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One of the major inhibitors to the OC

advertising industry is the lack of tools
measure audience and campaign
effectiveness compared with other typ
advertising.
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The increases in population and constant changes i
dynamics of environments, increased fragmentation (
radio and even print, suggest that the oldest form ¢
advertising, the O0billbo
is still the most cedfective and impactful medium to
reach the mass or the new niche markets.
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How GeoPoll
measures

TV & RADIO
audiences In

Africa
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Overnight media data, 365
days a year

SMS/App surveys capture
individual behavior

4 hour recall is most
accurate in the market How GeOP_O” me_asure
TV & Radio Audiences

Media planning and In Africa.
evaluation tools increase
ROI
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KGMM AVAILABILITY

One consistent methodo&mygss all countries
Currentlyve in:

C Cameroon C/208 RQL®2ANZ "
¢ Mozambique ¢ Tanzania
¢ DRC C Kenya
¢ Nigeria C Uganda
C Ghana C Ethiopia B Live KGMM market
Future KGMM market
C Rwanda C Liberia
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METHODOLOGY DETAILS

A 4 hour recall period provides the most accurate, most cost efficient way to measure media daily.
Minimum 500 completes each blegk]atks each covering 4 hours each day
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?A( Time Survey Conducted
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KGMNPRODUCTS

KGMM offers the following products, all available 24/7 via an online dashboard:
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Online Ratings Book

A Audience size
A Ratings
A Channel share

A Currently available for TV &
Radio, and Print.
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Media Planning Suite PostCampaign Evaluation Product
A Plan future ad spend based on ratings A Evaluate prior ad spend based on actu
data performance
A Automatically find 4@ged slots A See which time slots worked best for yc

A Export plans to Excel for easy buying campaign
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TV CAMPAIGN EXAMPLE

A Targets
Men 35+, LSM1Rlairobi

A Campaig@riteria
Maximize reach with optimized TV spots,
budget AASHL million

84 GRPfor Target Market

Period1 month

Male Impact21,303,692
Reach %8%

Total GRPs: 84 GRPs
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TV CAMPAIGN EXAMFUHDNWID /J [~ Ny

A Targets
Men 35+, LSM1Rlational

A Campaig@riteria
Maximize reach with optimized TV spots,
budget AASHL million

74 GRPfar Target Market

Period1 month

Male Impactd448,570
Reach %8%

Total GRPs: 74 GRPs
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Cost per GRP:

- ~

Nairobi: KSH 11,226/
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Measuring the ROI ofdrcampaign « 2

terms of thmpact on consumer
perceptions abehavior.
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Campaign tracking survey conducted by GeoPoll in
Nigeria

Weekly matched samples of Nigerians who were the
primary category purchasers for their household

TV campaign tracked was for a for a categending
FMCG brand

Tracked metrics such as overall advertising awareness,
specific campaign awareness, recent usage and frequent
usage

Week 1 and Week 12 data compared here
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ALTHOUGH ADVERTISING AWARENESS FOR THE BRAND WAS ALREADY VERY
CAMPAIGN STILL DROVE A SIGNIFICANT INCREASE IN CAMPAIGN RECALL

95%
87%

55%
I >

Week 1 Week 12

56%

B Seen Advertising for Brand X m Seen Brand X Campaign recently m Seen Specific Campaign

%pamro //\"C_.P—._'T'm—:‘\\(\ rfTG eo POI I




THE CAMPAIGN DID NOT SIGNIFICANTLY SHIFT BRAND USAGE METRICS, HOW

49%

47%

46%

44%

Week 1 Week 12
m Used Brand X Recently m Use Brand X Frequently
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OOH MEDIA ROI IS BECOMING MEASURABLE

New methodologies and technologies allow us to calculate
audience metrics for OOH channels:

A Impacts
A Audiences
A Reach
A Frequency
ADwt Qa

For the first time, a common currency is available allowing
advertisers to compare OOH with other channels on a like for
like basis
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QUICK RECAP ON
HOW

OOH MEDIA
MEASUREMENT
WORKS.
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