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Media consumers
have never had
greater choice
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Australians are embracing targeted sites

Allure: The first 18 months
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How can marketers capitalise
on that audience?

e Tim Duggan, Marketing Director, Sound Alliance
e Jo Gaines, NSW Sales Director, SheSpot

 Wendy Hogan, VP & Managing Director, CBS Interactive

e Chris Janz, Managing Director, Allure Media



Using data to drive
better
engagement



{©) CBS Interactive - World’s premier content network

Property
1

Google 74%
2 Microsoft 60%
3 Yahoo! 49%
4 Facebook 38%
5 Wikimedia 28%
6 AOL 22%
7 eBay 22%
8 Amazon 20%
9 Ask Network 18%
10 CBS Interactive 17%

Source: ComScore Worldwide December 2009




Pioneers in contextual digital marketing

* Depth of vertical content leads to data
iInsights into audience interest in product

categories

 Intention to purchase and preference for
various brands indicators

* Audience influenced by advertising and peer
recommendations
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Exposure Drives Greater Consideration
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Awareness page types contain content
with multiple brands/products.

Where the User Starts, Matters

Awareness Page Types

Exposed to
Ad(s)

Not Exposed to
Ad(s)

Consideration of the carrier’'s Products Among Users that Start on........
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Consideration page types focus on a

single brand/product.



Exposed CNET Wireless Users Purchased
More Products

Without Ad Campaign

For every 29 000

100,000 Users 640 Purchase

Considered

: ; Confirmations
Wireless Carrier

on CNET
Wireless

With Ad Campaign

For every
56,000
100,000 Users Cone dered

Wireless Carrier

950 Purchase
Confirmations

on CNET
Wireless

CNET Users confirmed purchases at 2-3x higher rate
than natural traffic on the wireless carrier’s site



Marketing solutions for entire product lifecycle

Kick Off
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Daily Momentum around Release Date

Daily Momentum
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This graph is showing the direct effects of advertising on
traffic to the game space, and how this drives competitive
mindshare between releases around the same time.
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Becoming part of

the conversation

in trusted social
communities



Objective: Communicate to
mums that Smart Rinse is a fun
and easy way to help keep
childrens teeth clean

Kids health is Nol priority for
mums — Create event to
encourage families to be happy
and healthy

Facilitate product trial and
interaction between users —
distribute samples to mums in
target demo

Recommendation included
reach and relationship elements

HappY H

Understanding what motivates social
communities to take action

QL

Birthday =
parties



One-to-one — “Trusted Social Communities”

*98% audience
participation.
*Mum blogs
viewed 4k times.
*Total reach
estimate: 150k. 1. Ads featuring product

Mum's Say

Join Kidspot Socials
Mum's Say group to
receive free products
to road test and
review! We've got
stacks of preducts coming in, including
those for expectant mums through to mums
with kids of all ages. You can check out
what mums thought of Listerine® Smart
Rinse® for Kids, our latest review product.
we Join Mums Say today to be on the list for

5. Trial, then talk..... . - aur next review!
2. Editorial featuring product

gussie - 9:23 AM on Tue-18-Aug-2009
8 yr old son loves the Berry flavour! He 4. Product to consumer

cannot not decide which is his favourite, he 3. Build engagement & word of mouth

loves both the Mint and Berry. | can see Ki - ——y == o=

Listerine will be a regular item on our ALSP ot Ll 'l , : e we v ek
Kw(spot Soctal B, O

shopping list. -
m_

cassp - 1:01 PM on Tue-18-Aug-
2009

Hi, we received ours yesterday, and
the kids are now very keen to do their
teeth. My 7 year old son decided this
term he didint need to clean his teeth
anymore, but thanks to Smart Rinse
brushing is now back in favour again.
Both the kids love both flavours,
although my daughter prefers the
berry. Will definately be buying this
from now on.

pro sducts

& Wi Aewiew LETERIME® SMART
r family

<

Group Mame:kums review Listering Smart Rinse for Kids

Cesoription: MUMS SAY: Would you like to road test LISTERINE®
SMART RINSE® for Kids and share your review with
the Kidspot community?

P ey 1o sty racuth o yea b

» If you have kids aged 6 and over, join this group and send a
message BEFORE August 10, 2009 with your name, email
address, postal address and child{ren's) 0.0.8 and we will send
you TWO trial size bottles of different flavours to road test,

= We have 150 samples to share, Samples will be sent between
August 10-14, 2009,
i Browse Members (113)
» Once you receive your LISTERINE® SMART RINSE® samples,
& uptead Photos show your kids how to use it and share the experience here,

Rarnarmbar to frllnue Hhe diractinme nmothe skhal cseafolle smd




“Strangers with Experience”

L Honda Odyssey

We are looking at purchassing a new car in a few months and the Honda Odyssey looks like the car we need. Does anyone have one
and what do you dislike and love about it?

Is it hard to park?

Does it feel like a large car? I have only ever driven small cars and it a bit scared of anything bigger than my pulsar. lol
Is it good on fuel?

Expensive to maintain and service?

Can you fit a pram and groceries in the back?

Am I correct in thinking that it has 5 anchor points?

Any feed back is appreciated. &

PANADOL OR NUROFEN??

Posted 9:13 PM on Sun-12-Jul-2009

r old daughter h all cold last WEE i gave her the reco ended
é/ gdol El m wc 5 ru % g CL Cl'n ac?(wga mi drressed ang‘m?'ne wen
ok e u he ne mornhin t:: e co 5[:!'% g orse so | egn ::i'|
ot s me nuro en.i ﬂ e rec E'nan ose and it certain id the
o much bett r an tE‘f nose ha ied up..i am aware it contains
r::: En ut hot aware o g
ﬁanx houghts or views on Elt er or ot er par cetomal u'v used

@ Cook Well Convection Oven - it's a legend!

I'd like to share with you all the best appliance I have ever purchased. Its a Cook Well convection oven that I bought from Homeart for
$78. The salesperson told me she used hers every day and I though yeh right! Well since I've bought mine I can say I have done the same.
It's cooked countless roasts, steak, sausages, bacon, eggs, chips, pies and cakes and never once have I not been happy with the
outcome. The oven in the wall never gets a look in anymore! Easy to clean and its just amazing the amount of fat that comes out of food.
Absolutely legendary. It is a must have in any kitchen.




Join the conversation to build brand affinity

e QObjective: Connect with women in
their world trialing social media in
an unobtrusive but relevant way

e Campaign: Join an existing
conversation - SS saving tips -
started by mums on Kidspot Social
and stoke it becoming relevant and
a true partner in their crusade

e Make the company relevant and ways to save money
part of the fun— offering $499
shopping sprees to tie in to the
group and reward mums for their
contributions

[

- partmerssin = CCOMmMMOTwWeahth = ‘

CommonwealthSank



Share the exercise with the broader group

LSS ADVERTISE WITH US

© KOWH 2009, © Diamay: G

3
kid lcom.au Al | Ditectary | Forum 1 Conge | Foryour free sample . [EETEENCY
Search » W seancH | & Regiered Trcfomart Kimberty-Cork Wddvids, nc.
"Directary. | Presnaner | Baby e i Crhnanal - i e - g

e The resulting content also
featured (and still does!)
on Kidspot Family Budget.

over 20,000 times.

e “Online mums tackling the — Zrremminimee Aayrgl

. . HPRL Y ) R WIN ane of four, 5499 shopping sprees ways to save money A_‘_e._sitsu“s
Global Financial Crisis” tip |

Get your FREE daily parenting tip

¢ IKIDSPOT DALLY by email:
499 ways to save money

Budgeting, tiving frugally and saving money are on the agenda for

monwealth Bank for supporting the s s Commonwealthor i

Kidspat community's efforts to help families save by offering four
fabulous prizes to celebrate the bunch of its 4,99% credit card,

.
by t I p W a S S l l C h a il Ak yatir A0 Vst o' iy Smving Hick cuan e valisbla,

Commonwealth Bank is offering all contributors to the 499 ways to save money list the opportunity to win a
5499 gift, — - - — — - e
i o

compelling story that it B 1 s b 01:25
made the 5 o’clock news!!

e Commonwealth Bank is
not only part of the
conversation but is the
hero in it!



How context
amplifies
your message



soundalliance

Engagement

A CONSUMERS’ EVENT INTERACTION CYCLE MOVES THROUGH THREE PHASES.

! ! DANCE !
- E E SOCIALISE E
é ! ' INTERACT !
= : I CONSUME :
§ amceario g verizoro B
:-L'_J: :_l‘_l
T | |
m 1 | I
w | : :
g : ! !

1 - 2 WEEKS

4 - 12 HOURS

4 - 8 WEEKS



soundalliance

Smirnoff and Inthemix

UNIQUE BROWSERS PER MONTH
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Digital & Be
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INTHEMIX & SMIRNOFF PARTNERSHIP




|| : Recent activity on Inthemix

soundalliance

THE PARTY’S HERE. THE LAST CHANCE
TO WIN PARKLIFE TICKETS!

BE
THERE

ey
us when was the last =
time you said “I WAS THERE.”

01N IN AT <
SMIRNOFFCOMAL *

-

HOMEPAGE & NEWSLETTER
SPONSOR

EDM'S TO ITM DATABASE

CONTENT HUB ON INTHEMIX

2
STTVAL 1A, VIS & Mokt [REEal

ABQUT THIS VIDED

| /Back's Fastival Bar

/bigay out

1 Days Lixa This

1 Field Day

7 e Music
Feslived

1 Global Gathering

1 Godlbitchen

{ Good Vibrations
Festival

' © FESTIVA

FU Th & EREERD

FESTIVAL GUIDE SPONSOR INTHEMIX TV SPONSOR



soundalliance

Brand Recall

E Spontaneous Awareness B Prompted Awareness

Smirnoff Ice
Ministry of Sound
Technics

PS2

Nokia

Heineken

Telstra/Bigpond Music

%

_— 0

] Y0
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74%
62%
39%
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33%

Smirnoff

41%

Ipod/Apple Mac
Fuzzy
Sony

Smirnoff Black

[T 13%
T 11%
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3 1%

D1%

0% 20%

VIRTUALLY UNIVERSAL AWARENESS
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INDEPENDENT DIAGEO RESEARCH STUDY 2006: TOTAL SAMPLE 18-29 : N=990

100%



|||I| ITM Users: Drinking Behaviour

soundalliance

Smirnoff RTD Nett
Male 18-29
Quarter 1 Fo5 = NS Tracker ITM Sample

* n= 300 n=496*
outliers deleted

Source: TNS Tracking Data

Ever Tried 50% 81%

Drunk Past 4 Weeks 8% 46%

Drunk P4W - On 6% 399

Drunk P4W - Off 6% 34%

Average # Drinks 7.8 11.5%

Significantly higher incidence of consumption and volume



|| | Cool Wave by Sponsorship Awareness

soundalliance

— Not Aware Sponsorship Spontaneous Aware

40 T
35 +
30 +
25 +
20 +
15 +
10 +

) N

0 I I I I I
Dont Know Never was Cool potential Becoming cool Pinnacle of Losing it Lostit
cool cool

Total sample 18-29 : n=990

Significant cool shift for Smirnoff Ice associated with ITM.



soundalliance

Earned Respect

The 2010 Future Music Festival tour is literally on our doorstep, and with
Sydney already sold out and other dates sure to follow we know it's going
to be one of the hottest events this summer.

I you haven't got your tickets yet, never fear, Smirnoff have come to the
party with a whopping $10,000 worth of passes to giveaway. You've got
one last chance to Be There for nix!

To be in the running to win a double pass to the Future Music Festival in
your state

ENTER NOW

FOR YOUR CHANCE TO WIN!

FUTURE MUSIC FESTIVAL E#}B
HIT THE INTHEMIX FESTIVAL PAGE

Example: Smirnoff EDM Cut-Through

Relatively standard comp but 4500+
entries

Over 50% opt-in rate

Audience highly charged and
connected with brand

Earned results
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