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KANTAR

Shape your brand future.
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We took

54bn 1 1bn

attitudinal data purchase data
points for over points for

21,000 brands in 20,000 brands in
540 categories and 100 categories and
54 markets... 25 markets...

spanning over 10 years and analysed the results
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Our foundation: The core brand equity building blocks

‘ MEANINGFUL

4

SALIENT

Meets people’s needs and they
feel emotionally connected to it

Perceived as unique and a
trend setter for its category

Comes to mind quickly across
category needs and occasions
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GROW BY BEING
MEANINGFULLY

DIFFERENT

TO MORE PEOPLE

B3R ANDS

Growth accelerators for winning marketers to operationalise effectively

PREDISPOSE MORE PEOPLE

KANTAR



Are Dutch consumers
hard for marketers to win over?



Yes, we, the Dutch, are much more critical towards media than global

consumers
Better quality

Fun and entertaining Innovative

Relevant and useful Capture my attention

Trustworthy Too much advertising

Something | try to ignore Intrusive

Excessive targeting Dull and boring

Repetitive

Global Average  @Netherlands




Media Reactions, what’s it about?

aN
‘ e MEDIA
1.000 REACTIONS @ |
Marketers \% 18,000

consumers



Retall Media
perform strongly
on positive ad
characteristics »

And low on the negatives »

TRUSTWORTHY

4+ RELEVANT

BETTER QUALITY

TOO MANY ADS

INTRUSIVE

REPETITIVE



Advertising through POS is highly evaluated across generations

Top 5 media channels

Gender Generation

Female Male Gen Z GenY Gen X Boomers

Retail Media (POS) Cinema Sponsored events Sponsored events Cinema Cinema

Cinema Sponsored events OOH Retail Media (POS) Sponsored events Retail Media (POS)
Retail Media (POS) Retail Media (POS)
OOH Digital OOH Cinema Digital OOH Retail Media (POS) Sponsored events

Newspaper OOH Digital OOH Cinema Digital OOH Magazines

Sponsored events OOH Newspaper Newspaper




ADS ARE

/X MORE

IMPACTFUL

AMONG A
RECEPTIVE
AUDIENCE



Trends & Predictions

Buyers and sellers
need media-agnositic,

iIndependent
measurement to
support proof of
channel performance
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Unravelling the True Value of
Retall Advertising on Brand & Sales



Tracking real-time behaviours

with passive measurement

@ Real-time locations (OOH, stores, etc.)

@ Media exposure (audio recognition/OTS)

@ Direct conversations (Brand Lift)

@@ Direct video feedback (deep-dive)

000 _ |
@@@ 50,000+ daily users, 500+ variables






INTEGRATED PROGRAM = Long term equity & short term impact

KANTAR LIFT+

long-term Equity &

Short term impact panreeel By l2s




RETAIL MEDIA:
DRIVER OF BRAND EQUITY?



AVG LIFT BRAND POWER ‘
x RETAIL MEDIA

Retaill Media proven
effective on
Increasing

Brand Equity »

NON EXPOSED MEANINGFUL DIFFERENT SALIENCE




BUT, merely
reaching your
consumers doesn’t

mean you will be
effective »

NON EXPOSED

1/3 LOWEST PERFORMING ‘
x RETAIL MEDIA

MEANINGFUL DIFFERENT SALIENCE



KANTAR

3.

4.

Dutch consumers are critical towards advertising

Retail Media provides trustworthiness & relevance

Retall Media resonates across generations

Marketers need proof of channel performance

. Retail Media effective for long-term brand building



How to make Retall Media truly
work for your brand?



RETAIL MEDIA

MASS MEDIA
ONLINE &
OFFLINE




RETAIL MEDIA

MASS MEDIA
Broad range
of retailers




RETAIL MEDIA
MASS MEDIA
ON-SITE &
OFF-SITE




Frequency
matters
whether it's

# touchpoints,
duration or

# weeks

ADVERTISING IMPACT

A




Retail Media e
ads have

more impact
on the in-market
audience »

baseline

SALIENCE



ADVERTISING IMPACT

The power of
Retall Media;
IS all about trust
& relevance »

100

ENDEMIC NON- ENDEMIC
ADS VS ADS



Strong creative
IS cruclal; Credtive Qualily,
on average It
accounts for 50% of
the effect In
campaigns

Media Syner

ay; 9%



BEN &
JERRY’S
ENJOYABLE
CONTENT
SMART &
EFFECTIVE

SIREIERRY

Horroravondje?
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Wie bezorg jij een magische kerst?

STRONG S
CREATIVE FIT
ACROSS

CHANNELS L

kerst met Coca-Cola

f 749 o

\_‘

Geldig t/m 26 december >




Customizing
content to the

platform results In
the highest lift T

Campaigns with media channels

more media
nnnnnnnn

116

.............

104 customised to
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HIGH
ENGAGEMENT
IN THE RIGHT
CONTEXT

SAMSUNG

Alles voor een -
gezond en actief -
nieuw schooljaar. i

NUTRITION & LIFESTYLE

Zie alle




KANTAR

1. Use Retall Media to extend your cross-media reach

2. Unigue opportunity to reach In-Market audiences

3. Non-Endemic ads can be just as effective as Endemic

4. The best content is emotionally engaging

. Experiment with advertising in new ways & contexts



KANTAR

BEERS
powered by THX.

Meet us for drinks @ 17:15 MAXin ¢
CAM (@



KANTAR

MARTIN VAN DER MEER
Strategy Director — Brand & Crossmedia

Martin.vanderMeer@kantar.com

VERBORGEN KRACHT VAN RETAIL MEDIA:
Bouwen aan duurzame merkgroei
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