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1. Brief Internet History



MPG

Military birth

1967 : ARPA* develops the ablility to exchange information in
case of nuclear attack (*advanced Research Project Agency)
the Web approach

Sender Receiver

1972 : ARPANnet presentation

National Science Foundation network (InterNetworking between
universities)

1986 : 5 089 computer are connected to Internet  ;-)

1990 : the CERN* implements the World Wide Web to share

Information among research centers around the world ¢-comité
Européen de Recherche Nucléaire)



Exponential developpement

s 1990 : 18t classification & access to internet sites (Archie)

s 1991 : implementation of the Hypertext with the 15t browser
(Gopher)

s 1993 : free release of Mosaic
m 1994 : Netscape

m 1995 : 18t portal (Yahoo) . Nombre htes Internet entre 1991 ot 1999 (en mio)
s 1996 : Internet Explorer -

s 1999 : more than 55 million
computers are on the web *

m 2002 : 31 million of Domain = -
Names are registered, =BERER
544 millions surters : 1
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2. Audience measurement



Audience measurement

= User centric : the surfer answers questionnaires
Allows audience profile (demographics...)
Interviews (online, phone, face to face) & panels
Eg. Nielsen e-rating (panel), NetObserver

= Site centric : quantitative measure of traffic

Takes into account all surfers coming to a site (national or
international traffic)

Counts computers, not surfers
Cookie based or log file analysis

Eg. Mediametrie (France), Metriweb (Belgium), Webtrends, ad
servers...
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Main studies user centric studies in Belgium

= CIM
PluriMediaProduct : Surfers’ profile & Internet penetration
Media Consumption — Including Internet
+ product consuption
>10 000 Interviews / yearly publication

 INRA

NetSurf : Surfers’ profile & Internet penetration
> 2000 Interviews / publication twice a year

= Insites
Belgian Internet Mapping (BIM) : surfers, shoppers, sites’ audience profile
58 000 online questionnaires + 2000 phone interviews / publication twice a year

= Novatris
Sites’ audience profile (belgian surfers only)
71 770 interviews, publication twice a year

= Nielsen e-ratings

Netrating : sites’ audience profile, surfer’s behavior
Panel of home surfers (sample => extrapolation)
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Main site centric measures in Belgium

s Metriweb : belgian sites audience measurement

Counts visitors, visits, impressions of subscribing sites
106 sites in July 2002
Daily publication, online access
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3. Internet penetration



Penetration in Europe

Total coverage in %
« Did you have acceés to Internet this year ? »
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MPG Paneuropean Internet Monitor —1st trimestee 2001 - Base 15 y.0.+



Penetration in Europe

European Internet users
In mmillions of users

1999 2000 2001

(Germany 14 .4 2410 30.0
Lk, 125 1810 240
ftaly g2 13.2 16.0
Frar_u::E 5.4 8.5 15.7
=pEin 28 5.4 7.4
Metherlands a0 349 5.
~wveden a3y 4.0 4.6
Ruszia 1.5 3.1 4.3
Poland 21 2.8 a8
Portugal 1.0 25 36
Switzerland 1A 21 29
Belyium 1.2 25 29
Moy 2.0 22 27
Austria 13 21 25
Cantmark 15 20 2.4
Finlandiz 1.7 1.9 2.2
Hungary 0.6 0.7 1.5
GrEece 0.5 1.0 1.4
zech Fep. 0.7 1.0 1.4
E=tonia oz 0.4 0.4

Sourse: Intermational Telesomunisation Union, Marsh 2002

Ez002 HETSTATISTICA. COM
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Penetration evolution in Belgium

« Did you surf those past months ? » CIM annual / Netsurf may (surf only)

32%

(2505 600)

21% L 27%
(1792 100) (2 357 500)

15% 22%
(1 250 000) ’ (1 883 000)
12%
(973 200) :
9,2% 13% —CIM
(767 000) (1 099 900) - - = Netsurf
97/98 98/99 99/00 00/01

Last available figures in Belgium : Insites / BIM (april 2002) : 38%, TNS may 2002 = 44%
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Free vs paying connections in Belgium

+30%
Since
March 2001

O Free active connections B Paying connections
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MPG Source : www.ispa.be



Broadband penetration

31.80% Source : Netvalue — oct 2001
Belgium* : ISPA — March 2002

13.80%  13.20%

7.80% 6,409
. 0
0 6.20% 5 10%
2.30%
0.40%
* 2
S @66(\ 6&& s & N > &@ o *@\\
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Broadband evolution in Belgium

Number of broadband connections in Belgium

X3
Since
March 2001
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MPG Source : www.ispa.be



Internet today

= 31 million domain names registered
s 8.7 million sites (3.1 million public sites)

Others

10% Not identified

9%

Finance &
insurance
2%

Real estate .
204 Professional
—— services
13%
FMCG & food
3%
Culture et _
leisure ~__ Other services
13%

5%

/

Education Industry
7% 9%

N

Shopping
12%

MPG
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4. Surfers’ profile
(in Belgium)



Evolution of the surfer’s age
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Source : CIM
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Evolution of the surfer’s age

30 -

20 -

10 -

Source : CIM
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Age / Sex

Evolution of the surfer’s age & sex
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Source : CIM
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Home access profile

Profile of those who have access to the internet at home
Global penetration rate : 23%
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MPG Source : Netsurf (dec 2001) — Base 15+



Surfing hours

55000 -
50000 -
45000 H
40000 -
35000 H
30000 -
25000 -
20000 -
15000 -
10000 -
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0_ I
1 2 3 45 6 7 8 91011121314 151617 18 19 2021 22 23 24

B avg week avg week end

MPG Source : Metriweb (11-02 au 11-03-2002)



Other Media consumption

Selectivity Index

250 -
200 A

150 ~

100 ~

50 A

O _ I I I I I I

Cinema Monthlies Dalilies Radio Weeklies Free TV
Sheets

B Heavy Web B Medium Web  OLight Web O Non Web

MPG Source : CIM 99-00 - Universe 15+



Where do they surf ?

Metrivveb®'s average numbers per day

Public results on www.cim.be on the last 7 days,
Sunday, July 7, 2002

visitors visits page requests

total metiweb 701 215 1 735 293 13 966 189
1 Ad Valvas 24 TZ6 33 354 273 280
2 Annet 3 9E5 4 259 23 814
3 Auto-Cn-Net 1314 1532 15 205
4 Autormagazine R=1-1) T 365 Q6 429
5 AutoscoutZ4 3297 3739 55 305
i) Azur 1 335 1442 8 210
¥ BELGAZ M MET 32 022 51 052 211 514
] BIZZ 207 216 204
qa CAMAL + 2 4627 2 635 12 730
i CIM 236 278 1 043
11  Cinebel 4 044 4 435 50 679
12 Clickx 15 507 18 2323 176 401
13 De Rouck 1310 1 406 8 777
14 De Standaard Online 32 297 54 499 316 733
1% Decuarsor 374 387 1311
16 [DH Met & 205 N1 53 077
17 DISKIDEE 5935 G52 2 542
18 Easy 5 449 & 238 136 260
19  Echonet & J6d 9 732 59 TEd
20 FELIKS 95 103 510
21 Fermi Style 1 044 11&0 5 7&0
22  Forteon 757 1036 5 635
23 iGamespot 1587 1 =209 14 &032
24 Gazet van Antwerpen 12 224 20 459 111 445
25 Groopy 751 8587 9629
26 Group Plus Belgium a51 1407 4 073
27 Het Belang van Limburg 2901 14 225 92 933
28 Het BeleggersMet 3 F36 & 003 46 F60
29  Het Computerwinkelje 1270 1471 17 &04
30 HRM net 472 521 1787
31 Humo The Wild Site T S04 2137 47 126

MPG
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32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
61
62
63
64
65
66
67
68

Where do they surf ?

Immrnavision
Irmrnoweb
Infobelcom
Internetaddict
JImM

Jabat
Jabscareer
Jobstaday
Jaepis

Kanaal 2

Enack
Koopjeskrant
Erant wan West-Waanderen
La Libre

Le Soir en ligne
LookMrneet
Luxpaint

M S N EBelgium
MAIL . BE
MaoMagazine
Media Marketing
Medinet

Mine

Manster

Metwark

onlinelu

Pages d,2r - Gouden Sids
Place.ta.be
FPlanet Internet
Planet Sport
Proxis

o MUSIC

Quirit
Rendez-Vous [fr]
Rendez-Vous [nl)
rzc Anderlecht
RTL BE

visitors visits page requests
550 713 11 0&2
10 465 12 779 533 699
36 270 41 779 FET 136
590 575 1 369

3 015 4 0Z& [irrelevant)
3577 3 885 40 299
& 643 T o434 F& 572
332 241 205
459 495 4 201

Z 434 Z 990 [irrelevant)
23 099 3 899 21 036
4 003 4 410 51 515
222 262 1118

7 258 10 589 44 583
16 895 23 089 115 040
18 773 231 705 236 076
154 165 452
212 207 383 127 1 3320 374
4 178 7 534 79521
17 1s 43
741 TEE 2 859
8221 275 3 713

4 234 5022 43 543
10 09& 11 212 95 744
422 449 3 333
2631 2 850 28 081
28 089 33 725 202 021
13 494 22 570 80 212
55 962 21 930 408 245
20 597 31 431 F53 892
& 387 F 738 &7 158
1 555 1 200 lirrelevant)
T26 TES F 758
16 2395 20 489 210 113
2 154 15 486 652 051
5 380 g 3582 128 136
7 154 9 357 74 184



Where do they surf ?

visitors visits page requests
69 Skynet 100 375 184 858 1135 742
70 Spelletjesgarnaal 10 868 13 106 932 981
71 Sporever 2013 2 449 22 481
F2 Sport Magazine 221 201 2 004
73 Stepstone 11 578 13 220 129 701
74 Swing 9 TET 14 983 131 759
75 Teldir 22 224 24 206 117 646
76 Telenet Breedband 78 603 172 681 3258 664
77 Therme Park Vision 1077 13283 27 508
78  Tijd Met 21 129 37 9564 219 071
Fa TISCALI 26 256 38 05 354 597
g0 ToOP Radio 3 759 4 720 [irrelevant)
81 TrendsfTendances Online 979 1152 5 542
#2 TWSITE 1 382 1772 10 994
#3 UPto 274 Q25 4 733
&4 Wacature 8 210 9097 83 317
25 wdab 14 452 1a 5320 S07 114
g6 Wlan on-line 5 245 & 007 101 892
87 WHUnet 208 291z 3 382
88 WT4 F 239 10 07a 48 945
89 WTM 2 615 10 439 [irrelevant]
90 Wanadoo 18 239 27 616 127 123
91 ‘Webwatch 721 F95 3421
92 ezzz 3 386 & 195 220 131
9% =zappybaby 2 828 4 01s 45 291
94 ZDMet 5 515 F 042 20 520

MPG



What are they looking for ?

Which information are you looking for on Internet ?
(Source Insites BIM Octobre 2001)

clothing

telecommunication/fcalling {phoning)

travelling

™

fars

eroticism

regional news

sports

vacancies

finance/banking

computer, Intesnet and IT

games

music

current affairs/news

0% 0% 4% 500 0% 100%
-::..lrrent musi c games computsr, | financelbarkin vacancies sporis regional news eroticism cars T travalling 1EIIEi.-;rl-:.rﬁ:r:l-l'i-lrru;rEllt
affairsnews Internet and IT g {phoning]
M daily 8,16% 7,250 £.03% 4.92% 4,08% 3.98% 3,38% 3,04% 253% 2.20% 2,155 2,05% 2,02%
B often 30,34% 26,65% 14,87% 20,28% 15,53% 12,85% 15,90% 10 46% 591% 11,05% 8,72% 20.51% 12,B4%
B zometimes 32,60% 2749% 23,87% 1,82% 18, 66% 19,53% 2041% 26 36% 17,065 21,38% 27 56% 34,60% 32,40%
W ==ldom 17,60% 16,91% 19 45% 21,16% 17, 60% 17,79% 20,52% 25,01% 21,965 21,55% 27 45% 20,00% 28,81%
Hnever 11,31% 21,56% 36,78% 21,71% 44 13% 45 85% 39,80% 35,13% 52,53% 43,82% 24,08% 21,95% 23,83%

MPG



What are they looking for ?

Which information are you looking for on Internet ?
(Source Insites BIM Octobre 2001)

redl eskale

food
nsUrancas

Shopping & aw as ke ol ime

body care

rado

education

cookng and recepiEs

gowernment

ramity and chidren

fiim

Tim rim"a;:j government CT?ESETH education rado Doy cara ?;55;?:;: IMELrances Tood redl eslak
W sty 1,62% 1,65% 1,47% 1,255 1,580% 1,24% 1,24% 0,90% 0,84% 073% 0,62%
Daoften 1372% 6,95% 8,34% 8,17 10,27 % B,00% 4,07 5,2 % 2,7T5% A TES 6,12%
O somelimes 33,809 16,54% 17 82% 16,388 A,0E% 26,04% 11,43% Z5,01% 1086 1411% 16, 45%
mEadom 24,01% 24.31% 2373%% i e 18, 56% T 5E% 21 .49% 2 56% A A7 18 ,86% 2.25%
|-|'|E"|'E'r H655% 4B,57% 48, 53% 54,86% 48,57 % 36, 16% 61, 76% 44 18% 64,11% 81,51% 54,55%

MPG



E-commerce

Which was the last product you bought on Internet ?
(Source Insites BIM Octobre 2001)

other df-:; for clothin softwal hardw | flower [tovs/g | onic |erotici wided office
books | produ| Cd's ) gisho i _“ = ¥sid ST T tools U food | equip
airpla et =] are S |ames|equip| sm tapes
ot i a5 ment
M = e it
W Frequency [ 18,59 | 12,53 12,22 [ 11,82 |2,89% | 8,08% | 5,50% |4 44% (3 453% |2, 42% | 1,22% [1,62% [ 1.62% | 1.62%] 1,41% [1.01%

MPG



E-commerce

"Hawve you personalfy ever executed one of the following activities on the internet 72"

Individuals ("000)

A purchase 26% | 634,9 50% 7 @ August
4585, H December
Order a voyage 453,5
Order event / cinema
tickets 328,2
Responding to f ) )
Placing an ad 519,6 U c ]
(auctions) W T = =4
5§ 8 5 2
T 1 E — L= -
0% 5% 10% 15% 20% 258 30%

MPG Source : Netsurf (dec 2001) — Base 15+
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E-commerce

Loyalty rate : Have executed in the last 30 days / Have already executed

Bank
operations

Bying / selling
stocks

Communicated
a credt card
number

31%

O Have executed in
the last 20 days

B Have already
executed

5% 10%% 15%

20%%

2505 0% 5%

Lovalty rat

68%

64%

4 5%




E-commerce

Loyalty rate : Have executed in the last 30 days / Have already executed

Lovalty rate
Sending a sms
48% 62,5%
O Have executed
Chatting / Net in the last 30
meeting 43% days
H Have already H8,1%
executed
Meeting
someone
Mainting
contact (date) 47,6%

e 105 20%%5 20% 400 S0 G0% —

MPG



Profile du surfer

= Internet is no longer a media for young computer freaks

m Surfeurs use proactively Internet and are ready to pay online
m Surfers use less television than non surfers

m Surfers often go to the movie theater

= Internet is still selective on higher social classes

MPG
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5. Advertising investments



PwC/IAB quarterly revenue figures

Million Euros

90 ~
80
70 1 |mUK
60 - |OFrance
[l
50 4 Italy.
O Belgium I
40 - m

30 A
20 A

p Mﬂﬂh |

1Q98 2Q98 3Q98 4Q98 1Q99 2Q99 3Q99 4Q99 1Q00 2Q00 3Q00 4Q00

|

Source: PricewaterhouseCoopers/IAB

MPG



France (million euros)

...0nly =17%

1997 1998 1999 2000 2001

Source IAB-PWC - Belgium
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Belgium (million euros)

...0Only =13%
12.6
B
1998 1999 2000 2001

Source IAB-PWC - Belgium
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The International Perspective

Index 100 = 1998

700 ~

600 -

500 ~ Bl USA HE Belgium
400 A
300 -
200 A

100 A

1998 1999 2000 2001*
* Q1-Q3

Source IAB-PWC - Belgium
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Belgium : Banners are decreasing...

e-maill and newsletter increase...

84

77

Ad Banners 66
52

Content
Sponsorships

E-malil
B 2000, S1
_ _ [ 2000, S2
Rich Media @ 2001, S1
W 2001, S2
Newsletter 9
14
3 Rich media includes Flash banners,
2 Video banners, banners with sound,
Other =3 expandable banners, overlayers, IMUs ...
2

Source IAB-PWC - Belgium

MPG



Compared to USA

(Belgium: 2001, US: first 3 quarters 2001)

Ad Banners 59

Content Sponsorship

Interstitials/Pop-Up

E-Mail

B Belgium
B USA

Keyword Search

Rich Media
Slotting Fees

Classifieds 16

Newsletter

Source IAB-PWC - Belgium

MPG



Sectors : % of online ad Investments

(Belgium: 2001, US: first 3 quarters 2001)

Bl Belgium
O France
B US

N
(@)
|

Consumer Computing Financial Business Telecom New Media Other
Services Services

Source IAB-PWC - Belgium

MPG
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Belgium : Sector comparaison

Internet
Others Telecom
7% 32%
House
office Eqt

7%

Transport
10%

Culture,
leisure
16%

Services
28%

Source IAB-PWC - Belgium

Movie

Others

Beauty

Transport
7%

Food

Culture, 48%

leisure
8%

Telecom
11%

Emergence
pportunity

Services
13%

Source : Pige CIM 2001
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Belgium : Sector comparaison

Internet
Others Telecom
7% 32%
House
office Eqt

7%

Transport
10%

Culture,
leisure
16%

Services
28%

Source IAB-PWC - Belgium

Distribution
5%

Food
27%
Transport

6% Emergence
opportunity

Telecom
7%

Emergence
Services tunit Cullture,
oppaortunity leisure
8% House
; 15%
Office j
cleaning Beauty
10% 13%

Source : Pige CIM 2001
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Belgium : Sector comparaison

Internet
Others Telecom
7% 32%
House
office Eqt

7%

Transport
10%

Culture,
leisure
16%

Services
28%

Source IAB-PWC - Belgium

Magazines

Others Services
16%

Telecom
5%

ransports
14%

Distribution

8%
Food
8%
K
Clothes
9% Cu_lture,
Leisure

13%

Beaut ouse
10(yy office Eqt
0 12%

Source : Pige CIM 2001
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Belgium : Sector comparaison

Internet
Others Telecom
7% 32%
House
office Eqt

7%

Transport
10%

Culture,
leisure
16%

Services
28%

Source IAB-PWC - Belgium

Dailies

Others
89, Services

/ 26%

House office
Eqt
6%

Culture,
leisure
8%

Telecom

11%
SE—
Transports
Distribution 24%
17%

Source : Pige CIM 2001
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Belgium : Sector comparaison

Internet
Others Telecom
7% 32%
House
office Eqt

7%

Transport
10%

Culture,
leisure
16%

Services
28%

Source IAB-PWC - Belgium

Radio

Others
House office 4% Culture,
Eqt Leisure
5% 21%

Food
7%

Transport
S ence
14% tunity

Distrbution
19%

Telecom
14% Services
16%

Source : Pige CIM 2001



Belgium : Average budget per campaign has

stabilised (in euros)

24,000 24500 23,300

16,500

1999 2000 2001, S1 2001, S2

Source IAB-PWC - Belgium
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6. Perception of online advertising
by media-planners & advertisers
(Belgium)



Internet perception in Belgium

= Study carried out by IAB Belgium & TNS

= In depth interview of more 120 avertisers &

traditionnal media planners
Internet use in the past
Perception of internet alone
Perception of Internet Vs other media
Their future use of Internet as an advertising Medium

MPG



Use of internet as an advertising medium

How many times have you used internet as an
advertising medium in one of your campaigns ?

more than
10 times

5to 10 12%

2 to 4 times
17% Once

14%

Basis : 59 advertisers

MPG Source : IAB Belgium / TNS
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Which % of your advertising budget was

allocated to Internet ?

Does not 1to 10%
know 46%
42%

11-100%
12%

Basis : 33 advertisers was have used internet
The question refers to the global advertising budget, not only media space

Source : IAB Belgium / TNS



In your last Internet campaign, who has recommended

to use Internet ?

M - A
Media-planner 53% 81% 24%
Account manager 37% 2% 32%
International (adv.) 23% 22% 24%
Mediabuyer 20% 25% 15%
Creative 19% 14% 24%
Marketing | 7% = 15%

MPG Source : IAB Belgium / TNS



Banner

E-newsletter

Pop up

Event
sponsoring

Video Banner

Games
sponsoring

Button

MPG

Advertising formats

31%
30%
18%
13%
13%
38%

51%

95%
89%
85%
79%
71%
68%
Awareness
— Use

Source : IAB Belgium / TNS

RATIO

53%

35%

35%

23%

18%

18%

56%
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Advertising formats

Advertorials

Content Sponsoring

On line permission marketing

Viral marketing

MouseOver Banner

Re-looking

Interstitials

66%
19%
59%
23%
55%
15%
41%
14%
40%
9%
31%
13%

Awareness

7%

RATIO

29%

39%

27%

35%

23%

41%

28%

Source : IAB Belgium / TNS



How do you evaluate your various Internet

advertising experiences ?

Very negative Does not know Very positive
3%

4% / 11%

—
Rather

negative
14%

Rather positive
68%

Basis : 70 individuals

MPG Source : IAB Belgium / TNS



Media choice criteria

Important for 40 to 60% of respondents

Adapted to announce promaotions
Offers many creative techniques
Low entry cost

Allows geographic targetting
Strong titles / vehicules

Short booking deadlines
Adapted to convey emotion
Good image

Low technical cost

Adapted to announce an event
Sensible QUALITATIVE studies

Important for less than 40% of respondents

In which advertising is not irritating
Allows users to react immediately
(Interactivity)

MPG Source : IAB Belgium / TNS



Average internet score wo-ma

Used internet

TOTAL h;EI;I::_ Adv HL. FR Yes Ho
Bllows u.5-.e-r5 ko react immediately 3.0 ap ap a1 a5 a1 29
L I AR (S IR RS SR A
Allows to quantify responserates 1| L N D B3l AU B3l AT B3l (-
IMany ereative techniques available (| 7E Lo G-I G Bl TE Lo G-I T
Shortbookingdeadlines 76 Lo TE ol TE Lo A G TE ol T
Offers QUANTITATIVE information (| 70 Lo 63 L. G G CAT T2 d BE...
High qualng of technical production or 6.9 7.3 67 7.3 66 71 67
R A=l T [ I RO IR o N MO W,
HLdapted o arque andexplain (L LTS LS — L2 L A id BT i B Bl
AL R S | R LTS I — TN P I — TN P I - BE ...
Lowtechnical 605t o] o LTS B I B I I Bl
Bdapted to show a product 6.7 g5 g4 L2 [ | g4 E.E

MPG

+ : important criteria for more than 60% of respondents

Source : IAB Belgium / TNS




Average internet score wo-ma

Used Internet
MEDIA-
TOTAL PLAN. ANN. ML. FR Yes Mo
+ .ﬂ.lln.ﬁ.-vs targetting .tcuwards a sepcific 6,6 6.& 6.4 6.6 6.6 6.5 6.7
E0CIO-Cemooraphic tarOEt e d e bt e
Allovwys targetting towards users of
6.6 7.0 6,2 6,7 66 6,5 6,3
aspecificproduct ] o R . T - S R S R - S
Iz credinle for USers o foe 64 Lo b LT TR TR TR B2 ..
Asdapted to announce anevert 1 5.2 ... I ... 5.2 ... I .. 50 ... I ... Byl ...
Masagood IMAGE o] o LELI B2 o B0 di T Bl odi B3 o 5.8 ..
Adapted to announce promations 60 e U . 60 1. R ... N ... ZREN
which audience figures are
BT | o AN e s
Which offers senzible QUALITATIVE
sues oo AU N I O ) A (O S At
T;:;:Q offers vehicules with a clear 5.5 S 53 5 5 4 5.8 5.1

+ : important criteria for more than 60% of respondents

MPG Source : IAB Belgium / TNS



Average internet score wo-ma

Used internet

MEDIA-

TOTAL PLAN. ANN. ML. FR Yes Mo
with & loyal audience ] [ TR D eI . TSI I I . L eI . a3
which pricing is transparert ... T IS ZTEA TN - 55 .1 ETLI ZTn
in which advertizing does not irritate 5.1 e 2,1 a0 o2 a0 2,3
which audience iz big el T LS S N ETLI 54 LA ETLIR Al
Adapted to memorize an advertising

9 48 49 5,2 4 49 4.8
MESSAUE . oooessesmsmsmsmsssssnn] o T . _— ... i . o
vst‘ﬂigtrtlea Ibroadcasters are 4.8 5.2 45 5.2 4.4 5.1 4,4
Adapted to convey emation 37 Lo % A 50 Lo 50 . E L I 46 ..
Adaptedto launch a product L A5 L 12 i w2 N 3. Lo o 32 .
Which allowy geographic targetting 3,0 41 ki) Li 39 41 3.4

MPG

+ : important criteria for more than 60% of respondents

Source : IAB Belgium / TNS




Mediaplanning and internet

(% who agrees with sentences)

Used Internet

MEDIA-
TOTAL PLAN. ANN. NL. FR Qul NON
Internet can anly be L!SEd A% A 785 790 83% 750 a01% 749 870%
complementarny medium —
Wyith mt_ernelt_, wou can really evaluate 68% 730 Ed% ET% 1% 0% BB %
campaigns' imparct
The cost per cantact of internet is 545 £ 51% 30 £T0% £ 4% E4%

much lower than for other media
Audience figures are weak 52% 5% 46% 55% 47% 51 % 52%
Adverising on internet is

: 46% 18% 4% 431% 51% 43% al%
technicallysettled
The cales houses commercial offer 275 5% 27% o0 33% 5% 28%
is transparent R
All zales houses have an equivalent 20% 0% 20% 0% 20% 14% 2g5

degree of profesionnalism R

Internet mediaplanning can he done
by any media-planner and does not 16% 18% 14% 14% 18% 13% 20%
regquire a specialised media-planner

Advertising on Internet has more
impact than advertising on other B 3
media

—
=
=

Yo% 2% 10% E%

MPG Source : IAB Belgium / TNS



Advertisers vs media planners

Advertisers are globally more positive about

Internet than
media-planners. Especially regarding :

Internet offers many creative techniques (63% vs 51%)
Orientation towards a group of product users (49% vs 33%)
Adapted to argue & explain (41% vs 20%)

Adapted to announce an event (27% vs 15%)

Credible towards its users (22% vs 10%)

MPG Source : IAB Belgium / TNS



Internet vs other media

Internet is the # 1 medium for # 2 # 3
Immediate reaction (Interactivity) Radio|| TV
Quantifying response rate Mag Daily
Offering many creative techniques TV Mag

Internet is # 2 for #1 # 3
Low entry cost Radio Free sheet
Short booking deadlines Daily Radio
Product user targetting Mag TV

Internet is # 3 for #1 #2
Low technical cost Daily Radio
Demographic targetting Mag Daily

MPG

Source : IAB Belgium / TNS
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Internet vs other media

But, Internet is ranked # 7 for # 6 # 8
Good image Radio Free sheet
Credible for user Outdoor | Free sheet
Vehicules offer a clear image Radio Free sheet
Strong vehicules Movie Free sheet
Good memorization Daily/Mag | Free Sheet
Conveys emotion PQ Free sheet

Internet is last for #6 #7
Geographical targetting Movie Mag
Transparent pricing Movie Outdoor

Source : IAB Belgium / TNS
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Internet vs television

Interactivity (*)
Low entry cost

Quantification of
response rate

Low technical costs

Short booking
deadlines

Creative techniques
available

Demographic targetting
User oriented
Adapted to argue

(*) Limited importance in media planning

Adapted to convey emotion
Strong channels

Adapted to build image
Large net audience

Adapted to launch a
product

Adapted to memorize a
message

Adapted to show a product
Channels with clear image
High (re)production quality
Loyal audience

Trustable audience figures
Good image

Source : IAB Belgium / TNS
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Internet vs radio

Interactivity (*)

Quantification of
response rate

Creative techniques
available

Orientation towards
users

Adapted to argue

Adapted to show a
product

Short booking deadlines
Demographic targetting

(*) Limited importance in media planning

Geographical targetting

Strong stations

Loyal audience

Adapted to announce promotions
Adapted to memorize a message
Adapted to announce an event
Adapted to launch a product
Adapted to convey emotion

Source : IAB Belgium / TNS
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Internet vs dailies

Interactivity (*)

Creative techniques
available

Quantification of
response rate

Low entry cost
User oriented

High (re)production
quality

Demographic targetting

(*) Limited importance in media planning

Loyal audience
Geographic targetting
Credibility for readers
Strong titles

Adapted to announce
promotions

Adapted to announce an event

Source : IAB Belgium / TNS



Internet vs magazines

Interactivity (*)

Creative techniques Loyal audience

available . Titles with clear image
Short booking deadline . Strong titles

Low entry cost . Geographic targetting
Quantification of . Adapted to build an image
response rate . Sensible qualitative studies
Low technical costs . Credible for readers

Good image
Adapted to argue and explain

(*) Limited importance in media planning

MPG Source : IAB Belgium / TNS
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IETQERS

Interactivity (*)

Creative techniques
available

Demographic targetting
User oriented

(*) Limited importance in media planning

free sheets

Geographic targetting

Adapted to announce
promotions

Transparent pricing
Low entry cost
Low technical costs

Source : IAB Belgium / TNS
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Internet vs movie theatres

Interactivity (*)

Quantification of
response rate

Low technical costs

Short booking
deadlines

Low entry cost

Creative techniques
available

User oriented

(*) Limited importance in media planning

Adapted to convey emotion
High (re)production quality
Adapted to build image
Good image

Adapted to memorize a
message

Advertising is not irritating (*)
Adapted to show a product
Media with clear image

Source : IAB Belgium / TNS



Internet vs outdoor

Interactivity (*)

Quantification of . Geographic targetting
response rate

Low entry cost
Demographic targetting

Adapted to build image
Adapted to launch a product

Low technical costs . Adapted to show a product
Short booking deadline . Media with clear image
Creative technniques

Adapted to memorize a
message

available
Adapted to argue

User orientation Large net audience

Good image

(*) Limited importance in media planning

MPG Source : IAB Belgium / TNS



In the future, will you use Internet as an advertising

medium more / less...

Has already used Internet

Less Does not

4% know
As much 1%

34%

\

More
61%
Has never used Internet

Does not
know
25%

More
45%

Equal
30%

MPG Source : IAB Belgium / TNS



What information would help you to chose Internet as

an advertising media ?

(score from 1to 10)

M - A
More precise audience
studies 7.5 7.8 7.2
More qulitative studies 7.2 7.6 6.9
Impact measures 7.2 7.5 6.9
More mformanon about 71 73 orG
sites

More information about 71
prices - 7.6 6.4
Case studies 6.8 7.0 6.5

MPG Source : IAB Belgium / TNS



If Internet wanted to be more attractive, what should

the sales houses do ?

M - A
Gi t and
trustable info “wh g% 1%
Better PR/
Communication — 1% 2%
Professionalism | 7% 20% 9%
Clarity / Transparency 3% 3% 3%
2% 2%

No intermediaries 2%

MPG Source : IAB Belgium / TNS



Conclusion

= Strong need for education
Education for media-planners
Education for advertisers
Education for creative agencies

= Need for common metrics (on / off-line vocabulary)
= Pricing transparency
= Communication of IAB projects, guidelines, studies

MPG Source : IAB Belgium / TNS
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/. Last trends



Various ways of selling online space

Start of Internet : impression / Page View
2000 : frequency capping

Control frequency of exposition to advertising
Increase reach
Opimize results

2001 : pay per click (2% of belgian investments)
Only 2 saleshouses sell per click (large quantity of spare space sold at low
price)
Risk of space devalorisation
Reinforces the wrong position that « only clicks » are important

2002 : Unique Visitor

More homogeneity with other media

Coverage and OTS are notions familiar to traditionnal advertisers and
media planner

MPG



L atest trends

= Integrate Internet together with traditionnal media
Same vocabulary as off-line media (coverage, frequency)
Same pricing logic (bonus, rebates, promotions)

Even « pure online player » follow this trend
Opens Internet to traditionnal advertisers
Easier to deal with for media-planners

s Format standardization
Guidelines for technical specifications

s More case studies to convince advertisers
Portals study
Saleshouses study
IAB education

MPG



Larger formats are 3-6 times more effective

Aided Brand Awareness Lift by Format
B ControlO Exposed

13%*

9%*
60%

62%

4%

60%0

50%

40%-

Banner Large Rectangle  Skyscraper

Source: IAB/Dynamic Logic, June 2001 * Statistically significant at 90%

MPG



Larger banners work better

The size of the banner impacts
» the perceived clarity of the message

= as well as consumer desire to learn more about the products and
services.

When campaign goals include improving branding metrics, use
larger banner formats.

MPG



Examine targeting on cost AND effect

Consider targeted inventory not just on price but also effectiveness

Average Lift in Brand Metric:
Targeted vs. Run of Site/Network

4%

Brand Awareness

I 17%

Message

4%
Brand Favorability

Purchase
Intent

I 13%
No Lift

I T T T 1

0% 5% 10% 15% 20%

B Run of NetworkH Targeted

Source: Dynamic Logic MarketNorms Source: Dynamic Logic's AdIndex data, 2002

MPG n=13,899
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Test optimal number of exposures

for each campaign as plateau may vary

Message Association by Exposure
Frequency

34% 34% 39%
31% 32% 327

Branding Level

Control Exp 1 Exp 2 Exp 3 Exp 4 Exp 5 Exp 6 Exp 7

Frequency of Exposure

Source:



MPG

To build awareness,

do not over-use frequency caps

Banners seen with a higher frequency have a greater impact on
brand awareness than banners seen with a lower frequency.

A “frequency cap” may be detrimental to a campaigns ability to
build brand awareness.

Do not place a frequency cap of one exposure on
advertisements. Available frequency data indicates that
awareness may reach its peak at five exposures.

However, the number of exposures required depends on what is
being advertised and the overall effectiveness of the creative.



Additional impressions add

more branding value

Frequency of 4+ exposures
doubles branding

Lift 10.4%
64
Lift 6.4% 62
Lift 5.6% // 50

_— 58 =

/ ©

>

56 =2

("]

o

54 &

S

I 1 1 1 52 <

Control 1 2-3 4 +
Frequency

Source: Dynamic Logic, 10/00

MPG



Consistent presence of logo

doubles branding results

Branding Lifts by Presence of Logo

B Message Association
O Brand Awareness

33%

Omnipresent Logo

Sporadic Logo

0% 5% 10% 15% 20% 25% 30% 35%

Source: Dynamic Logic MarketNorms

MPG
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Cut the clutter

Brand Awareness Lift by Clutter

14%
Uncluttered
3%
Cluttered
0% 4% 8% 12% 16%

*Cluttered refers to ads with 16+ elements

Source: Dynamic Logic MarketNorms



Reduce banner clutter

Use 16 or fewer items in a banner

m To increase the potential to raise brand awareness and
banner recall, limit the number of elements in a banner.

= The limited time a banner provides for communicating a
message requires that the banner be clear and uncluttered.

= The number of elements in the banners evaluated range
from 1 - 51 with a median of 16. Designers should keep their
creative elements short and to the point with no more than
16 textual or graphical elements.

MPG



Concusion : The 5 golden rules

= Size matters

= Target smartly

= Plan frequency

= Be bold with your logo
= Cut the clutter

MPG
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Discussion



MPG

Thank you

Stephanie.r@be.mediaplanning.com



