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The companies involved
The Researcher: l]iClSCl@

iab
Supported by: lq o

australia

The Client: /Ma‘y;’d

The Brand: Sultana Bran

The Agency: MlNDSHARE'

The Publishers:
Yaroo!'? MediaSmart @oignm NEWs> ninemsn¥

2

l]l(ﬁ]%@l@ iab. ninemsn¥ 1EWS @Digital YasHoO!'?  MediaSmart W M'NDSHARE'

australia




Study Objectives
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Creative Executions
J\

gy When kids don't have
. breakfast things can

. of this pllul;;—o
G desk’r_gsoccer\ /)
teate 4

\L’Lon(en o ?\e ase!

start to get fuzzy

What is the
5 lILU\Tfefc‘Il 7
\ of this circlp?
desktop s socc.er\ /

Score 0:0

-

Desktop Soccer

Using your mouse to control the eraser,
attempt to get the ball of paper past the
box of Sultana Bran. First to 5 wins.

Phy, Lbd

"ﬂrl-

things

Y

;ﬁ‘ét;;r:a help Fight the Fuzzies™

@ Registored trude marks. Kellogg {fiest)
Authorised user,

Help Fight the Fuzzies at school
with great tasting Sultana Bran

& Registored frude marks. Kellogg (Susl)
Pty Lid. Authorised user, ™ Trade Mark

When kids don't have breakfast

desktop soccer! |

concentiate in
class please!

When kids don't
have breakfast
things can start
to get fuzzy

at School with qreat
< ‘tasting Sultana Bran

Learn More »

™Trade Mark

Learn Mare

Learn More >

can start to get fuzzy
~Learn More >
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Creative Executions, Video mrec

&
fightthefuzzies.com.au

STOP VoL

-
fightthefuzzies.com.au

STOP voL

fightthefuzzies.com.av
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Study Design
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Research Approach [ m—

Hi ' Livaoks for wisiling oo site Logfay !

- Site intercept survey

Wa are nunming a guck sureey shack vowr bima en thie sme partealady sboct the sama of tha things yeu gt
Mave zean or dicked on while uzing &

- Domain exit approach S S e
» Simultaneous AdE methodology

Control group

- Launched via domain exit site intercept
* Overall n= 2,654

 Target Audience (MGB with u/18 kids) n= 883

Exposed group
- Launched via domain exit site intercept
* Overall n= 1,527

 Target Audience (MGB with u/18 kids) n= 580

o \.~ P 8 . ® o
Idb. ninemsn¥ [EWS @Dlﬁlltal YasHoO!'?  MediaSmart W M'NDSHARE‘

australia




Ad Effectiveness — The ‘old’ way, pre/post

g

Online Ad Campaign

Pre Survey
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What
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effect of

online
amongs

t all
activity?
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Research Approach — Simtllltaneous
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Research Approach
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Online Ad Campaign

Exposed

Cookie Dropping d Cookie Dropping
'Controll
|
|
|
|
|
|
|
|
|
: Analysis/Reporting
|
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Sample Profiles
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Sample: Age

15% 15% 14%5% 15%4% 149%15%

13% Control
119%41% 129%2% m Exposed
10% -
8% 8%
7%
5% 6%
5% - 4%
1% 1%
% - I I I I

15-17 18-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60 years
years years years years years years years years years +
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Sample: Grocery Purchase Frequency

40% -
37% 38%
35%
30%
25%
21% 2929, Control
B Exposed
O,
20% 18% 179,
15%
° 9% gqo
10% 8% 8% 8% 8% 7%
i I I
% I I I I I
Weekly Every 2-3 Weeks Every Month Every2to3 Less Often Than Never
Months Once Every 3

Months
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Sample: Gender

Female
75%
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Sample: Locality

40% -

38%
35% -

Regional
32%

30% -
25% -

Capital City

20% - 68%

15% -

10% -

5% -

%
NSW VIC QLD WA SA ACT TAS NT Outside of
Australia
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Sample: Grocery Buyer Status

45%

40%

91% of sample Grocery Buyers

35%

30%

25%

20%

15%

10%

5%

Have little or no
responsibility for the
grocery shopping
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Sample: Grocery Buyer Status

70%

35% of overall sample falls within the
target audience — MGB with Children
u/18 years at home

50%

40%

30% 40% of sample have at least one

child under 18 years at home
20% -

10% -

% _
No Children U/18
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Brand Performance
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Brand Awareness
Overall sample

Kellogg's Sultana Bran (Exposed)
Brand A
Brand B
Brand C
Brand D

Brand E

Kellogg's Sultana Bran (Control)

Brand F 85%
Brand G 66%
Brand H 66%

Brand |

2 Sl R 20 .
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Brand Awareness
Target Audience

Kellogg's Sultana Bran

(Exposed)
Brand A 95%
Brand B 94%
Brand C 94%
Brand D 94%
Brand E 93%
KeIIoggzgoit:II‘:)al?a Bran 91%
Brand F 88%
Brand G 77%
Brand H 70%
Brand | 69%

PR R 21 e
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Brand Awareness
Target Audience x Execution Format

96%

98%

95% -

91%

90% -

85% -

80% -

75% -

70%
Control Standard Creative Video Creative
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Brand Sentiment
Sultana Bran Overall sample

90% -

80% -

70% -

60% -

50% -

40% -

30% -

20% -

10% -

%,

/

Control

Exposed

| dislike this brand a lot

| dislike this brand somewhat

| am neutral about this brand

| like this brand somewhat 31%

32%

H | like this brand a lot

19%

23%
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Brand Sentiment
Sultana Bran Target Audience

90% -

80% -

70% -

60% -

50% -

40% -

30% -

20% -

10% -

%,

— 58%

Control

Exposed

| dislike this brand a lot

| dislike this brand somewhat

| am neutral about this brand

| like this brand somewhat

31%

34%

H | like this brand a lot

21%

24%

1 b Y % by B [ )
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Brand Sentiment
Sultana Bran Target Audience x Execution

60% -

50% -

40% -

30% -

20% -

10% -

%,

Control Standard Creative Video Creative

| dislike this brand a lot

| dislike this brand somewhat

| am neutral about this brand

| like this brand somewhat 31% 34% 32%

H | like this brand a lot 21% 25% 25%
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Brand Consideration
Target Audience

Brand A 77%
Brand B 65%
Brand C 60%
Kellogg's Sultana Bran (Exposed) 59%
Brand D 58%

Kellogg's Sultana Bran (Control) 54%

Brand E Exposure to the campaign resulted in a 5

- point directional movement in brand

| consideration (8%)
Brand G 9%

Brand F

Brand H 28%

Brand | 24%
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Brand Consideration
Target Audience by Execution

Brand A 77%

Brand B 65%
Kellogg's Sultana Bran (Video Creative) 62"/.

Brand C 60%

Brand D 58%

Kellogg's Sultana Bran (Standard Creative) 37%| 43

Kellogg's Sultana Bran (Control) 54%
Brand E 42%
Brand F 42%
Brand G 29%
Brand H 28%

Brand |

24%
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Sultana Bran Purchase Intention

100% -
90% -
80% -
70% -
60% | Exposure to the campaign resultedina 5
50% - point increase in intention to purchase (19%)
40% -
30% -
20% - /
10% - 25%
%
Control Exposed
 Very Unlikely
Somewhat Unlikely
Neutral
= Somewhat Likely 13% 17%
m Very Likely 12% 13%
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Sultana Bran Purchase Intention
Target Audience x Frequency of Exposure

90% -
80% - Increased exposure correlates with increased
. intention to purchase up to 4 exposures (diminishing
returns after 5 or more exposures)
60% -
50% -
40% - / M
30% -
20% -
10% -
0% -
Control 1 Exposure 2 Exposures 3 Exposures 4 Exposures | 5 + Exposures
m Very Unlikely
Somewhat Unlikely
Neutral
m Somewhat Likely 13% 15% 17% 16% 19% 17%
B Very Likely 12% 14% 15% 15% 15% 13%

29
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Sultana Bran Recommendation
Target Audience Recommending to Children in Household

90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -
% _
Control Exposed
Would actively recommend against
this brand
If asked would recommend against
this brand
| would be neutral
If asked would recommend this brand 33% 39%
B Would actively recommend this brand 22% 21%
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Execution Performance

n;._i When kids don't have breakfast
things can start to get fuzzy

~_Learn More >
Help Fight the Fuzzies at school
with great tasting

Learn Mare »

When kids i 't have
breakfast thi 3s can
start to get wvzzy

help Fight the Fuzzies”
at School

Learn More >
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Creative Executions
J\

gy When kids don't have
. breakfast things can
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\L’Lon(en o ?\e ase!

start to get fuzzy

What is the
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\ of this circlp?
desktop s socc.er\ /

Score 0:0

-

Desktop Soccer

Using your mouse to control the eraser,
attempt to get the ball of paper past the
box of Sultana Bran. First to 5 wins.

Phy, Lbd

"ﬂrl-

things

Y

;ﬁ‘ét;;r:a help Fight the Fuzzies™

@ Registored trude marks. Kellogg {fiest)
Authorised user,

Help Fight the Fuzzies at school
with great tasting Sultana Bran

& Registored frude marks. Kellogg (Susl)
Pty Lid. Authorised user, ™ Trade Mark

When kids don't have breakfast

desktop soccer! |

concentiate in
class please!

When kids don't
have breakfast
things can start
to get fuzzy

at School with qreat
< ‘tasting Sultana Bran

Learn More »

™Trade Mark

Learn Mare

Learn More >

can start to get fuzzy
~Learn More >
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Campaign Recall
Target Audience Exposed to Campaign

Unsure
9%
Recall
- 34%
when kids d¢ 't have
breakfast thi 3s can
start to get vzzy
No
57%

Learn More »
i
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Campaign Recall
Target Audience Exposed to Campaign

All Exposed
(TA)

Recall (TA)

Recall Consideration
No 34%
57%
Purchase Intent
Recommendation
PR, - 34
niclser iab. ninemsn® news Digital  Yariool'?  MediaSmart 7 MINDSHARE
g
australia -
Exposed to mrec/leader n=293



Correct Brand Linkage
Target Audience Exposed to Campaign

60% -

56%

24%

Kellogg's Brand A Brand B BrandC BrandD BrandE BrandF Brand G BrandH BrandlI Don't

Sultana know
Bran

Y, . 35 .
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Key Summary
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Key Summary
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Nielsen Online Brand Impact Pyramid
Target Audience

Purchase Intent 30%

Advocacy 60%

Purchase'Intent 25%

Advocacy 55%

Sentiment 58%
Sentiment 52%

Awareness 91% Awareness 96%

Control Exposed
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