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Value of brand

Marka jako wartos¢
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Brand is a major component of
business value

S&P 500: Brand value vs market capitalisation
1978 - 2012F (indexed)
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Investment in strong brands leads
to consistently higher share prices
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Quantifying brand equity
Sales validated approach

- Brand Pyramids summarise how effectively brands take consumers on the journey to
loyalty, which is ultimately where the potential for commercial success is most lucrative.

« Scores at each level of the pyramid reveal where the barriers in this journey are
met/overcome, and where the competitive advantages are held.
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Use of celebrities in the world of
advertising

Wykorzystanie celebrytow w reklamie
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Global Trend for celebrity use

Global use of celebrity ads 1998-2011: share of total
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http://en.wikipedia.org/wiki/File:Flag_of_Hong_Kong.svg

Celebryci w reklamach bankow

Rozpoznawalnos¢ reklam
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GRP reklam z celebrytami versus caty
rynek reklamy w branzy bankowej

Udziat reklam z uzyciem celebrytow (jako % GRP) w
0golnej komunikacji branzy bankowe;
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Celebrity choice

Wybor celebryty
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Ranking Forbesa

1 34 Szymon Majewski osobowos¢ 792 000
2 16  Kuba Wojewddzki osobowos¢ 789 000
3 25  Jurek Owsiak osobowos¢ 700 000
4 2  Robert Kubica sportowiec 668 750
5 1 Marek Kondrat aktor 612 500
6 19  Kamil Durczok dziennikarz 610 500
7 8  Jerzy Stuhr aktor 591 000
8 - Caroline Wozniacki sportowiec 578 500
9 12 Monika Olejnik dziennikarka 569 000
10 7  Tomasz Lis dziennikarz 566 000
13 30 Adam Matysz sportowiec 525 500

il n—
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http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/szymon-majewski,17615,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/kuba-wojewodzki,17726,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/jerzy-owsiak,17738,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/robert-kubica,17741,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/marek-kondrat,17742,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/kamil-durczok,17629,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/jerzy-stuhr,17631,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/caroline-wozniacki,17635,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/monika-olejnik,17640,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/tomasz-lis,17647,1
http://www.forbes.pl/artykuly/sekcje/najcenniejsze-gwiazdy-2011/adam-malysz,17644,1

Celebryta i marka — wtasciwa
ocena sytuacji

Potrzebne sg narzedzia, ktore systematyzujg
nodejscie do wartosci celebryty

Kluczowe jest dopasowanie celebryty do
strategii danej marki
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Okreslenie pozycji gwiazdy (i marki)

ZNAJOMOSC

Czyli, w jakim stopniu gwiazda lub
marka jest znana

BUZZ (SZUM MEDIALNY)

Czyli postrzegana popularnosc¢ gwiazdy
lub marki w mediach

SYMPATIA SREDNIA
Czyli, w jakim stopniu gwiazda lub X —
marka darzona jest sympatia? 100* Celebrity Brand Score

[ *Pytania o sympatie i ,szum” zadawano tylko dla marek/oséb znanych respondentowi. Wyniki Celebrity
X"KO\GQB Brand Score prezentowane sq z uwzglednieniem tego faktu.
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Ranking na podstawie CebraScore
I N T

Adam Matysz Adam Matysz 78% Adam Matysz 83% Ksigze William 86%
Robert Kubica 75 svtcl)?Zwé dzki 73% Janusz Gajos 80% Kuba Wojewodzki 84%
e 74 Janusz Gajos  70% Justyna 78% Kate Middleton  84%
Wojewodzki Kowalczyk
Szymon Majewski 71 ‘Ij(zitgrcazyk 70% Maciej Stuhr 78% Robert Kubica 82%
UE e 71 Marek Kondrat 69% Katar;yna 78% Doda 81%
Kowalczyk Pakosinska

. Szymon o . o o
Piotr Adamczyk 71 Majewski 68% Cezary Zak 77% Anna Mucha 79%
Cezary Zak 67 Robert Kubica 68% Pawet Wilczak 76% Szymon Majewski 78%
Marek Kondrat 67 &:az\),,:czzt?; 68% Marek Kondrat 76% Adam Matysz 78%
Anna Mucha 67 Edyta Gérniak 67% Piotr Adamczyk 76% Maja Sablewska 76%
Borys Szyc 67 Doda 67% Zbigniew 74% Czestaw Mozil  72%

Zamachowski
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Czy to sie optaca — czyli
modelowanie

Integrujgc informacje z badania dotyczgcego
celebryty z innymi zrodtami dotyczacymi sity |
strategii marki jestesmy w stanie oszacowac
wartosc uzycia celebryty

il n—
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Our Approach

- Brand Health Check and Strategy

Competitor Market _
review

Analysis Analysis
— Understand brand image

— Understand competitive
environment and market

Brand Valuation and Strategy review conditions

« Understand were value is created,
where are the opportunities to grow

Celebrity and what are the levers that can be
potential used

— What brand image characteristics
need to be changes and how

Brand Fit - Research potential celebrity partners
and understand their image profile

- Analyse brand fit, evaluate the impact
of celebrity endorsement and measure
the value created

Opportunity Assessment and
Recommendations

— Provide recommendations on

@D optimal budget and activation
strategy
XIIKONGRES
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Measuring ROI by looking at the
full picture

Because celebrity endorsement is about building brand equity, our ROl combines

two elements:

— Short-term sales effects, by linking spend directly to sales (usually a small
effect for brand endorsement activities)

— Longer-term brand equity effects, by linking spend to changes in brand
perceptions, and then to sales (a critical effect for brand endorsement
activities)

Measuring the total returns on sponsorship marketing

Brand ‘ Indirect sales &
‘ Perceptions \

profits effects

Celebrity ‘ FINANCIAL
Endorsement IMPACT

‘ SISIOe’ ‘ Direct sales & /
i
XIIKONGRES

Purchase
BADACIY RYNKU I OPINII
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Our methodology links brand
Image to the shareholder value

Millward Brown Optimor Brand Valuation Model

Brand Discount

2. Brand Benchmarking Rate
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Total earnings

3. Financial Modelling value

1. Segmentation
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Brand Contribution Model

Determining the brand impact on customer decision making

- The brand model is based on the analysis of quantitative market research to determine :
— What are the drivers of revenue generation, customer acquisition and retention?
— What role does the brand play in impacting these drivers?
— Where brand image can be improved?
— How can improved brand image create additional value?

Drivers of purchase Brand Impact
Location [
Price [N Brand Contribution
Quality [
Brand strength
Packaging I IS SRS
Advertising [ &\4(0 Brand Weaknesses
Distribution [ «Qy. )
| \3% |ldeal” image
Promotions [ \\y
@LEnvironment H
XIIKONGRES
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We use CEBRA to evaluate strategic
fit of the brand and celebrity

Impact of Association on Brand - Partnerships with the most

Image appropriate association tend
R: = 0.5262 to be more effective in
improving brand perception
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Appropriateness of association
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The ‘'matching matrix’ has been designed
to help brands to find the best partner

Duffy vs Gap
Outgoin Qouty The ‘matching matrix’ looks at the

Spontaneous Playful Gap profiles of the partnering brands and

Firm Laid back thelr propertles
- It also allows to identify properties that
Clever Sympathetic will help shape brand’s current profile

» Having assessed desired brand
properties based on the drivers of
purchase and consideration, we would

Thorough Straightforward

Sensible Calm

Reserved be able to assess whether the
Katy Perry vs John Lewis association will
Outgoing . .
CKaty P —
Spontaneous PlayTul ety pery hfelp tp stretch brand in the right
direction,
Firm Laid back . . .
— allow to confirm the desired image,
Clever Sympathetic or
— potentially detract value by stretching
Thorough Straightforward brand image in the undesired
Sensible Calm dlreCtlon

D Reserved
@JEJ E XIIKONGRES

BADACIY RYNKU I OPINII © Millward Brown Optimor 2011



Successful strategies

Udane strategie

il n—
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Wskaznik zaangazowania w reklamach
PKO Banku Polskiego

Egzekucje z najwyzszym

Eazekuci o
wskaznikiem zaangazowania (6+) gzekucje z najwyzszym

wskaznikiem zaangazowania przed

kampanig z Szymonem
Egzekucje z najnizszym

wskaznikiem
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Szymon Majewskl — pracownik
2010 Banku [

0 PKO Bank Wrazliwy na..

Rozsadn ? Zdecydowan
[J S Majewski Wy Y Y

Lubi sie bawié

Rzetelny

Bezposredni ' Wyluzowany

Inteligentny Towarzyski

Spontaniczny Zdystansowany

2011 Spokojny

0 PKO Bank Wraigliwy na..
Rozsadny Zdecydowany

S Majewski ., 5
Lubi sie bawidy

Bezposredni

Inteligentny

ﬁp Spontaniczny Zdystansowany
XIIKONGRES Spokojny
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What personality traits did Jamie
bring to the Sainsbury’s brand?

-

2008 R UBR ALY

B 5ainsburys
Qutgoing _ _
Spontaneous Playful 0 Jamie Oliver
Firm Laid Back
Sympathetic
Clever
Straightforward
Thorough
Sensible Calm . ,
Reserved 4 SalnSbUI‘yS
NG N
W g
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Rekomendacje

* Wiemy jaka strategie ma marka

* Okreslamy w jaki sposéb celebryta moze tej
strategii sie przystuzyc

* Przy uzyciu badan szukamy celebryty
spetniajgcego zatozenia strategiczne

* Przy uzyciu modelu sprawdzamy rzeczywistg
korzys¢ dla marki

il n—
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Matgorzata Potawska _
NPD Manager > MiliwardBrown
Millward Brown SMG/KRC Warszawa

Malgorzata.Polawska@ millwardbrown.com

THANK YOU!

& MillwardBrown Anna Zakharova
Optimor Director

London Millward Brown Optimor

Anna.Zakharova@millwardbrown.com
@Yﬁxomm
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