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Analytic Partners: who we are

ANALYTIC
: : : S PARTNERS
A recognised leader in marketing measurement and optimisation Celebrating 20 years of turning data into expertise
Independent

Unbiased perspective
Privately-held, no investors to satisfy

Long-term, partnership view P - | R -
90% client retention '

Focused on maximising impact and
analytic adoption

Full service consultancy

KPIs on value delivery — US$3 billion
per annum

Dedicated R&D teams in the US and
China

Global marketing analytics network
12 global offices
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FORRESTER Gartner I1I-cCom

» Global Leader in the » Recognized for Marketing Mix » 2019 Smart Data Agency of
Forrester Wave: Marketing & Attribution in Market Guide the Year for leveraging value
Measurement and Optimization : from data to help clients
Solutions 2020 > Recog_nlz_ed achieve competitive advantage

for Building Segments &

» Only Leader in Forrester Asia Personas for Digital Marketing » 2019 Winner of Carrefour &
Pacific Wave: Marketing Google Challenge Hackathon

Measurement and Optimization,
Asia Pacific 2018
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What we do: Commercial Mix Modelling (CMM) &&RRES

» Through Commercial Mix Modelling (CMM) we disaggregate and measure how different elements of
and executions within your marketing mix drive sales returns (ROI) for the business
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ROl Genome™ ARNARESS

» Hundreds of billions in marketing spend measured
» More than 2 million marketing metrics

» Global footprint covering 45+ countries

» 700+ brands and over $470 billion spend
ROl GENOME » Cross-section of industries and marketing tactics
» In depth understanding of how marketing works
— Halo principles
— Synergies and cascading impacts

— Modelling considerations

&? ROI Genome
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We shouldn’t look at audio (or any tactic) in ARRR RS
Isolation
Bothism

The rare capacity to not only see the value of both sides of the marketing
story, but actively consider and then co-opt them into any subsequent
endeavour in an appropriate mix.

Mark Ritson
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https://www.marketingweek.com/ritson-bothism-cure-marketers-fascination-conflict/

ANALYTIC

Think beyond digital only synergy ANPARTERS

Analytic Partners Australia - ROl index of digital campaigns with or without
offline support

100

Digital returns with TV Digital returns with OOH Digital returns with neither
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Different combinations have different A8 R ERs
amplification effects

Uplift in performance from combining different media channels

TV + OLV 35%
TV + Paid Search 25%
OOH + OLV 18%
TV + OOH 17%
OLV + Paid Search 13%
Paid Search + OLV 13%
Radio + OLV 9
OOH + Paid Search 5%

IO

TV + Radio 5%
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Multimedia campaigns have a higher ROI than

single media campaigns
Analytic Partners | ROl Genome @

ROI strategy comparison
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ANALYTIC

Marketing success comes from including a mix &&&Rmers
of short term and long term tactics

Analytic Partners: Short-term ROl index by campaign flighting
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Tactical campaign only aired Brand campaign only aired Brand and Tactical campaigns aired
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Promotions with media support perform better & &Emers
than without

Case study: Response Index Trade performance with and without Media

117

100

Discounts with media support Discounts with no media support
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Radio and digital audio work to deliver short- AP RTNERS
term efficiency

Analytic Partners Australia: Short-term vs long-term impacts of different media
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Radio works particularly well for promotional PR ERS
messages
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N

Radio response index by message type
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Brand messages Promotional / Call to action messages
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Broadcast radio works particularly well in
regional areas
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Analytic Partners Australia: ROl index by location type
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Metro Regional
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Even relative to other offline channels APARTNERS

Analytic Partners Australia: Regional market sales response index by
channel

Broadcast radio Print
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ANALYTIC

Sponsorships can help cut through and lift AFRTERS
overall radio performance

Analytic Partners Australia: ROl index by radio buy type
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Announcer reads Sponsorship spots
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Digital channels have helped lift overall radio ANPARTERS
performance

Analytic Partners | ROl Genome
N

ROl index by radio
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Broadcast radio Streaming digital radio
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We see strong opportunities across other AFRTERS
streaming digital audio platforms

ROI Index by Digital audio platform 2020 indexed against broadcast radio

m Analytic Partners Australia  ® Analytic Partners Global

309
254 261
l ] I

Spotify Pandora IHeart Soundcloud
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And podcasts are also showing strong results  &&=rers

ROI Index podcast performance 2020 indexed against broadcast radio

282

100

Podcast Broadcast radio
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At the moment, audio only formats work best AFRTERS

ROI Index 2020 by spot type

174

100

Audio only Audio + visual element
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Creative is a key driver of advertising
performance, second only to investment levels

Relative importance for business impact

Amount of investment

Creative quality e
Halo e

Mix of media

Optimisation within
platform
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of turning data into expertise



