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Video and Advertising in Czech
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Introduction: the opportunities and dangers of a fragmented media landscape
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Integration: the more integration the better
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Idea: build from a strong campaign idea

Creative: every ad counts
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Placement: each one is special
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Customisation: all ads should be made to measure

Recommendations
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People feel media fragmentation and an increasing pressure and intrusiveness
of ads, but also say campaigns fit together better and tell better stories

% DISAGREE

Compared to 3 years ago....
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Ads are appearing in more places now

| see more advertising now -11
Ads are more intrusive now -12
Advertising now fits together better across different formats -19
Ads tell better stories now -30
Ads are now more confusing -21
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Ea_Ch m ed | a h as DOLPHIN is - Extrovert, intelligent
different perception,
personality

TIGER is - impulsive SNAKE is - cold

Consumers follow it
In different mood

Accept different
tone of voice

Play different roles
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DOG is - playful, pleasant,
extrovert, conscientious
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STORIES EARN ATTENTION

ENGAGEMENT BRAND ASSOCIATIONS BRAND PREDISPOSITION
, ¥
o
Did the ad connect with the Did the ad affect brand Did the ad make the brand
consumer in a branded associations in the right way? more desirable at key

fashion? decision moments?
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Quantification shows important differencies just based on creativity
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Excellent - You can achieve 3x ig
more for same investment —7
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22 | I The campaign will ensure %
iy = awareness on 100 GRPs
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Median (6) ------- ¢ | - - -
o) 5 E—
You have to spend twice more to keep the 4 |
average effect - low ROI (return) S\ =
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It is important to stand out from the crowd and defy category norms
People are more willing to share campaigns that are different and engaging

100
75
L
é 50 Different from other ads
E m |f saw online would share
25
0
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Cannes Lions Winners 2002-2017 Effie Winners 2007-2017 IPA Winners 1996 to 2017
69 brand winners 39 brand winners 52 brand winners

7 227 ads 97 ads 176 ads



Subaru’s advertising stands out from the typical ads for automotive brands

The “Dog tested. Dog approved.” campaign began airing in 2010
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In the Czech Republic Air Bank’s advertising separates it out from its competitors

Air Bank stands out as having great advertising and being seen as shaking things up

[CANTAR
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ATTENTION IS A REWARD, NOT A RIGHT Q/

{ PEOPLE NEED T0 CARE ENOUGH // 0 ﬂ ‘
Q} }‘7 10 ENGAGE AND SPND TIME WITH US (-}
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What makes video
advertising likeable
In CZ?

Usually consumers enjoy
watching the ads due to
their ideas, actors or
music which they love.
The most inspired spots
are created by mobile
operators (T-Mobile and
Vodafone), Kofola, car
brands (Skoda,
Volkswagen), Coca-Cola
and Apple.

“Old spice ads — they are funny

and very inspiring.”

“I love Aquila advert as my
daughter is dancing when
hears it.”

“l enjoy watching Skoda spot
during the hockey. It was so
unusual ad.”

“I'm sure that Kofola ads are
the best. They are really

funny, especially with the dog.”

“T-Mobile has very captivating
ads. I'm always smiling when see
them, but they don’t persuade me

to use T-Mobile services.”

“l was inspired by Lenor
advertising thank to
music.”
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Czech Republic is
even the first in the
WOr I d E (% Difference between the most efficient ads vs. least efficient)

Distinctive music in the ad
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Currently one in four
of the campaigns we
measure are not well
Integrated

Nature of multimedia campaigns

Not very well
integrated

Integrated AND
most media were
customised well

46%

Integrated — similar
ads, but NOT well
customised to
individual media
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More media
_Channels LEln : Overall campaign contribution
Improve campaign
effectiveness, but
only if the channels
work synergistically

Not very well integrated Integrated — similar ads, but  Integrated AND most media
NOT well customised to were customised well
individual media

4 or more media indexed vs 3 or less
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There is a huge gap between how marketers t
strategies and what consumers see.
Czech consumers are even much more negative about the fit compared to global average.

y integrate their media

hink th

Marketers view of Consumers view of campaign fit
strategy integration

30% 32% 35% 36%

Desktop, mobile & TV Across Between online Between different Between different
all and offline offline formats online formats

23
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INFEGRATION CUES
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Consistent use of Style, music
characters or
personalities
differentiates the
best campaigns.
Hygiene factors
such as logo and
strapline also help,
but have less
Impact.

Celebrity, humour
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INTEGRATION:

Familiarity built through
color, style, branding,
alongside use of ‘next
generation’ celebrity with
young, passionate, and
futuristic image fitting to the
brand; but each ad
interesting in itself.

BB

UNLEASH YOUR

UNLEASH YOUR TRUE SELF

Man - static outdoor ad

<5 - a A \
»\ ludewedser

euscaousch
60s and 15s website ad 30s TV ad

FMINRTX -

Campaign

Man — static outdoor ad
Website video — 60 sec
Website video — 15 sec
Woman — static outdoor ad

TV video — 30 sec

89

96

95

90

90

72
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Local examples of strong integration



INTEGRATION:
Airbank
Czech Republic

Familiarity built through
same brand personality,
color scheme, logo and
same type of humour.

r

30s TV ad G&, static outdoor ad
8

S Petrem? Kocicko moje.
Zavolam vecer?

10s Youtube
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Campaigns with a
strong central idea
perform better
across all brand
KPIs, especially
Image associations
key takeaway

Overall campaign contribution
with a campaign idea

Overall Salience Associations Motivation

29 Data Source: Kantar Millward Brown global CrossMedia studies, 2015-2017, (223 studies).
Categories: Food & Bev, Household, Retail, Travel, Personal care, financial services, technology, automobiles
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HORNBACH?’s advertising through sensory elements helped with ‘feel’ of the campaign
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HORNBACH /% .

Es gibt immer was zu tun.

IDEA:

'“~ WeiBt Du nncﬁ,ﬁie sich
‘Dive into Life’ delivers the s
message that DIY is a sensory
experience, a moment of pure
freedom, real and a bit painful,
that reminds people: You are
alive! (Du lebst!). Well
connected campaign. Sensory T
elements of website helped with >
‘feel’ of the campaign.

Har es. Fiihles.

Website

-2 HORNBAC

3 Es gibt immer was zu tur
» - »

Static outdoor ad
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In reality, all channels benefit from integration but TV is leading

Channel level contribution by campaign type

Good combinations for TV are TV & Facebook, and TV &
outdoor.

Not well integrated
with the rest of the
channels

Integrated but not
customised to the
channel

Outdoor Print Online Display Radio Online Video TV



AdReaction THE ART OF INTEGRATION KANTAR MillWARDBROWN

CUSTOMISATION
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TV and online video benefit most from integration AND customisation; also
Important for outdoor.

Channel level contribution by campaign type

Not well integrated with the rest of the channels

® Integrated but not adapted/customised to the channel
® [ntegrated and adapted/customised - content tailored to the channel
2099 306
219
198
149 447 151
100 I I 100 113 I 100 100

Print Outdoor Online Display Radio Online Video

Data Source: Kantar Millward Brown global CrossMedia studies, 2015-2017, (223 studies).
Categories: Food & Bev, Household, Retail, Travel, Personal care, financial services, technology, automobiles
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CUSTOMISATION:

TV ad customised for
square Instagram and
Facebook viewing with
enhanced brand integration
and Wrapped into Shorter Neratov - 90 second TV ad
format.
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Neratov — 36 second Facebook video sqare ad

OBCAS SE DEJi ZAZRAKY

Neratov - 6 second Instagram video post
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VIDEO ONLINE-WORKS
DIFFERENTLY-THAN, TV
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Some ads are highly
engaging

Important for TV but N .

also for online video \

e

Award winning online B
video creative shares
the same powerful

characteristics as TV
creative — they are all

highly engaging.



AdReaction THE ART OF INTEGRATION KANTAR MillWARDBROWN

Even award winning
ads are skipped
early on when
viewed online Average time at

which ad was
skipped

10-12

We see a similar pattern of seconds

response across most ads.

A lot of drop-off in the first
few seconds and then
stability over the course of
the rest of the ad

Viewer Share (%)

10 —

Average time at which ad was skipped
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While the general pattern of viewer retention is the same for all ads, the
proportion of people who continue watching to the end differs quite a lot

100 - % who watched

9 | the whole ad
80
g7
o 60
8
S 50 A
T 40 -
g
& 30 4
20
10 20 30 40 50 60

Duration of Ad (in seconds)

%1 % who watched
%1 the whole ad
70 4

60

50

40 -

30

0 10 20 30 40 50 60 70
Duration of Ad (in seconds)

Viewer Share (%)

Pampeér
‘Poo Face’
UK Online



https://www.youtube.com/watch?v=XLLludqOr4w
https://www.youtube.com/watch?v=QmYc1MNJaQc
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Focus on skip
resistance...

Increase consumer
engagement by capturing
attention in the first few
seconds.

And integrate the
brand in the first few
seconds



https://www.youtube.com/watch?v=opkqUyngd54
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And maximize O
viewing
opportunities

This ad was loved; but too
many would miss itin a
skippable format because
the first few seconds were
not gripping enough.



https://www.youtube.com/watch?v=nc70gWEBoF4

AdReaction

PLACEMENT
MATTERS:

Tailor to the context.
This ad performed very well on
digital formats; but when we

tested it in a TV context,

appreciation was not so strong.

THE ART OF INTEGRATION

KANTAR MillWARDBROWN



https://www.youtube.com/watch?v=pvcj9xptNOQ
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Stormzy 26 42
Viewers think this campaign will Women 37 46
be better placed on social
i Mirror — Women — Mirrors 40 46
medla than TV 15 second Twitter video ad 30 second Twitter video ad
Launch 37 46

Stormzy — Launch —
15 second Twitter video ad 90 second TV ad
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Local examples of strong online customisation
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RECOMMENDATIONS |

Set the bar high — consumers feel bombarded and not always value the current multimedia stories,
So create an inspiring work of multimedia art which will stand out in a cluttered environment
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Integrate comprehensively - use all senses. Visual cues are important, and characters differentiate,
but audio also helps. People won’t notice all your cues, so test if your campaign fits together.

— . OO /77 2RI s~
Cue the idea — start with a killer campaign idea and develop tightly integrated executions that bring
the idea to life. Build out from the core, don’t work back from a TV ad.
S e SR AL IR E R RS N _ ————
Every piece of content counts — individual creative quality defines overall campaign success. Do
your idea justice by testing executions in all major media.

LA IR QSRR TN
Choose channels wisely — there is little benefit to more channels unless they have a clear role in
the campaign, and in reaching your audience. In the online space, target judiciously, don’t intrude.

Customise carefully — only develop content for channels where you can adapt excellently. Find a
balance between enough familiarity to integrate, but enough novelty to engage.




