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Populace a zasah

celkovéa populace CR ve veku 18-65 TV 18-65 Online 18-65 YouTube 18-65
(10 500 000) (8 770 000) (7 900 000) (6 940 000) (5 460 000)




V TV nejCastéji vyjadiena pohlavim a
vékem.

Zeny ve véku 25-34 let

Cast cilové skupiny, ktera sledovala
médium, program nebo spot v urcitém
Casovém useku. Uvadi se v
procentech nebo v tisicich. Nemuze
byt vysSi nez 100 % nebo nez velikost
cilové skupiny v tisicich.

reklamu
vidélo
20%

Rating / podil
sledovanosti 20%

v CR
811 000



“Nakupni cilova skupina”

Tzv. ,Nakupni cilova skupina” jsou vlastné
vSichni dospéli a kazda TV skupina je pocita
trochu jinak.

Skupina NOVA 15-54

Skupina Prima

Skupina CT




Vyjadfuje silu kampané - zasah vSech
spotl spocitany souctem ratingu.

Cena za jeden
procentni bod zasahu
cilové skupiny

Odvysilani spotu Rating
1. odvysilani spotu 25%

2. odvysilani spotu 75%

Zasah v procentnich
bodech

3. odvysilani spotu 50%

150 GRPs

priklad: 150 * 20 000 K¢ = 3 000 000 K¢



“CPM” v TV a online

zadani a vysledky z predchozich
slidu:

GRP 150 * CPP 15 000 K¢&

=2 250 000 K¢&

1. odvysilani spotu

. p ;. p . 2. odvysilani spotu
velikost nakupni cilové skupiny Y i

15-69 =7 219 000 3. odvysilani spotu

format CPM

45 KC

YouTube bumper

YouTube Trueview Instream 60-150 K&

Stream.cz (cenik) 300-525 K¢E

RTB private dealy 150-250 K¢

Zleeeili] omérna tisict
rating podil z GRP | zasah/zobraz |° ~|cpm
eni cena zobrazeni

25% 16,67% 1804 750 375 000 K& 1805 208 K¢

75% 50,00% 5414 250 1125 000 K& 5414 208 K&

50% 33,33% 3609500 750 000 K¢ 3610 208 K¢
150

zdroje:
Stream -

https://d29-a.sdn.szn.cz/d_29/c_data H_J/Zg9Bw.pdf
ostatni - vlastni data


https://d29-a.sdn.szn.cz/d_29/c_data_H_J/Zg9Bw.pdf




Jak se v Cesku investuje do reklamy

Internet

23,3 mld. K&
22,5%

Tisk
19,3 mid. K&
18,6 %

TV

48,1 mld. K&
46,4 %

Radio

7,6 mld. K&
7,3 %

OOH

5,3 mld. K&
51%

Zdroj: SPIR, MEDIAN, Nielsen Admosphere, unor 2018



Co rika Seznam

Admeter 1000

Zasah HP Seznam.cz srovnatelny se zasahem TV

u néketrych médii se
nejedna Cisté o video
inventory, nebo
porovnava instream s

8% a% 4% outstream formaty
68%
60% 55% 55%
40% )
31%  30%  H8%  28% 7%
20%
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droj: Analyza profilu uZivatel videoplatforem z dat adMeter 1000, bfezen 2017, Median.
1ésicni REACH 0 min. (odsledovani jakéhokoliv minimalniho ¢asu z daného ¢asového useku pro zahrnuti respondenta do vypoctu reache)
S: 15-69



Co rika Google

Mesicni zasah v CS 15-54 je témer 80%

Mésicni zasah TV a YouTube v populaci 15-54
(% z vybrané populace)
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Jaky je cil

Optimalizace zasahu pri daném rozpoctu:

Toto je zasah optimalizované
kampané. Rozpocet je

-% optimainé rozdélen mezi TV a

7)) online.

‘(0

N

% Toto je zasah Cisté TV kampané.

X Rozpocet pouze do TV.

)

O

100% TV 0% TV

0% Online 100% Online






reach

zobrazeni
share
prokliky rating
VS
TRP
zhlédnuti
affinita

CPP
konverze



online data vs peoplemetry
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dentsu
M1/CCS NI il

3000+
respondentti v CR

CCs

400,000 respondentu
3,000+ respondentd v CR
54+ trha

60+ touchpointu za trh
90% globalnich reklamnich investic
200+  demografickych a psychografickych tvrzeni za trh

napr. kde si
pamatuji reklamu




M1/CCS

Brief/cil kampane

Vhled do cilovky a kanalu

Planovani

Ocekavané vysledky

dentsu
NEGIS
network

Kategorie produktu, vazeny cil, cilova
skupina, preferované kanaly

Varianty rozdéleni rozpoctu, zasahu,
frekvence

Dopady na “brandoveé” metriky, rozpad podle
segmentu cilovky, pfekryvy zasahu




CONSUMER ICHANNEL

CHANNEL BRIEF INSIGHTS

PLANNING

e

K

D Decision making

Audence: AR 15+ "~

Consumer Connection

Plan Past

9 i &G W campogn e vnscon (LT [ e ven |
v aovetising
W/ acio oovertising e e R —— T Reach overlap (Plan 1 - W 25-45 - Whole
/! Radio competition 1V advertising ™% campaign)
S Digael & Mobile Al Nene ::::"’::/‘;’ b TV advertising/Recio advertising/ Bus shefter posters (94 W)
Facebook -1ide0 8ds s shelter posters et
2 Priot AY Now TV advertising/Racio competiton 5w
Press feetures / artices TV advertising/Racio sdvertising 0%
= Outdooe - Rosd & Rail 41 Meo TV advertising/Bus shelter posters 88w
Rooduce posters (lerge) Racko competition, Bus shelter posters 5w
Do Rodo sdvertising/Rodo competition esw
RoGo sdvertising Bus shekter posters ™%
High street posters indl. phone boses TV s0vertising/ R0 Competiticn, Bus shefter posters 1w
Train 800 Subway/ Metro Posters w Redo 91w
S Outof Home - Location AX Nose TV advertising/Recho advertising/Bus shelier posters 4n
Shepping mall ads RGO OverSing/ ROGO Coenpetitiony Bus shalier posters Biw
Bor / pub & chub acs TV 0dvertisng/Redio adhvertisng/ Radio Competton,/ Bus shelter posters 94 W

S Portof Sele Al N

1 thought deeply about all of the choices in the past 5o nowodeys | tend to Go the some thingis)

Mo reoch  Reach overlap

Select: Al Nooe

Decision making (All 15+ - TOTAL MARKET)

1lock for the lowest prices.

Getting & good discount/deal is very impoctant to me

1 0ften look for something new or different

There are too many choices

1f 1 lkoed what | cid last time | willl do it again

1cannot slweys atford what I really want

#f 1fing something 1 like 1l tell peopie about it

It is no big deal if | make the wrong choice

1 choose & comparry that gives good customer service

If something | want is not easily available | hunt around to find it wherever | can
1 would only choose 8 brand make of compary that | have heard of
1t Is not easy to find all the information | need to make & decision
It takes & lot of effort to make the right choice

The options are quite confusing

1 am conficent | make the right choloels)

R is very rewarding to moke 8 good choice

My choices take me back to when | was younger

1 give this very little thought
1ke to have the chance to try before Gecicing whether to buy - [EEEEEE— - T
o% 0% 20%
§ N Channel Planner
Nisu AEGIS|
network
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COMPETITIVE

REPORTS YSIS

MENU « TASK:

DEFINITIONS

gl
®

30% 40 50% 60 % 70%
DXIRAS &T00LS SYSTEM PARAMETERS | PRESENTATION MANAGER
COMPETITIVE
REPORYS ANALYSIS

nstore posters

TV acvertising (79 %)
RaGio scvertising (63 W)

Bus shelter posters (46 %)

Overlag: TV sovertising. Racio sdvertising (53 %)

Overlop: Rack advertisng. Bus shelter posters (30 %)

Overlap: TV scvertising. Bus sheiter posters (37 %)

Overlap: TV scvertising. Radko advertising. Bus sheiter posters (25 #)

20w

s0% |
70% |
60w -
0%
0%
30w
20%

10w

ow

Options

W Plan builder

R

CHANNEL BRIEF

@ Multi-channel effect curves
Audience: [W 2545 =]

Group |Reach & Reaction B resk [engagec rescn

Multichannel effect curves (TOTAL MARKET - W 25-45 - Engaged Reach - 4-8 weeks)

Consumer Connection System Channel Planner

CHANNEL BRIEF

i< 2%
w2 2 082 081

Facrbock - deo e 5 W
wd Bt 000

Pres fowteres / artiche 10 %
WE 1 103 8o
Roecuide posters (large) 10 %
wE 1 719 391

CONSUMER
INSIGHT:

REPORTS

B peroc: [s8weeis |~
(o) I [ oo |

CONSUME
INSIGHTS INSIGHTS

EXTRAS & TOOLS SYSTEM PARAMETERS PRESENTATION MANAGER

R CHANNEL COMPETITIVE

PLANNING REPORTS SIS

WSS Type of glan Actopian A Maxms affect for 3 fusd budges

3 (% Dapley  Reach & Rescton N
=8 0 c— R ] O

Effect repoet (Plan 1- W 25-45 - TOTAL MARKET - Whole
campaign)

[ 2o |
corcre [
TV advertiung 30 %

i

Trmn e Submary Metro Posters 0%
WE9340 Wred Avocacy
B 160 stveet posters incl. phone bores. £ %
KE 169 196 TN O% 0% 40 GOM BOW 100w
s sheller peniers: & %
WE 1 387 819



Morpheus

Maximalizace zasahu pfi daném rozpoctu




YouTube Reach Planner

Celkova populace, Zajmy a rodiCovsky
digitalni, TV, YouTube status

Audiences Parental Status
None All

Omezeni i minimalni B e "
efektivni frekvence

Media plan settings Flight date: Sep 1 — 30,2018 Frequency cap: 2 per month [} es: All Networks: YouTube and GVP

Minimum effective frequency:1 v @ Denominator: Census Population v ®
Your plan can reach 19.8% of women 18-44 in the Czechia for KE50.0K

= On-target % reach v

1
1
1
1
1
1
i
1
: - 80%
| § 60%
| 5 40%
! B
: z 20%
o
! OC/C T T T A i
: KE400K KE8OOK Ké1.20M K&1.60M K&2.00M Zasah I TRPS
1
i
1
. , : On-target reach @ Avg. Frequency @ CPM ¥ @ Census TRPs @ Census CPP @ Census Population @ YouTube Population @ :
Mediaplan na : . . !
, . 2 1 388K 1:53 Ke52.79  30.3 K¢1.65K  1.96M 1.53M !
urovni formatu
. ' 1
1
i Products in plan T Targeting Budget Budget % On-target reach Avg. Frequency Impressions Billable unit Avg. cost !
i 1
L 1
' 862K KE46.38 CPM !
i Bumper ad All targeting applied K&40.0K 80% 363K 1.49 862K . 2 Max. CPM: !
' impressions K&éa6.55 !
! - 1
| KE0.25CPV !
i TrueView in-stream All targeting applied K&10.00K 20% 52.7K 0.97 84.8K 40.4K views Max. CPV: !
: 1



Google Unique Reach Report

Report digitalni
kampané v GRP i
TRP

On-target reach On-target frequency TRPs
558 378 2,5 15,77

User distribution

90 000 u Female
80 000 uMale
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Detailni rozpad dat

140 000
120 000
100 000
80 000
60 000
40 000
20 000

18-24 25-34 3544 4554 55-64 65+

[
1
1
1
1
1
: 1 On-target phi ition (target I Female, Male 18+ in Czech Republic) :
1 ! 1
1 ! !
1 1 Audience Overall 1
: : Reach as % of country Reacl:
| | Country population population per \
1824 2534 3544 4554 55.64 65+ H | Gender Age Reach per quency TRPs Impressions Reach L
| | Female 18-24 57894 376318 15,38% 29 447 168241 57804 |
! : Female 25.34 53761 705636 7.62% 24 18,36 129533 53761 :
s o ! | Female 3544 72490 874532 829% 21 17,79 155541 72490 h
Age group distribution Gender distribution mFemale : | Female 45.54 39145 691806 5,66% 25 1394 96407 39145 1
160 000 aMale ! : Female 55.64 18521 698 782 2,65% 22 571 39887 18521 :
: | Female 65+ 10155 1154443 0,88% 20 173 20026 10155 1
H I Male 18-24 74202 398 365 1863% 32 59,50 237014 74202 |
1 ! Male 25.34 75985 754713 10,07% 25 2565 193620 75985 1
: : Male 3544 78157 925 441 845% 21 18,14 167879 78157 :
\ | Male 4554 37289 716396 521% 24 1270 20948 37289 |
| : Male 55.64 23707 658 784 360% 21 773 50909 23707 :
1
1
1
1
1
1
1




2

5 CLIENT: klient

6 PRODUCT: kategorie

7 SPOTLENGTH: 25s

8 TIMING: 1.2. - 31.2.2018
9 MAIN TARGET AUDIENCE: _ All 21-50

10

11

12

1z TOTALS

16 Planned Achieved Differenc 1466 1344 1363 Planned Achieved index
17 |GRP 146 6 146,6 0, 42% 46% 1,1

18 |TRP 134,4) 136,3 19 1,01 2% 24% 28% 116
19 | Afinita 0,92 0,93 0,01 1,01 3+ 14% 17% 1,24
20 |Reach 1+ 42% 46% 4.4% 111 ® Planned 4+ 3% 1% 143
21 |0TS 3,2 29 -0,26 0,92 Achieved S+ 4% 7% 1,81

22 |NETNET 2049725 1941818 -107 907 0,95 6+ 2% 5% 2,34
23 |CPP (NET NET / GRP) 13 982 13 244 -738 0,95 7+ 1% 3% 2,49
24 |CPP (NET NET / TRP) 15254 14 245 21008 0,93 8+ 1% 2% 3,39
25 GRP TRP

26

27

28

K

L

M

N

0

frekvence
zasahu

p

Q

R

S

CARAT

22 SUMMARY BY WEEKS

33 [w19(7.5.-14.5.)

95,6

-25,8 0,73

876

65,2

-22.4

0,74

0,92

0,93

1,02

Reach 1+

33%

NET NET

1115267

34 | w22 (28.5.- 456.)

51,0 768

258 1,51

468

711

243

1,52

0,92

0,93

1.01

29%

826 551

35 |TOTAL / AVERAGE

1466 1466

0,0 1,00

1344

136,3

19

1,01

0,92

0,93

1,01

42%

46%

1941818

2 SUMMARY BY CHANNELS AND GROUPS

1

TV POSTBUY ANALYSIS - SUMMARY

o/

, ity
Planned chieved Difference Index Planned Achieved Diffe Index Planned  Achieved Index
44 [TV NOVA 50,9 62,8 11,9 1,23 545 65,1 106 1,19 1,07 1,04 0,97
45 |NOVA CINEMA 88 86 -0,2 0,97 94 9,0 -0,4 0,96 1,07 1,06 0,99
46 [NOVA ACTION 34 23 -11 0,68 35 23 -1,2 0,66 1,03 1,01 0,98
47 |[NOVA 2 34 1,8 -1.7 0,51 38 2,0 -1.8 0,53 113 1,16 1,03
G 14 08 -0.6 1.6 07 -0.9 0,42 1,14 0,80 0,70
v postouy | EHGMBUNEN NSO © :




Morpheus MAXIMALNI CELKOVY REACH 1+ 80% Cilova skupina: A 25-45

za rozpocet 5000 000 kost cilové skupiny: 3 297 293
Rozpocet Reach
[tisice] [%] [%] [tisice]
Celkem 5 000 80% 2 650
TV| 3500 70% N 72% 2 363
Online| 1 500 30% W 28% 925
——Reach TV ——Reach Online ====sReach Total
100%
A
90% 80%
80%
70%
5 60%
©
&> 50%
40% L™ T
| p—
30%
investice do TV 20%
10%
0% investice do online

0% 10% 20% 30%  40% 50% 60% 70% 80% 90%  100%






TV Stack

RESULTS:.: SO FAR

We have completed 18 studies, with 9 more in the pipeline in 2017. Of these, 11 were
includedin a summary analysis conductedin Marchrepresenting 5 different markets and é

different client categories. The topline resulis were:
- Current OLV investmentlevels are returning a higher ROl than TV

- However, Online Video investment can be increased by 3x to obtain optimal RO

dentsu
- ROIl'is maximised af an 80/20 split of TV fo Online Video investment, of which YouTubeis A ecis

recommended a 17% budget allocation and other OLV 3% network




case study

nas navrh a odhad TV-only feSeni

Cilova skupina A25-45

Celkovy rozpoéet 5000 000,- K& R“"gﬁ%‘: ggjgﬁn;\zfsah”
Reach 1+

TV Reach (pouze) 75,4 % 9904 51 0" Kc
Online Reach (pouze) 49,4 % (+ 08 0/0)
Kombinovany Reach 80,4 % (70:30)

Nielsen vysledek nezavislého

Morpheus
P Admosphere vyzkumu

o
75,4 % 75.6 %




ondrej.slama@adexpres.com
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