders

B Sky Digital
60% ] Customer Base

51%

16%
13%

y Unlikely to be interested in traditionally older hobbies
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Affluence Indicators

B Rimmel
Responders

B Sky Digital
Customer

80% m Base
60% 589

Afﬂuence Newspaper Readershlp

« * Relatively high residence in CCJ areas
 Popular newspaper readers "
EGTA
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What could your clients do with ITV Data ?

« ITV ads result in a unigue opportunity to capture a
high volume of valuable data - from clients and
prospects

« Currently, ITV data represents a very small slice of
the CRM and Client Database pie

« We expect the level of consumer data on clients
databases to increase substantially in the short to
medium term

« The data element of ITV will add a great deal of
value to TV advertising

« Sales houses and agencies will need to understand
jhe value and applications of this data
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Data Protection

« Sales points differ in their data offering

« Some allow data to be used for direct
marketing, others allow for fulfillment only

« Advertisers should be familiar with the
relevant data protection laws of each
country

* Viewers have to be given the opportunity to
opt out of further direct marketing

 However, opt Iin rates in the UK have so far
‘/been high
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What could your clients do with ITV Data ?

“Target” best prospects more effectively:

« Add lifestyle and demographic or geodemographic
cluster data (Prizm) to the respondent file

« Segment prospects into groups

 Identify ("tag”) which are prospects with the most
(and least) potential

* Follow up accordingly: Invest more in time and £ in
the best prospects = maximise ROI

v
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What could your clients do with ITV Data ?

Cross/Up sell opportunities:

* Are respondents the type of people the client
anticipated would be interested in the product — or
IS It appealing to a new sector ?

* Is this profile in line with brand strategy ?

« Compare ITV profile with other segments of
customer base

« Are there up sell and cross sell possibilities within
the customer database ?

« How do iTV respondents compare to clients that
respond via other media ?

v
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What could your clients do with ITV Data ?

Catchment Area Analysis:

 Map iTV ad responses on GIS system to help
answer the following questions:

— Which store catchment area do these respondents fall
Into? Where are they most likely to shop ?

— Which of the iTV responders are worth mailing to drive
traffic into particular stores?

— What profile do iTV respondent have - which “store” profile
IS this most similar to ? (Joint promaotion in the next
campaign?)

— Mail/Door drop to similar profile people to increase store
traffic
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What could your clients do with ITV Data ?

Integrate Sales promotion and TV more
effectively :

— Analyse the profile of people that are responding
to ITV ads

— Map them around stores

— Are there particular stores that they are most
likely to shop in ?

— Arrange sales promotions around such stores

— Stock products accordingly; match range to
catchment profile

v
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Brand match to Sky and response file

Brand Profile / consumption 18-34 with 18-34 w/0 |35-54 with|35-54 w/o
Kids Kids Kids Kids 55-64 65 Total
Spectra Lifestyle Index Index Index Index Index Index Index

Plus Plus People

Aspiring & Middle Class Backbone
Middle Class Metropolitans
Country Classes

Stuck on the Ladder

Nice People Not Rich

Rent Book Life

Hand To Mouth

Total
Sky Profile 18-34 with 18-34 w/o 35-54 with 35-54 w/o
Kids Kids Kids Kids 55-64 65 Total

Spectra Lifestyle Index Index Index Index Index Index Index
Plus Plus People 102
Aspiring & Middle Class Backbone 94
Middle Class Metropolitans 98
Country Classes 119
Stuck on the Ladder 98
Nice People Not Rich 100
Rent Book Life 107
Hand To Mouth 76
Total 100

Respondent Profile 18-34 with|18-34 w/o 35-54 with 35-54 w/o

Kids Kids Kids Kids 55-64 65 Total

Spectra Lifestyle Index Index Index Index Index Index Index

Plus Plus People 102

Aspiring & Middle Class Backbone 94

Middle Class Metropolitans 98

Country Classes 119

Stuck on the Ladder 98

Nice People Not Rich 100

Rent Book Life 107

Hand To Mouth 76

E A( Total 100
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Store Overview
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What could your clients do with ITV Data ?

Improve media planning:
« Compare profiles of responders by:
 daypart
 channel
* programme
 product purchased

* Produce a grid to identify which
channel/daypart/genre of programme is best for

which product

 Different people may respond at different times, so
tailor creative and interactive message accordingly

v
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Summary

* Interactive TV presents us with a fantastic
opportunity to marry Direct Marketing skills
with TV for the first time

e Data + technology = Accountable and
measurable TV Advertising
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