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Brand Equity

AKO TO MERIATE?



Marketéri pouzivaju 14 popularnych metrik (viac ako 25%)
na meranie efektivnosti svojich kampani

44.6% 44%
2%
32.2 279%

Conversion Click New Leads Return on Brand Campaign  Delivering Customer
rates through customer  generated investment awareness views business retention
rates acquisition outcomes rates

Brand recall Net Brand Brand
promoter affinity attributes
score

Source: Marketing Week, ‘Language of effectiveness 2023, Which of the following metrics do you currently use in your effectiveness tracking?



No zaroven priznavaju,
Ze vedenie zaujimaju hlavne 4 metriky

(nad 25%)

Return on Delivering  Conversion Brand Customer Customer Click Brand Brand Campaign Brandrecall Campaign
investment customer business rates awareness retention lifetime through promoter affinity attributes ES cut-through
acquisition  outcomes rates value rates score

KANTAR Source: Marketing Week, ‘Language of effectiveness 2023’, When it comes to assessing the success of a marketing campaign, what are the most important metrics among senior business leadership?
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HOVORTE JAZYKOM BIZNISU

Return on Delivering  Conversion Brand Customer Customer Click Brand Brand Campaign Brandrecall Campaign
investment customer business rates awareness retention lifetime through promoter affinity attributes ES cut-through
acquisition  outcomes rates value rates score

KANTAR Source: Marketing Week, ‘Language of effectiveness 2023’, When it comes to assessing the success of a marketing campaign, what are the most important metrics among senior business leadership?
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41 x3x5x8x6x2x7

1. NASTRAZENA PASCA
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8x7+6-5/4x3+2x1

2. NASTRAZENA PASCA

kanibalizacné efekty

KANTAR iab?
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40 320
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1 Company Media Factors*

Channel Level Attribution

Social Digital SEM OOH v
Video

Publisher Level Attribution

S Sky o
TikTok “ Billboard 2 Channel 4

Campaign Type Attribution

Lower Upper Upper Lower Upper
Funnel Funnel Funnel Funnel Funnel

Sales,
Churn,
Subscribers,
Profit

Industry
Factors

4 Industry-specific factors*

3 Systematic, ,,outside control“ factors*

External
Factors

Years
Quarters
Months
Weeks
Days

2 Non-Media related company factors*

Marketing

Pricing

Product

Distribution

Brand

Incentives

Promotion
Pricing

Assortment

Channel X

Direct Sponsor-
Marketing Ship

Coupon

Standard
Pricing

Launch New
Products

Channel Y

EventY

KANTAR

2 - 3 years of data
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ZNIZENIE CIEN KONKURENCIE
+ 27% churn v minulom mesiaci

VECERNY SPOT
+ 14 klientov

HALO EFEKTY

+ 250% predaj
ZMENY V INFLACII —
- 992 klientov / Q1 m A ‘é

KANTAR
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s
¥ 2500 Short term results
9
A
2000
I Seasonality
I Pricing
1500
Sales activities
I Launching
1000
R J ‘ J I Promotion
o v
1 7 A) Activation
500
mm Brand Media
7%
0]
6 000 Media investments (S M)
4 000
2 000

KANTAR Beauty products - Latin America



(S M)

Short + Long term results

»n6 000
-
(%]
5000 I Seasonality
Pricing
Sales activities
4 000 Launching
I Promotion
Activation
Brand Media
3000 Masterbrand Media
I Base level
—Sales
2 000
1000

————— R e  ——————————————————
KANTAR Beauty products - Latin America



BUDOVANIE BRAND EQUITY vs SALES

o Volume sales

Tracker Memx ure
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1,200,000

Client Memure

Tracker Measure
-

1,000,000

S0,000

ﬁl Base sales - MMM

MR RN B

Brand Equity

015 B0, 000
B 1] 200,000
0.05 100,000
LLEe ] o
B S w B o W M o B8 S w8 e S S W B P P e W o P e W S A e e o P e W B o e e W
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Client Measure

CORRELATION OF .25

CORRELATION OF .87

ICANTAR

25



Marketing Mix

‘ impact of marketing on brand

ettt e e e e a e e eaeaeaeaeaeaean s aeaeanaen? >

Brand Equity

Direct Effect

Equity Effect

KANTAR
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Creative and Effective ads generate
more than four times as much Profit

Average ROMI Profit

6,62

3,96
1,42
Low Middle High

Overall Creative Quality

WARC

l(ANTAR Creative Effectiveness in the Age of Al

29



_ LINK Al CLIENT
= KANTAR o1y

DASHBOARD

¥ MARKET

ZZ Internal Client D... ZZ Internal Client D... Slovakia

5.

—

AD NAME

Country Norm - Category Norm

Alza box - Online

Alza box - Online

3 0:00/0:20

70TH PERCENTILE OR ABOVE [l 31ST TO 69TH PERCENTILE

30TH PERCENTILE OR BELOW

frOcC

Appealing

» Ploy

races

Persuasion

> Picy Tr

<

How much would viewers think the broand is more oppeoling after -‘r(}fc”lr;‘: the

ad
Ho kely would viewers use/choose/try the brand more after watching the

Mow much would viewers feel they love the brand after wat 'l"‘; the od?




Overall effectiveness summary

Alza box - Online Long term equity
Go
Pause
Power Contribution
Stop

STSL/STEL (%) 78

Alza box -
Online

Power score
Likelihood of driving longer term equity

Short term sales / effects likelihood
The ad’s ability to create a positive effect on brand predisposition

I.(ANTAR PERCENTILES [l 70" Percentile or above 315t to 69" Percentile [l 30t Percentile or below

31



LlNK Al | AC OARD : RKET :;: ADY NAME
E KANTAR FOR TV ! DHBHE\,H?‘.L MARKE AD NAME Codntry — - Category - c

ZZ Internal Client D... ZZ Internal Chient D... Slovakia Alza box - Online

) A "
Short/Long Term Effectiveness Brand Predispositior Engagement Diagnostic Traces

Alza box - Online

Engagement

vers remember the s forther “'Qbfdﬂd’

ol EEESeeEE——
» Ploy Traces @

Enjoyment

» Ploy Traces

. wers feel engoged watching this ad?

» 0:00/0:20

70TH PERCENTILE OR ABOVE [l 3157 TO 69TH PERCENTILE 30TH PERCENTILE OR BELOW



sce 0 101 0
Eis o glg’]og qc')?%f' {71895 &9
(e 807G )0 | 000 I0070 anO Oﬁ é) 0181
op- s afnl_ldloowl 1100 0 (
0 -0 00 00 0 0000 |
: °s : [§ o I?fg?oo%ol:w 1°|g.° 000 0000
ceve- | Y
tside control“ factors- ooliorrolooo ;§ 3 ;: ) ilo quq l(l)ol‘oéo(l%logrolg’“ll()?b 0 o |
_ 7 otk sl 8%( 99980 Go0
2 Non-Media related company factors L) ol ©00.0f CI?IO 00 4 ]
; 0¢ %l 0101 11110100010 { 0
° : ) DOIOIUJ { OIO|P‘
.o 1 %) L 689008 ‘107 1001 1
bt 0380(1/00 000 (01 000
eo | 110000 00001 | 10110
* e 10
: 101001100100 71000 00
, 0 | 0
0
0

0111101000 100 0
8886.%° '610'0 854641882
90501000 1°1700 000 10

4 Industry-specific factors* 10101001000010400010

, e
:: gé\oyl% ollo 8 000 00 l? go 00
® g1 1 “%1 é |00 1 00 0

s é E) OJE &I? 0 | 00
) |

¢ 0

KANTAR



PREDPOVEDANIE BUDUCEJ ROI

Campaign Campaign Investm 2024- 2024- 2024- 2024- 2024- 2024-

RUElisher BNChanpel Type Product ents W27 W28 W29 W30 W31 W32

Qné Your plun ® MEDIA INVESTMENT I

directcinema Cinema unication oiceservices| 0 0 0 0 0 0
GBP 100.0K

othercinma Cinema unication _ |Voiceservices| 0 0 0 0 0 0
Productcomm|Broadbandse|32115,7|2748,4{2511,2|2519,3|2776,7|2940,3

therci Ci icati i 006 517 | 055 | 765 52 749
EXPECTED MEDIA GENERATED stgpins | s _cnon e

Channel | Out of Home | unication rvices 0 0 0 0 0

SU B SC RI B E RS‘ Clear Productcomm|
BREAKDOWN Channel | Out of Home | unication oiceservices| 0 0 0 0 0

Productcomm|
Lamar Out of Home | unication__[Voiceservices|

Productcomm|Broadbandse
1 6 [ ] 1 K PAID SEARCH Lamar Out of Home | _unication rvices

Productcomm|
spotify Audio unication__|Voiceservices|
Productcomm|Broadbandse
spotify Audio unication rvices
Digital Pricepromotiof
- o, Amazon Display n /oiceservices]
CI N EMA s Digital Pricepromotio|Broadbandse
I Amazon Display n rvices 0 0 0 0 0
Digital Productcomm|Broadbandse
Amazon Display unication rvices 0 0 0 0 0
Channel 1 Digital Pricepromotio|Broadbandse|11088,8/904,92|841,59 832,09[910,19
Display Display n rvices 239 6 46 64 73 88
PAID DIGITAL DISPLAY Channel 1 Digital Productcomm|Broadbandse|
Display Display unication rvices 0 0 0 0 0 0
Channel 1 Digital Productcomm| 717,073|113,62|52,725) 26,325|114,70]
Display Display unication oiceservices} 3 57 3 8,537 1 95
Digital Pricepromotio| 9341,98(953,25|754,06/526,10|705,73|953,77
Epom Display n /oiceservices| 43 3 6 45 57 88
Digital Pricepromotio|Broadbandse
TELEVISION Epom Display n rvices 0 0 0 0 0
Digital Productcomm|Broadbandse
Epom Display unication rvices 0 0 0 0 0
Digital Productcomm|Broadbandse
Google Display unication rvices 0 0 0 0 0
Digital Productcomm|Broadbandse 73,832|58,338}42,538|53,936
Leadbolt Display unication rvices 747,614] 8 1 9 5
PAID SOCIAL : ' . Di-g%I Pricepromotio|Broadbandse
Yahoo Display n rvices 0 0 0 0 0
Digital Productcomm|Broadbandse
Yahoo Display unication rvices 0 0 0 0
Digital Productcomm)
Yahoo Display unication oiceservices|28,4877] 0 0 0
OUT OF HO M E 0. . Productcomm|Broadbandse|1270,47|302,97|155,16 52,050[213,83
Bing.com Search unication rvices 27 01 03 5 19
Google Brandedkeyw|Broadbandse|10318,6{1901,6/1901,6| 760,64{1521,2)
Search Search ords rvices 734 085 | 085 34 868
Google Productcomm|Broadbandse|24371,1|1854,3|1854,3 1854,3|1854,3]
Search Search unication rvices 68 28 287] 28 28




CPA

1800

1500

1200

900

600

300

Media CPA

CASE STUDY: Banka - optimalizacia otvarania uctov

1.530 LC

1.310 LC

751 LC

1.060 LC

MEDIA SPEND

40 000 000
30 000 000
20 000 000

10 000 000

Media driven profit

55mLC

123 mLC

190 m LC

200mLC

ICANTAR



+ 1 5 % media-driven sales -40% CPA

(automotive) (banking)

0,
1 7% .y o +42 /0 sales (new accounts)
just six months (Telco) -\ & T 7 O%

9, 2% annual churn reduction (Telco) | +20% ROI

(FMCG)

\

KANTAR iab’




Our global footprint spans across industries

(5

Financial
Services
SR AMERICAN
CapltlCne EXPRESS
<
Building Society HSBC
Bankof America %%
VISA
Bugg:t Gjensidige ‘{)
sncore (OB

SAXO Allianz ()

BE INVESTED

[T
Mo

Retail

© &

Walmart IE§(.:9
gggﬁgtdt RALPH LAUREN
atida  Jlawveds

ELKJQP\ JOHN LEWIS

& PARTNERS

Subscription
Businesses

. verizon’
(‘ telenor  unicef €

CHEF 3
oo Q)

L )
= et O

®PUREGYM

BT Group

™ __

NORLYS AMew-s UK

S\
AN
,
)
o

Travel &
Transportation

LN /]

HONDA

easyJet

norwegian
‘EEUROSTAR'
ﬁ

AIRFRANCE

HC @i,

SINGAPORE
AIRLINES

nooon WYk

aq

virginaflaniic

%

Others

samsune Y Heineken

})

NBC*kUNIVERSAL TOMMY A HILFIGER

¥ JI%ecVegas

& @—‘% /
e 2\ Nestig

L'OR

ICANTAR |
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Senior Business Manager | Analytics

andrej.winter@kantar.com

+421 903 751 791
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