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INTERFROFESSIONAL ORGANISATOM

which aims at controlling and certifying the Circulation of the Press and
the Audience figures of different websites, online radio stations, podcasts,

ACPM

LE TIERS DE CON Flf’*NCE display ads and various magazine and newspaper brands
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1. KEY LEARNINGS
FROM THE PREVIOUS
STUDY
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KEY LEARNINGS FROM THE 15T STUDY IN 2021

The Press is the 2™ largest contribulor (o sales within media levers in the & sectars
studied”

1€ invested = 5,7€ In revenue on average over the 5 studied sectors IAutomotive,
Cosmetics, Luxury, [MCG, Telecommunicaticnst

Press invesiments are efficient both in the shork-term and the long-term.
Proven synergy effects with other media levers which boost the overall campaign RO

[lficiency was proven [or all types of advertisers. ismall, medium and big anncuncers!

il

* Levers included in the seeper 'V Yo boeon Laclaw Doocoe voe, Dngie oo 00 dsoe oot D
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#Demainl
PRESS, A LEVER BALANCED AN0R

BETWEEN SHORT-TERM AND LONG-TERM EFFICIENCY

PRINTED PRESS PRESS CONSOLIDATED

R.O.l short-term LT Multiplier Total R.O.1.
*
Total R.O.I,

36 x 1,75 =6,2
For every invested euro,

5,7€ generated in
DIGITAL PRESS 5 ’ additional sales

R.O.l. short-term LT Multiplier Total R.O.1.

42 x 1,1 = 4,6
T S
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WHY A SEASON 27

Quantify and prove

A SUCCESful the impact of the
season 1 press on the brand’s
business

Key What impact does
questions the press have on
that Emerged online searches?

Contextualize and
share the best
practices in the
NEGH

#0emainlaPresse

Exchange and enrich the
practices of the market
players

Why should we
continue to invest in
branding via the
press?

Would it be relevant to
increase media
investments to increase
the volume of brand
related queries?

The guest or we answerec,

What is the impact of media levers and their messages
ACPM on the volume of brand queries?

Ekimetrics.




SEARCH, A PIVOTAL ELEMENT IN THE PURCHASING
PROCESS

A driver for e-commerce with z turnove- 1
2021 o° " 3C billien €".

A driver for physical sales. 557 cf
ccnsLmers get irformat or 01 the Internat before
buying in = store™

HemAli

Source : *Fevad **OpinionWay by Akeno May 2021
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2. FIRST
ECONOMETRIC
STUDY IN EUROPE
OF MEDIA
EFFECTIVENESS ON
SEARCH
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DATA MODELNG #DemainLaPresse
24 Database used: based on key-words

sechois targeted
brands

per sactor

b
b4
b4
_)ﬂ(_ collecti f k d * ldentification of search engine queries associated with selected brands in the 3 sectars
A LS ] Ly, =ik Callection of the valumes of these queries over 2 years (2020-2021]
%
-
O Selection of key=-words o Selection of the 700 most searched keywords by brand during the analysis period (2020-2021]
1. e 3 sector databases [one per sechar)
@ B e n + 21 individual datebases {one per brand)

n PN o Flgpo 3 diosh ASAL AL
* Ligle nobuon chaeer B R e

o Ekimetrics.




DATA MODELING

#0emainLaPresse
MEDIA LEVERS ANALYSED IN THE STUDY

5

. - TV
{Printed and Digital)

= Radio Q;J

| OOH

| Display =

I Cinema
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15T KEY INDICATOR: CONTRIBUTION

CONTRIBUTION OF MEDIA ACTIVITY CONTRIBUTION OF THE DIFFERENT MEDIA LEVERS
Number of searches generated by the activation PRESS B
e alever CONTRIBUTION = Number of searches generated by the press

Example: breakdown of the number of searches
Weight (in %) of a media lever on the number of searches generated

by the total media activation

°% CONTRIBUTION Contribution of the Press

OF THEPRESS Number of searches generated by all
media channels

Cinema
Radio

Example VoL
decomposition

of the contribution Socia
by media:

Displa

Search

ﬂG:m Ekimetrics.




2ND KEY INDICATOR: R.O.l.

RETURN ON INVESTMENT (R.O.l)

oo mance measure vie e ova wzle e ol oo ivenass of anineeshrenl

C()f' rizuliczn ivrenrse: -1."| UGS QOErard [:T.J

RO =

rvecmsliranl in o s ress!

A G0

An R.O.L of 60 represents

60 searches generated by a media lever
for 1 OO0€ invested

HemAli
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MESSAGE TYPES: BRAND AND PRODUCT

Agverlising oealion wilk ra media bgaigh rg he brasd o ar soverise

Agcvorlising oealion wilk roa media bgaigh rg he produst o snoadee: s
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MARKETING MIX MODELING METHODOLOGY WAS

C

CESP

&t -he reques of he AC0FM, Gocgie, the EMPTY 24 he Uinion azs #Margocs,
thz C25F condicec ir 2021 far he “stamz tac ace - of he Maretirg s
Yadz ng stadics of Chi—atrics.

Wz copsidorea e COAF auadit cssoonal o glve creoicily ko Cmaotics
spcreach anad resuns, Goih for our members 30 for e markern s

Steprane fodas — Gensa Drackor Al
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3. A BROAD SPECTRUM
OF EFFECTIVENESS:
AUTOMOTIVE
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BRAND CAMPAIGNS AT THE HEART OF DRIVE TO SEARCH

Brznd messages are 2 limes more effective than Procuct messages

Sqare o7 investments

2l el 2

Sqare o° conT oJlicns

A S0 o

Mecia RO

Fress 3

Brand

44

o ey |00 cpeg o

44 searches are ge-e aled

o ey | R0ED e o
55 szarches are ge-e aled

Pcdict

15

o evey | 00D cyes e,

Lsearches are ge-e aled

o evey | 00 cpesar

25 szarches are ge-e aled
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PRESS IS THE MOST EFFECTIVE LEVER

1/3 of med a contribLt ors for 17% of advetsing invesimerts
The press hzs a1 RO 2 te 2 times higher thar o-her mecia

R.O.l1 / Contribution / % invesiment R.O.L*
by lever
) .
Printed Press
o) 179 **
S Digital Press
8 )
o
. a9 @ 0% v )
10
0 2 Corrizulicn Other Media 15
0% 10%  20%  30%  40%  50%

TV Other media Press

n - Geenimproacs b anane T renemerls B ety o s oy Mg mess e G 1 CG0E ensad

AR L IR P e 1
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PRESS BRAND MESSAGES HAVE THE HIGHEST PERFORMANCE

Press Brand generales
nearly 1/4 of the
conlributions and is thus the

leader in RO with only 6%
of advertising invesimenis

R.O.l. / Contribulion / % investment

100
80
70

) . 10%

50

R.O.I.*

40

11%
=0 17%

. 39%

0% 5% 10% 15% 20% 25% 30%

20
10 17%

Press Press Product
Brand

B TVBrand B TV Product

BT bty o sedrehes g e s omess e w1 O0TE e

T ERET o et he s

Z o risulicn

B Other B Other
Media Brand media
product

el
HAN
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#0emainlaPresse

LOW SATURATION LEVELS ON MEDIA PERFORMANCE:
THE VOLUME OF WEB SEARCHES IS PROPORTIONAL
TO THE MEDIA'S ADVERTISING INVESTMENTS

Share of contribution of media levers by brand

25% *
o1
20% | 4 3 Lo
Share of the Joa] ,
cotrlbuer o] etk T Z Industry’'s average: 16%
the media s %% ;
10% .’
?
5% r
Share o woice wlain
0% ) ) ) ) b rodusiey
0% 10% 20% 30% 40%
Brand 1 *x Brand 2 e Brand 3 Brand 4 Brand 5 Brand 6 e Brand 7
From the best-selling to the lowest-selling brand in France in 2020 i K Market leader

Ec_Pm *All the brands that were studied are anonymized Ekimetrics.
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AN INCREASE IN MEDIA INVESTMENT SHOULD BE PRIORITIZED IN THE PRESS TO
INCREASE THE VOLUME OF BRAND SEARCH QUERIES

st = [hs ELASTICITY CF SRIVE ~C SEARCH BRAND

VOLTIE O gLeties

Tooas [ ~edia invest—ents are increased by +10% in
4 . ‘he nu~ber cf
. sea~ch queries will increase by +4.46%
1,5 :
e [I: 1 05
Jll I'I'IZ'I:'lﬁ ................................................................................................................. . ......................................................................... :-:..': ..........

H B =

Srinlee ross Jiggi &l Press T Jigi sl Pross Grivdes CGross Ohe Modz o Ohe Red 2 T

Laad Laad Laad oz o Laad Srod Sroc

EC_Pm Ekimetrics.
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KEY LEARNINGS - AUTOMOTIVE

o Tradilicnal nedia levers corl bu e lo 163 o he
brard s searcl volomre

o ross overs conlibolos 52 o0 143 of the
media contribution

o Tress S0 o media conrioulions wih oy 7R o

aovoerlising ryvizsiner s

o dard moseges bovie a0 RAOWL 3 Himes
higher Ibar Frocus neasages 20

o Tegerora oodiive o scarc srans, cous oo
“ricilzed o Bran, ar T
dard

i EKkimetrics.
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4. A BROAD
SPECTRUM OF
EFFECTIVENESS:
BANKING /

INSURANCE
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BANKING / INSURANCE

g

BRAND MESSAGES ARE 3 TIMES MORE EFFECTIVE THAN PRODUCT

MESSAGES

While aqly 2% of advetsing soend is or Branc ~esszges,

tiey generate 28% o° brand searches

a | nied 2

Skare ol weaslranls

Skare af cor risulicns
v e nedis o risulisns

Waodia B

Sress B

and

12%

Br

28%

164
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|42 zemzrches ars qenerztes

188
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|83 zezrches ars qenerztes

Fcdict
00
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¥

72%

36
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BANKING 7/ INSURANCE

REGARDLESS OF THE BRAND SIZE, BRAND MESSAGES ARE ALWAYS
MORE EFFECTIVE THAN PRODUCT MESSAGES

Brand vs, Product messages

600%
® 7
4
500% |
B 400% | .
200 Rel o . ® i
— Gy No.s My 5 SWCrags
® 3
200% |
100% L _-*r-—;lahc-l:: of g welivenszss:
Frans rressage * Srodool nzssace
0% T T ! PN H - .
0 2 0 60 falics invoshner s
Srand 1 ® Srand Z ® Srand Srand £ Srand 5 Srand & ® Srand 7

m

Ec_Pm *All the brands that were studied are anonymized Ekimetrics.




BANKING / INSURANCE
THE PRESS HAS THE 2NP HIGHEST CONTRIBUTION AND R.O.I

90
80
70
60

40
30
20
10

200
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Witk an equivalent amourt cf advertising avestment,

f1e Press has nigher con oution and RO that Ote- ied as

R.O.lL. / Contribution /
% investment by lever
‘daf)?’. e Printed Press

Digital Press

TY

Other Media

]

0% 10% P 30% 40% 50% 60% e

Lo risulicn
H TV Other media Press

AR L IR P e 1

R.0.L*
68
59
I 31

48
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BANKING / INSURANCE

PRESS BRAND IS THE MOST PROFITABLE MEDIA,
BUT IS UNDER-INVESTED

R.O.l. / Contribution / % investissement

250
200 4%
This lever has by far the highest 2% @
R.O.l, while the Press Brand . 180 »
. d N (Y
represents only 4% of media 2 ®
. 100 * %
Investments 42%
24%
50 22% ‘
I Cantribzr
0% 10% 20% 30% 40% 50% 60%
Press B Press B TVBrand B TV Product B Other B Other
Brand Product Media Media

Brand Product

n m - Geeoinproan s b anane T renem s B ety o s oy P g mees e G 1 CG0E ensad

AR L IR P e 1
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BANKING

#0emainlaPresse

LOW SATURATION OF MEDIA EFFECTIVENESS IN THEIR
CONTRIBUTIONS TO BRAND RELATED QUERIES

Little saturation in terms of media
perfermance, the higher the
investment and the greafer the
contribution te the volume of
searches

(with an effectiveness that
decreases only slightly with the
increase c[ the invesimenl}

15%

10%

Skare o

["Ii!LJIr]

cear rizulicn
5% I

Share of contribution / investment of
traditional media levers by brand

s 4
7 e
6 .-
Fep Inzes my s average. 5%
X
P 2
Share o weice wlnin
5% 10%  15%  20%  25%  30% b rdusiey

*All the brands that were
studied are anonymized
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BANKING / INSURANCE inLaPresse.

PRINTED PRESS BRAND 1S 3 TIMES MORE ELASTIC THAN THE
AVERAGE MEDIA

ELASTICITY ©F ZRIVE ~C SEARCH BRAND

| ~ecia irvestments a-e inceasec by —10% in
1,5 Printed Presse Brand, ‘he nu~ber cf seach
cueres will increase by +1,5%

1
0,6
TP 0 TN )2 SO e S
. =
Jiggi al Pross T4 T4 Ziggi al Pross Frivlee Fross Orhe Mod =
rand and Crooa Craoad Cracad Crooa
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KEY LEARNINGS - BANKING & INSURANCE

o Tradilicnal media levers corl bu o o 163 ¢f orand
soasch vo ums

*  Presse Brand has the highest R,Q.l, ovor
Ihorcan T has he bgaesl iwesdmroenls ane
cear risuliczns.,

o Jeard messages sre crderinvestos i i indusly
2% o lelal irveshmenls!

o Dard mossagos are X ey nosc o oo ive lan
produsl messases i geneeal vy Brane Crive o
Seach

o Tegerora o Drove lo Search brard, [oous on
Printed Press Brand,
21 TY Brand

Wil EKkimetrics.
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5. A BROAD SPECTRUM
OF EFFECTIVENESS:
LUXURY
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LLXLRY #0emainLaPresse

ONE IN TWO WEB SEARCHES ON THE BRAND ACTIVATED BY A
BRAND MESSAGE

3/4 of the investments are Product messages
but almast half of the centributions come from Brand messages

Fart des irvestisse~ents Sqare o con oJtions

e N

et e e eia s v Lo s

Mecia RO |

Fress KO |

nd

Bra

N
O~
of

81

or evey £ U inveled,

Bl searches are ge-e aled

or evey £ U inveled,
72 searches are ge-e aled

34

-of evey £ DU inveiled,

G4 smarches are ge el

o every £ DU inveled,

4 vearches ars geenale
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LUXURY

THE PRESS IS BY FAR THE MOST CONTRIBUTING MEDIA AND HAS THE
HIGHEST R.O.l.,, BOTH IN PRINTED AND IN DIGITAL FORMATS

The press represents 2/3 of the con odlicns to Search _uxe

1"

R.O.1 / Contribution / % investmenlts per lever

Printed Press

4;5_‘?-'**
Digital Press

&3
N TV
SEE
Other Media
% Contribution
CF i T e
TV Other media Press
- Geonimpreasn s b anane T renseerls B

CRRE A et

R.O.L*

Pt e searches gonsrse b g moes e e 1 O00E |

T Ekimﬂtl‘ics-
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LUXURY

#0emainlaPresse

PRESS BRAND MESSAGES HAVE BOTH VERY HIGH R.O.l,

AND HIGH CONTRIBUTION

R.O.1 / Contribution / % invesiment

120
k%
The Press Brand generates 40% 00 | ®1% 20%
of contributions and has the w0
best R.O.l. before the other
*
media with only 20% of S e e
adverrlsmg Inveskments
40 5% 11%
[
20 36%
& Coatribuizr
0% 10% 20% 30% 40% 50%
F- 2raa B T<Rezedl mOTW B I LY
rar:| Frsawl Tl chcwiar Bz cawia Froac o

nm - Gecnimpreas s b anane T renseerls

R amtes e sedches gonarsed b & wors foene S TOO0E g

A T
T RR A o et la Ekimetrics.
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LUXURY

MEDIA EFFECTIVENESS ACTIVATED BEYOND THE MINIMUM
THRESHOLD OF 17% OF MEDIA INVESTMENTS

Share of contribution vs, invesiment of traditional media levers by brand
35%
30% |
25% | ¢
20% | G

Shars o modia > Indistry’s everage. 1774
czrrbaten 15% 3 6_.

5 o .-
10% | K-

5% r

0% ' ' ' ' ' ' ' Skarc o voice withir bz adusTye
0% 5% 10% 15% 20% 25% 30% 35%

- * _ - - - - - . _ ) X 3 _ *All the brands that were
3rand 1 ® Srand 7 ® irand Jrand £ Grand 5 3rand & e drard 7 | studied are anonymized
Mosf valued to least valued brand in 2020 in France | Y Market leader
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LUXURY LEFFIIJEEFFE

PRINTED PRESS WITH BRAND MESSAGES PERFORMS TWICE AS WELL
AS THE AVERAGE OF OTHER MEDIA

ELASTICITY CF ZRIME G SEARCH BRAND

| ~edia invest—ents are increased by +1C% in Printed
Presse Brand, ‘he rumoe- of

2,3 sea~ch guerias will increase by +2,.5%
1,5
1,2
0,9 0,9
l . I l
Grivles Gross Ohe Mod 2 Digioal Pross T4 T4 Jiggi al Pross Gl Pross Orhe Mod =
and Yand Yand aad ST SIS o ST

EC_Pﬂ_'I Ekimetrics.
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KEY LEARNINGS - [UXLRY

o Tradilicnal media levers corl bu e o 173 ¢

l)'i’.‘E['f.J ‘.‘i".Z':"J[iZ}' ‘-.-’f.:l..”"i.‘.

o Cross oo bave corrisuled g o T1E of e
loa v uire o quernies, s oposents 203 of
the total media contribution.

© ross s lbe mest invested lever, the
highest contributing one and the
most efficient highosl B30 gonea o
rardd -ola cd sezron gaernics.

o w dard s mosssges have ar 2005 ines
hichor 1ag & Frocee » mossagoes.

o Tegerera o Deove e Search brzed, [oous on
Printed Press Brand
a2 TY Brand,

S Ekimetrics.
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CONCLUSION
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#lemainLalTess.
CONCLUSION :
PRESS R.O.l. ON BRAND RESEARCH

Bl

BANKIMG &

AUTOMOTIVE INSURAMCE

48 66
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o In he 2araing ane lsuraice seclo, Brard mosszgos are rol peyed vory oflen, which oxala ra ey e conls baion ¢f
e nedia o e velomre o Search 3ard querics s ower

ooy s e seclos a seaclils masl o e impse o e peoss S3E conlibi b or wilkin e mcdia lovens in e cope
af Ther s vy
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CONCLUSION

PRESS BRAND FOR A MEDIUM TO LONG-TERM EFFECT,
PRESS PRODUCT FOR A SHORT-TERM EFFECT

Digital Press has an immediate effect on brand queries while the
Paper Press will have a diffuse effect over lime

Diffusion effect on brand gqueries of the different media levers

nm 1 men | IR B 17 man ks Ekimﬂtﬂcs.
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THE PRESS AT THE HEART OF EFFECTIVENESS
KEY LEARNINGS

< &0 brzrd searches ao geacralec jor cvery ©1,000 inveslos i e pross, which s 50¥ neec tbar he avor=ge

[-i."[ [3”'{.‘[' e a
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In Bankig-nsurance, he #ross Brerd sqows e oo 2030 ¢ Drive o Sezren braad

Bard nessages are 2 e 3 limes nete o e ivie lan Crodocl messaoes ©oaenersling Srivie o Searcain he 2
soclons s udicd
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soach ralfic
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