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Study design

AUDIO
FOKUSGRUPPE IM BVDW BV DW

Wir sind das Netz

Online survey (CAWI)
Users of the online audio offers connected with the test campaign
(in the last four weeks)
10 million Als
Calendar week 23
TNS Infratest
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Reporting
MeinFernbus FlixBus

Advertising effectiveness study

Focus group audio BVDW




Campaign parameters

Platform-spanning
online audio campaign

« Calendar weeks 19-22 (four weeks in May)
* 10 million Als
 Platform-spanning flight:
* Laut.fm
« Sportl.fm
« detektor.fm
» Silvacast
* RauteMusik
* SpotCom
« Radionomy
« Radio.de
« Spotify
« RMS more
« Regional trailer in six metropolitan areas

(see map on the right)
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Customer
}

Merger MeinFernbus FlixBus
during the project period

MeinFernbus

« Acquisition MeinFernbus September 2014
* Announced flight: February 2015
* Creation of “Busfahrer” [bus driver]

MeinFernbus FlixBus
* Merger with FlixBus January 2015
* Review of creation
* Postponing of flight
due to TV campaign FlixBus
* Flight: May 2015
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Spot
}

One motif “Herbert”
Bus driver talks about merger

« Motif "Herbert"
 as audio or audio/display
« with a regionalized trailer if required o spet i

. . Advertising media CTAtype | trailer type | advertising forms |  spot length
 Talking bus driver
Pre-stream regular nationwide neutral/URL  |none audio 20
[ ]
Adva nta g e Of th e m e rg e r a n d t rave | In-stream regular naticnwide neutral/URL  |neutral audio 30
d eSt I n a t I O n S In-stream regular region 8 neutral region B audio 30
.. . . In-stream regular region HH neutral region HH audio 30
* Advertising media adapted to provider — |rrenesegoy  lews  Jegom [ wo 2
In-stream regular region RU neutral region RU audio 30
In-stream regular region RH neutral region RH audio 30
In-stream regular region RM neutral region RM audio 30

MEINFERNBUS

F Li X B U S > In-stream Spotify nationwide display neutral audio/display 30
S5, In-stream Spotify region B display region B audio/display 30

\ e In-stream Spotify region HH display region HH audio/display 30

‘ i) In-stream Spotify region M display region M audio/display 30

In-stream Spotify region RU display region RU audio/display 30

In-stream Spotify region RH display region RH audio/display 30

In-stream Spaotify region RM display region RM audio/display 30

Paris, Brussels, Pre-stream radio.de nationwide | display none audio/display 20
Amsterdam, Prague Pre-stream radio.de region B display none audio/display 20
and many more Pre-stream radio.de region HH display none audio/display 20

: Pre-stream radio.de region M display nane audio/display 20

5€ Pre-stream radio.de region RU display none audio/display 20

starting at Pre-stream radio.de region RH display none audio/display 20
Pre-stream radio.de region RM display none audio/display 20
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Ad impressions in total
9_

Platform-spanning slight
underdelivery of -3.24%

2.500.000

2.000.000

1.500.000

M Accepted
" Delivered

1.000.000

500.000
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last match days of the Bundes

ST0C'S0TE

ST0C'S0°0€

ST0C'S0'6C

ST10C’'S0'8¢

ST10C’S0°LC

ST0C'S0°9¢

May 20, 2016

ST0C'S0'SC

ST0C'S0vC

ST0C'S0°€C

peaks
[German Soccer League]

ST0C'S0°¢C

482.815

ST0C'SOTC
ST0C'S0°0C

ST0C'SO6T

Two

ST0C'SO8T

STOC'SOLT

Als

ST0C'S09T

ST0C'S0'ST

468.849

STOZ'SOVI

STOZ'SOET

ST0C’S0CT

STOC'SOTT

STOC'SO0T

ST0C'S0'60

ST0C'S0'80

ST0C'S0°£0

ST0Z'S090

ST0C'S0'SO

ST0C'S070

ST0C'S0€0

500000
450000
400000
350000

Total coverage - per day

0
Grooveyard GbR



Total coverage - federal vs. regional

Every fourth spot with a
regionalized trailer

Nationwide vs. regional

m Nationwide

" regional
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Total coverage - in-stream vs. pre-stream
-

7% in pre-stream

In-stream vs. pre-stream

7%

M in-stream

" pre-stream

Grooveyard GbR 11 May 20, 2016



Total coverage - audio vs. audio display

Grooveyard GbR

"

audio vs. audio/display

12

Every 5th spot was audio &
display

M audio

" audio/display

May 20, 2016
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Sociodemographics of respondents
Gender Age

27%

0,
20% 19%
16%
13%

14-19 years 20-29 years 30-39 years 40-49 years 50-59 years 60-69 years

Federal state Education
Bremen, Hamburg, Lower Saxony, Graduation from A (higher) secondary 570,
) . 18% school .
Schleswig-Holstein
Graduation from A (lower) secondary 239
North Rhine-Westphalia 21% school and elementary school 0
Graduation from the highest level of 18%
Hesse, Rhineland-Palatinate, Saarland 14% secondary school with a German..
Graduation from a university of applied 13%

. sciences/ university
Baden-Wiirttemberg 11%

German university entrance qualification 89
restricted to a specific field of study O
Bavaria 12%

Graduation in the former GDR 6%

Berlin 7%

still in school 4%

Brandenburg, Mecklenburg-West

0,
Pomerania, Saxony-Anhalt e

no answer 1%

Saxony, Thuringia 9% no general education = 0%
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Almost every fourth respondent heard the spot in the last four
weeks.

Recognition advertising spot all respondents

mYes
= No

Don’t know/no answer

Question: Have you heard this spot in the last four weeks?
Basis: N=520
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Although the spot was not played on the radio, over half of the
respondents stated to have heard this spot.

Recognition spot advertising media

on the radio 57%
on the web radio or radio aggregator PAR)

in @ music-streaming service 16%

don't know/ no answer

Question: Where have you heard this spot?
Basis: with contact n=111
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Respondents with contact rate the spot significantly better.

Evaluation spot

499*

without contact with contact

Question: How do you altogether like the spot you have just heard?
Basis: without contact n=365, with contact n=111
Six-level scale, depiction of top 2 values; *p < .05
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Primarily younger respondents came in contact with the spot.

Recognition spot according to gender/age

male female 14-29 years 30-49 years 50-69 years

m without contact ®mwith contact = without contact ®with contact

Question: Have you heard this spot in the last four weeks?
Basis: without contact n=365, with contact n=111
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Respondents with contact to the spot frequently listen to audio
offers on the Internet.

Use of audio Early in the morning — S
offers Internet
time of day Early in the evening — =7
Late in the afternoon
Late in the morning*
Late in the evening o
In the morning in bed after I wake up* — -
During the morning commute I
Early in the afternoon g
During lunch* — TR
During the (evening) commute — e
In bed, before I go to sleep — e
During dinner T

Don’t know/no answer g

* %0
Never = without contact mwith contact
Question: When do you usually listen to audio offers on the Internet (web radio, aggregators, music-streaming services)?
Basis: without contact n=365, with contact n=111
*p < .05
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Respondents with contact use more mobile services while on

the go.

Use of audio At home*
offers Internet

location
In the car*

At the workplace or place of training
Train / bus (public transportation)
While with friends or relatives*

Train / long-distance bus

While working out*

Somewhere else outside of the home
While shopping

Don’t know/no answer

6%

7%

™

12%

1

4%

25%

19%

23%

46%

70%

without contact ®with contact

Question: And where do you usually listen to audio offers on the Internet (web radio, aggregators, music-streaming services)?

Basis: without contact n=365, with contact n=111
*p < .05
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Respondents with contact use more media offers on the

Internet.

Use of media

offers Internet Viewing TV shows/ movies on the Internet per online video

platforms/ video streaming offers

Listening/ streaming of music on the Internet via web radio
or radio aggregator (website or app that bundle radio
stations and podcasts and enable free access to these

offers)

Viewing TV shows/ movies on the Internet via websites of
TV stations

Listening/ streaming of music on the Internet per music-
streaming service

Downloading of music on the Internet

Downloading of TV shows/ movies on the Internet

None of them*

46%
55%

47%
45%

43%

52%

14%

6%
= without contact ®mwith contact

Question: Which of the following media offers on the Internet do you use on a regular basis?

Basis: without contact n=365, with contact n=111
*p < .05
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Half of all respondents know the merged brand MeinFernbus

FlixBus.

Awareness -
aided/ Deutsche Bahn

unaided
FlixBus
MeinFernbus FlixBus
Postbus
MeinFernbus
Eurolines
BerlinLinienBus (BLB)

IC Bus

DeinBus

0]
Megabus - 7%

Question: Which providers you can choose from for travel within Germany do you know at least by name?

Basis: N=520
*p < .05

BN 13%
B 11%

949%
68%

M aided
unaided
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Significantly more respondents with contact know of the

merger.

Knowledge of the
merger

129%*

without contact with contact

Question: The two long-distance bus providers MeinFernbus and FlixBus merged into one company called MeinFernbus FlixBus. Have you heard about this
in the news, read about it or seen it, or have you found out about it another way?
Basis: without contact n=365, with contact n=111; *p < .05
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The ones with contact to the spot also agree that the merger as
a whole results in advantages for the customer.

Advantages of the

merger

without contact with contact

Question: To which extent do you agree with the following statement? “The merger of MeinFernbus and FlixBus as a whole results in advantages for the
customer.”

Basis: without contact n=365, with contact n=111
*p < .05
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The merged brand is not mentioned in an unaided manner.

Unaided awareness

m without contact

32%

® with contact

38%
11%
MeinFernbus FlixBus MeinFernbus FlixBus Deutsche Bahn

Question: Which providers you can choose from for travel within Germany do you know at least by name?
Basis: without contact n=365, with contact n=111
*p < .05
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Even when surveyed in an aided manner, FlixBus is mentioned
more often than the other two brands from the portfolio.

Aided awareness

-13%*

27%*

459 *

m without contact
® with contact

MeinFernbus FlixBus MeinFernbus FlixBus Deutsche Bahn

Question: In the following list, please highlight all providers of nationwide passenger transportation you know at least by name.
Basis: without contact n=365, with contact n=111
*p < .05
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Averaged across the brands, respondents with contact have a
higher degree of recall.

Aided awareness -
averaged across three

brands
21%

without contact with contact

Question: In the following list, please highlight all providers of nationwide passenger transportation you know at least by name.
Basis: without contact n=365, with contact n=111; average of all three brands
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Across all three brands FlixBus is mostly recalled in an unaided

Manner.
Unaided advertising recall -230,%
47%
100%*
m without contact
® with contact
600%*
7%
1% 0% 1%
[ ] | ]
MeinFernbus FlixBus MeinFernbus FlixBus Deutsche Bahn

Question: And for which providers of national passenger transportation within Germany have you lately heard, seen or read any advertising?
Basis: without contact n=365, with contact n=111
*p < .05
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The merged brand achieves the highest uplift for advertising
recall between respondents with and without contact.

Aided advertising recall

110%*

211%%*

108%*

28%

m without contact
® with contact

MeinFernbus FlixBus MeinFernbus FlixBus

Question: And from which providers of national passenger transportation have you lately heard, seen or read any advertising?
Basis: without contact n=365, with contact n=111
*p < .05
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At least one-fourth of all respondents with contact to the spot
can imagine to use of the brands from the portfolio.

Relevant set

-13%

28%

11%

m without contact
® with contact

73%*

MeinFernbus FlixBus MeinFernbus FlixBus Deutsche Bahn

Question: Here are some providers of nationwide passenger transportation in Germany. Initially, please highlight all providers of this sector that you would
possibly use.

Basis: without contact n=365, with contact n=111
*p < .05
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Respondents with contact to the spot use one of the three

brands significantly more often.

Use

200%*

163%*
21%

FlixBus

129%*
6

16%

MeinFernbus

15%

MeinFernbus FlixBus

-13%%*

m without contact
® with contact

Deutsche Bahn

Question: Here are some providers of nationwide passenger transportation in Germany. Now please highlight all providers that you at least use

occasionally.

Basis: without contact n=365, with contact n=111
*p < .05
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For every fourth respondent with contact to the spot, one of the
three brands from the portfolio would be the top choice.

First choice

-18%
57%

47%

130%
23%

10%
6%
0,
1% l 19 2%

Three brands Deutsche Postbus Eurolines
Bahn

without contact

® with contact

o o o o o
1% 1% 1% 1% 0% 1% 0% 0%
|| | |

BerlinLinienBus IC Bus Megabus DeinBus

Question: Here are some providers of nationwide passenger transportation in Germany. Now please highlight a provider that would be your top choice in

this sector.

Basis: without contact n=365, with contact n=111; sum of all three brands

*p < .05
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Respondents with contact to the spot evaluate MeinFernbus
FlixBus more positively than respondents without contact.

Image MeinFernbus
FlixBus

Likeable
Credible
Natural
Reliable
Trustworthy
Reasonably priced
Professional
Cool
Modern

Fair
Dynamic

Eco-friendly

Good value for money

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Without contact
—o—\Vith contact

Question: Here are some qualities with which providers of nationwide passenger transportation such as MeinFernbus FlixBus could be described. Please
highlight respectively to which extent the quality applies to MeinFernbus FlixBus.

Basis: without contact n=121, with contact n=53

Six-level scale, depiction of top 2 values; *p < .05
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Overview of KPIs

Unaided awareness ‘
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Communication goal -

creating awareness
for merger and
advantages - was
achieved

Creation has effect:
After repeated
listening rating is
better than after

having heard the spot

only once

Good target group fit
allows for advertising
effect on
differentlevels

Aggressive marketing
was appropriate but
does not compensate
for the performance
of
e.g. the FM radio

Wir sind das Netz

Surprising result:
Increasing preference
for advertised brands

and decreasing for

trains

Surveying of three
brands is problematic:
Focus on a (new)
brand would have
been more effective
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Thank you for your attention.

Dr. Lars Peters
Deputy Chairman FG Audio
RMS Radio Marketing Service GmbH & Co. KG

Ute Bertelsmann
Deputy Chairwoman FG Audio
Grooveyard GbR | Agentur fur Sound

Johanna Jann

Project Manager Market Research

BVDW
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