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

Loser-brands Winner-brands

Difference
1 Winner/

. . Loser

of these increased price »

. +
promotions °
é wi t h-ammde pramotion level *
+18%
é wi t h-aetagepree 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



e but |l nnovations and advertis
Crisis

Loser-brands Winner-brands
Difference Difference
Winner/ Winner/
2002/03 2007/08 2002/03 2007/08
. .. Loser Loser
increased advertising
spend +16% +9%
introduced launches
+44% +21%

Source : GfK 20.000er Household Panel ConsumerScan
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Noviny spolurozhoduj2 o n8kupu

mn
ACo um2 TV nejl ®pe? ZvIigit brand a

APrint um2-pg$SesvBdibh&8l n2 i emocio
prodej

AKombi nace um2sthPDn2 a proveden?2 in
Zzaznamen8n2 a n8slednou akci (zns§
nen2 empiricky ovhDSeno pro denzky

APrint by mRI pSi prob2haj2dddest ag
dTl egi tNj g2 podporovat prodej, v?2

GfK
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PomRDr cena/vikon TV vs. den2ky

APomRDr cena/vikon z8l eg2 na
kampaniD. L2m bonitnBDjg? sku,

zamNRSen8 na prodej, je viho

APodstatng8 je pokraluj2c2 fr
kterl t2m ztr8c?2 vlIihodu mas]

m®di e m.

GfK
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Den2k jJjako I nzertn?2 m®di um pro r

AD2 ky region8ln2m redakc2m a region!

umogRuje pSesnhNjg2 region8ln2 c21 er

nav2c umogRuj2 girg2 gks8lu velikost
netradiln?2ch forem jako Jsou vkl ad)
k8l u vyugit2z podle velikosti rozpc

APokud pTjde o rozdRlen?2 rozpoltT dc

tato vihoda je ponRkud relativn?,
vldDtg? 1 nzerce cel ost8tn2ho dosahu.
argument wuplatnit v diskusi 0 m (

uvol nDn®m objemu reklamn2ch pro €

i
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~

Provg8§zanost den?2KkT se svimi webp

AProvg8§zanost tigthRDn® a elektro

jistD na m2sthD, ug jen prot o,
j] e omezen? kanibali zace, tud?
onl i ne verze by mbDla m2t meng
kombinac?2 zvigit cel kovli dosa

kl ade vygg? n8Sroky na masivno

synergie obou medi atypT.

GfK
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Typickl |ten8S denzku

o
APod21 vysokogkol 8kT mezi | ten
neg mezi div8ky dvou hlavn?2ch

AlegtnD vygg?2 je pod2l ve prosp
zamhDstnanci a vedouc??mi zamBs
viraznhD vygg2m zastoupen2 0SSO

k|l asi fi kac2z A+B.

GfK
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Form8t a obsah inzerce, pougit2z adyv
AFor m8t i rzerz®thd ednNn v cenh, takge
osl oven?2nesle&KIgr320lvi8g j e schopnost zau
i nzer 8t zI|l omek sekundy. Takge obsatl
|l epg2ho efektu neg velikost2z. Je t ¢
|l nzer 8tu dostatel nD komuni koval zne

produktovou skupinu.

AAdvertorial j e YspRgnl tehdy, pokud ji g ¢
doprovodnl obr8zek upout§ pozornost

pout avost adeenoodlun ®h o

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

Previous ; . .
o Eunort 2 POF @ Prirt CIPrint 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 il
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 1 1 69 65 62 73
3C1P4 3 3 65 S8 56 S0
4C1P4 5 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 - - 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 S B 2 K A o i ke o oo o e
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 8 54 47 46 27 63

GfK




Co S2k& Media projekt?

ACel kovli dosah programT Nova :
m2rnf) nad 4 mil ., zat?mco den
4 mil. | ten8ST. Lze tedy Sz2ct
dosahem jednoho Iinzer8tu rovn

v televiz2ch Nova a Pri ma.

GfK
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Noviny je YW eln® p8rao
mediatypy

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

24. listopadu 2011

Coverage due to Non Measurement
of Out of Home Online Usage ca. 50%

FMCG average 0,48

Moving Images more
o 1,40
efficient than Banner
min=0,22
1,03 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 shorterm. Video Ads/ YouTube show higher ROI GfK

than Banner. TV will show much higher Net ROI.

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

CocaCola Xmas Campaign

24. listopadu 2011

PR/ Truck Tour

POP Activation

Radio
Cinema

Offline :
Contact probabilities

CC Websites

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

Print

Coca-Cola hat

GoogleAds

CocaCola Xmas

Registrier dich aut Gokernage &
gewinne mit Glick u.a. eine PS3!

cokefridge.de,
coke.de,

Xmas.coke.com
and coke.
sideoflife.de

N Banner We
ﬁ\.? = -

Banner YouTube

ToullD

Xmas.coke.com

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




