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Cisco’s latest whitepaper on global
internet provider traffic forecasts is the

usual food for thought for content
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marketers. The company’s ongoing

analysis makes some truly staggering
predictions on global IP traffic going into
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KIINDULASKENT FOGADTUK EL, HOGY BRANDING KAMPANY ESETEBEN
MINDEN MEGTEKINTESNEK ERTEKE VAN!
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057700 VAG

(2012/03/10-30) (2002/11/10-12/15)


http://www.youtube.com/watch?v=nTm-SCZEs3Q
http://www.youtube.com/watch?v=nGGzBLnkXwg
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WHICH MOBILE PHONE SERVICES PROVIDERS DO YOU
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BRANDED AD RECALL
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CROSS MEDIA KUTATAS
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METODOLOGIA £S MINTA

MINTA: LEOD EMBER — ADOTT CELCSOPORTRA REPREZENTATIV MINTA.

A KUTATASHOZ HASINALT MINTAVETELEZES 0SSZEALLTTASAKOR
NAGYON SOK OLYAN DOLGOT VETTE KHGY LEMBE, HOGY
KTSZURTENEK MINDEN MAS HATAST— KORABBT KAMPANY,
ATHALLASOK, KOZ0SSEGT MEDTA ATHALLASOK

MINDEN EGYEB BEFOLYASOLO TENYEZD KISZURESEVEL T6YEKEINEK
MINDEN ESETBEN LECSUPSZITANT £S CSAK AZ ADOTT KAMPANYRA
VONTATKOZ0 EREDMENYEKET NYERTENEK A KUTATAS VEGEN.

STZELH00 (u00 prevrspostrron, 1000 camearen)
TARGETING: AbuLTS 20-15



INVESTMENT: NETWORK & PREPATD
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TV ACCOUNTED FOR THE MAJORLTY OF CAMPATGN SPEND,

-

N[TWORK (V): 6%
PREPALD (W) 3%

WITH 12% GOING TOWARDS ONLINE ACTIVITY AND 30% T0 0UTDOOR



REACH & FREQUENCY SUMMARY

OVERALL, THE CAMPAZGN (NETwoRrk A prepa1d) REACHED 7% OF ADULTS AGED 20-45, wimy
AN AVERAGE FREQUENCY OF Y. THE MAJORITY OF THIS REACH WAS DELTVERED BY TV AND DUTDOOR
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{OUTUBE WAS ABLE TO DELTVER 6.6% IN(R[M [NTAI. R[A(H OVER AND ABOVE TV,

WHEN COMPARTNG THE TNCREMENTAL REACH DF TV CHANNELS OVER AND ABOVE RTLKLUB, YOUTUBE

P DELLVERED THE HIGHEST DISCRETE AUDTENCE

USTNG TV AND YOUTUBE TOGETHER 10 BUTLD REACH THROUGH CREATTVES 15 MORE COST EFFECTIVE
THAN USING TV ALONE




CAMPAIGN REACH & FREQUENCY e

Reach by Medlum (% of sample exposed to each medla channel)

97%

82%

712%

Reach

28% 219%
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TOALREACH YOUTUBE OTHER ONLIN OUTDOOR

PK[PAID AND N[TWUKK

OVERALL THE CAMPATGN REACHED 17% OF THE TARGET AUDTENCE, ADULTS AGED 20-45, WITH THE MAJORTTY OF THIS BEING DRTVEN BY TV

Frequency

AND QUTDOOR. YOUTUBE REACHED 28% OF THIS AUDIENCE, WHILE OTHER ONLINE STTES REACHED 21%



REACH OVERLAPS: YT OVER TV (NETWORK)
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01% REACH

! 21.7% of people exposed to TV were also |
1 exposed to the YouTube campaign witha |
1 further 6.6% only seeing the network ad on 1

OVERALL YOUTUBE DELTVERED b.5% INCREMENTAL REACK OVER AND ABOVE TV, WHICH EXCEEDS THE 4% AVERAGE
INCREMENTAL REACH OF OTHER GOOGLE YOUTUBE CAMPATGNS



e —

NETWORK ONLY

RTL GROUP*

RTL Kiub

™z 545
At Media GROUP* 21%
Film+ 28%

YouTube 28%

Viasat3 27%

Cool 23%

AXN 18%

National Geographic 17%

Spektrum 16%

Discovery Channel 16%

Comedy Central 15%

Viasaté 12%

RTLII 9%

78%
62%

* ATMEDIA GROUP INCLUDES:
COMEDY CENTRAL

NATIONAL GEOGRAPHIC
SPEKTRUM

VIASAT 3

VIASAT§

KTLKLUB AND TV2 DELTVERED THE HIGHEST LEVELS OF REACH. AT 28%, YOUTUBE EXCEEDED THE LEVEL OF REACH

DELTVERED BY THE MAJORLTY OF THE AT MEDTA CHANNELS.



PROFLLE OF YT AND NETWORK VIEWERS

; YouQULi: Total Viewers
only viewers Network only Viewers You Tlll]é
50% Male

56% Male
44% Female 43% Male 50% Female
57% Female
76% 18-34 57% 18-34
24% 35-49 42% 18-34 44% 35-49
6 35-
58% 35-49 . )
81% TV non viewer ;zo//o -R// Forl;ltwgwer
° . . o ight viewer
16% TV light viewer 209% v llght viewer 30% TV medium viewer
4% TV medium 35% TV medium viewer 25% TV high viewer
NHWORK viewer 37% TV high viewer ? g

01% REACH

THE YOUTUBE ONLY VIEWERS WERE PREDOMINANTLY YOUNGER (L-34) MALES WITH NO TV VIEWERSHIP






