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ID DRIVEN &
EVIDENCE LED
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Unique cross-media execution system

Optimisation of reach & frequency

Connect TV & Digital

Cross-media reporting

MEDIA



WHY X-CROSS?
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X4CRoss — Revolution in TV & Online attribution

(I Tube P 3rd Party Data
i
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TV campaign XY
exposure
panelists data

Data Sources:
« AGF

 AGOF
 GfK GXL

* Nielsen DAR
* Research Now

]

1-com

TV channel & campaign data
Online publisher data

Single source TV & Online data
Online campaign data

Demo & ad effect data

DATA CREATIVITY AWARDS 2016
ATTRIBUTION CATEGORY WINNER

XCROSS




RaboDirect 4 RaboDirec

Rabobank

X-Cross Incremental & Multiply Approach

Client: bank
Campaign period:
December 2016 to January 2017
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Campaign Objectives & Overview

Incremental Strategy

TV Contact: No

Non-TV Viewer
A 30-59

:.‘_'.'r_‘.:'.'.\.?i&
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Net reach maximization
on top of TV

InStyle—] —=

S — - ————— - -

TV oV
Target Group E30-59 M30-59
Time Period 02.12.16 — 07.12. —
15.01.17 15.01.17
GRPs/AIS 559 9,20 Mio.
SRS 1.758 220
(n/n)
Display
TG M30-59
Period 02.01. -
d Disp 31.01.17
GRPs/AIS 12,2 Mio.
Budget k€
(n/n) 115




Crossmedia Reach for Incremental Approach

Calculation of reach per media
channel on the basis of the GfK

overlaps

Audience;
Men 30-59
Net reach Contacts
TV 12.206.698 89.047.561
Online 1.850.319 4.572.940
TV+OV 365.769 3.572.253

MEDIA

Overall reach:
87,85%

TV Total
76,58%

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

{ X-Cross generated 11,27 PP

P
<«

oV
11,27%

Source: AGF and Nielsen DAR; Basic population: German speaking people

i incremental net reach on top |

of TV

- -
-------------------------------------------------------------------------



/ﬁ/ RaboDirec

Reach build-up for TV and Online Video per calendar week Audience:
More than 83% of Online Video Users have incremental contacts over the course of time! Men 30-59

Crossmedia Reach Curve

puBLIcls  Source: AGF, Nielsen Digital Ad Ratings, GfK Crossmedia Link Panel 2017
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Crossmedia Reach for Multiplying Approach

Calculation of reach per media

channel on the basis of the GfK Overall reach:
overlaps 83 .81%
Audience;: TV Total
Men 30-59
VAR T — “:

X-Cross increased 4,07 PP

Net reach Contacts reach in CC 2+

TV 11.905.087  86.847.319 A L ee——
Online 1.185.829 3.388.148
TV+Display 667.380 6.775.357

isplay
7,22%

Source: AGF and Nielsen DAR; Basic population: German speaking people

MEDIA



/ﬁ/ RaboDirec

Reach build-up for TV and Online Video per calendar week Audience:
Overview of multiplying effects within frist 5 weeks of 2017. Men 30-59

Crossmedia Reach Curve

puBLIcls  Source: AGF, Nielsen Digital Ad Ratings, GfK Crossmedia Link Panel 2017
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$ RaboDirect

Rabobank So direkt kann Banking sein

Result for RaboDirect
X-Cross Efficiency

Efficiency increase of more than 0.48 Mio. €
compared to a normal TV and Online campaign

SEVIS
: 480 K€
Online 815 K€

X-Cross 335 K€

m Savings*
TV
1.758 K€
m X-Cross
OV+Display
TV
1.758 K€
mTv
‘o) € TV ONLY X-CROSS
PUBLICIS *Efficiency calculation based on additional 11,3 pp incremental net reach in the

MEDIA OLV campaign and 4,1 pp in CC2+ within display campaign



&- RaboDirec

Rabobank

Executive Summary

Incremental Approach:

v' X-Cross achieved outstanding performance with 11,3 PP incremental net
reach, which is 400% better than Random Duplication (without X-Cross
optimisation)!

v' We boosted the total video net reach 1+ (TV+OLV) to 88%!
Multiply Approach:

v' X-Cross successfully targeted TV viewers and pushed the display messages to
optimize the conversion.

v' X-Cross could generate extra 4,1% net reach in CC 2+,

Media Efficiency:

v’ Substantial cost savings through efficient cross-media optimization: 11,3 pp
incremental net reach and 4,1 pp net reach uplift in CC 2+ are equivalent to ca.
0,48 mill € monetary benefit compared to normal booked TV and Online
campaigns.

Source: AGF, Nielsen Digital Ad Ratings, GfK Crossmedia Link Panel, Research Now 2017
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CosmosDirekt ‘ CosmosDirekt.

X-Cross Multiply Approach

Client: insurance company
Campaign period:
December 2016
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Campaign Objectives and Overview

WEWESRAES) (V] 1o of et reach
Xcross
Optimisation of frequency

Targeting
TV-Viewer
Contacts Class 1-3

Media implication:

Extension of CosmosDirekt TV campaign by maximisation impact

with online video

— Increase net reach within contact class 4-6

— Incremental reach within contact class 1+

— Including Facebook within online video plan and identfiy
Facebook media impact

Lot U A

PUBLICIS
MEDIA

‘ CosmosDarekt.

TV* @)V
g e
2500+ Income 2500+
Campaign 01.12.-
period 18.12.2016 + 01.12.-
25.12.- 31.12.2016
31.12.2016
GRPs/AIS 388 21,46 Mio.
Budget 0 0
Share 9L 9%



. . ‘ CosmosDairekt.
Crossmedia Reach for Multiply Approach

Calculation of reach per media Overall reach:
channel on the basis of the GfK 78 .42%
overlaps ’

Target group: 20-49 TV

Total Video Reach: 0
78.42% 66.60%

FUBLIGIS Source: AGF and Nielsen DAR; Basic population: German speaking people
MEDIA



‘ CosmosDairekt.

Crossmedia Reach Curve

Reach build-up for TV and Online Video per calendar week Audience:
Online Video Reach of 11,8% and more than 50% of users have had a mulitply contact 20-49

Ui

PUBLICIS Source: AGF, Nielsen Digital Ad Ratings, GfK Crossmedia Link Panel 2017
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Executive Summary

Multiply Approach:
v' 6.1 PP of all users have had a multiply contact.

v Increase contacts within 4-6 contact class by 4.0.

Incremental Approach:
v X-Cross achieved additional 5.7 PP incremental net reach.

v' We generated more than 11.8 PP Online Video net reach with the campaign.

Media Efficiency:

v" We have generated a media efficinecy impact of 25% against the overall TV
media budget allocation during the planning process

Source: AGF, Nielsen Digital Ad Ratings, GfK Crossmedia Link Panel, Research Now 2017
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MEDIA

X<cnoss

Summary

X-Cross Suite connects market research with big
data to get TV and Online connected

Highest media ROI by increasing media efficiency
and effectiveness from day one for multiscreen
campaigns (more than 20% efficiency increase)

Generated an ROI of close to 69€ with regards to
every € we have invested in market research



