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“‘Brand growth largely
depends on securing an
unfair share of mental and
physical availability.”

- Prof. Byron Sharp, 2010




Med en forklaringsgrad pa 91% fandt Les Binet og Peter Field i 2017
en staark sammenhaang mellem daakning og pavirkning

Source: Les Binet & Peter Fields, Media in Focus, Marketing Effectiveness in the Digital Era, 2017 ~qnfidential - Not for Public Consumption or Distribution
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BEGRZANSNINGER HAR £NDRET MARKEDSFORINGEN,
SOM VI KENDTE DEN

Cookie law
(2012)

]

2014

@ Leval restrictions

@ \Mitigating measures

Safe Harbor

2015

Facebook
CAPI & Adv.
Cookie matching
law

L____' i 2019

2020

EU GDPR
guidance T

Google Chrome
Privacy Sandbox

Privacy Shield

Privacy Shield

approved

|

2017
EU GDPR
Implemented

2018

Google

Consent EDPB
Mode Personal data guide
2021

CCPA Google
Enhanced

Conversions

Confidential - Not for Public Consumption or Distribution

Datatilsynet
further req. (DK
example)

Publisher EU Digital
1p ID tests J Services Act

2022 2023

i

Google Chrome /
Android Privacy
Sandbox test

Consent
Mode v2

202

=

DMA
(Digital Markets
Act)



=¥ Til User Perspective



DANSKERNES MEDIEFORBRUG
DIGITALISERES

2023 18‘|’/o | 14% | 5% 28% 9% 7% |
o G ¢« 3804
2021 27% 18% 5% 19% 9% 6%
2020 29% 19% 6% 17% 8% 7% | 11%
2019 30% 20% 6% 15% 10% 6% 10%
2018 33% 21% 5% 6% 11%
2017 33% 22% 6% 6% 11%
2016 37% 23% 5% 10% 6% 5% 10%
| | | |
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Traditionelt TV m Radio m Trykte medier m Streaming m Streaming af radio og musik m Laese nyheder pa nettet m Spil og gaming pa nettet = Sociale medier

Kilde: DR Medieforskning FY23 15-75 &r



OGET DIGITALISERING HAR DREVET
DAGLIGT MEDIEFORBRUG | VEJRET
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Kilde: Index Denmark FY23
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SOCIALE PLATFORME STAR BAG DE STORSTE
FORSKYDNINGER | MEDIEFORBRUGET OG HAR ERSTATTET
FLOW-TV BLANDT DE YNGSTE BRUGERE
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Kilde: Next Generation Social, 2023
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OGET FRAGMENTERING KRZEVER FLERE
ANVENDTE MEDIEKANALER | KOMMUNIKATIONEN,
AFHENGIG AF MALGRUPPE...

Hojere ROI ved anvendelse af flere medier Hajere ROI ved anvendelse af flere medier

2018 2023
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""""" ideelle ideelle :
antal for at antal for at
maksimere ROI maksimere ROI
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oG MED MINDRE OG MINDRE TID FORAN
FORBRUGERNE TIL KOMMUNIKATION AF
ORES BUDSKABER

oooooo

Sekunder brugt per opslag pa SOME

Under 20

Merbrugere scroller op Vi bruger | gennemsnit 1-2
til 2 km dagligt sekunder per opslag

(https://gravityroad.com/how-far-do-you-think-you-scroll-each-day/) Source: Global Facebook internal analysis



OPMZERKSOMHED ER EN
FORUDSZZTNING...

ATTENTION & MEMORY

Extended visual attention (greater number of seconds) is positively and significantly

Days in Memory

related to ad liking and brand memory.
- Bellman, S., et al. 2019

00 10 15 2.0 25 30 35 40 45 50 55 60 65 7.0 7.5 80 85 9.0 95 10.0

(r=.76, p =< .05) Active Attention Seconds

Active Attention Seconds to Days in Memory

ATTENTION & SALES

Visual attention and retail sales are significantly and positively related. Visual attention
can be used to predict average sales that a company may expect for a product
- Rice J. C., et al 2019
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Active Attention Seconds (r=.82, p=<.001)

Attention Duration Correlates with Sales Uplift
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LAESERTALSUDVIKLING DAGBLADE

(REGIONALE + LANDSDZZEKKENDE)
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Kilde: Index Danmark / Gallup Heldrs leesertal Confidential - Not for Public Consumption or Distribution



DET KOMMERCIELLE TV-FORBRUG FALDER
KRAFTIGT | 2025
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Kilde: Nielsen, 2022-2024 i A30-60
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Kilde: Nielsen, 2022-2024

Reklamelageret svinder hurtigere ind i de yngre
malgrupper
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Confidential - Not for Public Consumption or Distribution
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FALDET | DEN KOMMERCIELLE TV-SENINGEN FINDER
PRIMZERT STED HOS DE 30-59

A50-59 A60+

-16% -1,7%

1t44m 3t1lm

Confidential - Not for Public Consumption or Distribution



SPECIELT EFTER KALIBRERINGEN

Kilde: Nielsen, 2024 H1 23 vs H1 24

Confidential - Not for Public Consumption or Distribution



DE 15 STORSTE PUBLISHERS ER FALDET | ANTAL
BESOGENDE FRA 1H 2023 TIL 1H 2024

Gnms fald
Gennemsnitlig besgg per maned i millioner (000.000) &
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Kilde: Similarweb Confidential - Not for Public Consumption or Distribution 25



3.500.000

3.000.000

2.500.000

2.000.000

1.500.000

1.000.000

500.000

DET STORE LERRED MANGLER STORE

FILM

Est. fald i billetsalg fra 10,1m billetter i 23 til 9,6m i 2024.
Forventningen er at na 2023 niveau i 2025

Q1 Q2 Q3

m2022 m2023 m2024

Mufasa: Lgvernes konge

Gladiator 2

Mgrkeland

Den greenselgse

Rom

Kung Fu Panda 4

Grusomme mig 4

Joker 2

Dune 2

Deadpool & Wolverine

Q4 Inderst Inde 2

Confidential - Not for Public Consumption or Distribution

De bedst seelgende film 2024

o

100.000

200.000

300.000  400.000

500.000

600.000

700.000

26



VEKSTEN
VIL GA TIL
JAVA
SOCIAL,
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AUDIO




Daglig brug af Facebook
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TIKTOK BIDER FRA SIG
MEN META ER STADIG LYSAR FORAN

Confidential - Not for Public Consumption or Distribution

SnapChat har det sveert, mens TikTok
er kommet sig over sidste ars
negative PR og veekster eksplosivt |
markedet. Men de er begge stadig
svwmileskridt efter META






VI STREAMER MERE OG MERE...
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YouTube TV 2 Play DRTV Netflix Viaplay Disney+ HBO Max Discovery+  Prime Video Pluto TV

2022 m2023

Kilde: DR Medieforskning 2023



Is this content suitable for my brand?

Inventory Modes

for things

Content Types

livestream or embedded v

Excluded Themes

specific themes
Keywords

lude e a title or description containing any o

Placements

hannels or videos

Control Tool Description
! o tha bar an what
Inwantory Modes s suitabla for mast bramds, while aliowing you ta choose a
level of switabdity that is right for your brand,
Dlgital Content
Digital coctent latiels claysify videos inka ratin
[Dopracating Sept 2024) llke G, PG, CSF.and T.
h’“":::m sheming up on content cansidered sen

GOM. except Video campaigns

[ PR ETE PP Thass controls sllow yen to opt-out of placements an live
stream and embedded videos.

n opt-gut of terma, channels or vides 10% 1o your ads
won't appear whan 3 user searches or the term matches the
widea' title ar description.

Kayward & Placements

YOUTUBE - VILKAR OG
MULIGHEDER FOR GRANULZER
BRAND SAFETY STYRING

ZNDRER SIG...

Recommended
Best Practico

Standard Inventory Mode Standard Mode

‘Mot Yet Labeled opted gut  Escludie Cankant not yet labalied

by default and "CSF* [ required)

e wiafor videa

Nn::::;:l:... Hone recommended

Hone epted out Exchude thomes thak are sensitive to your
by defaule brand

Only s bo axclude ey that are
incongruent with your brand & not covered
by othir contrals.

Mane spted aut
by defaule
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Growth %

m03 2024 Acc. 2024

25
20

15

£
5 10
&
13.7 B 12.9
5
0
-5 :
Total out-of-home Digital out-of-home Static out-of-home
03 2024 MDKEK 166 58 98
Ack. 2024 MDKK 487

170 317

G

Growth in percent relative corresponding period last year. Turnover in million DKK, current pricas. Accumulated figures for the previous full calendar year.
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KOMMERCIELT RADIO FORBRUG ER FALDET 4,5 %
YTD, SVARENDE TIL KNAP 1,5 MINUTTER
UGENTLIGT
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Kilde: Kantar-Gallup, 2024 — Bauer + Dansk Radio Reklame 22-24 — A30-60

Confidential - Not for Public Consumption or Distribution



FALDET | DEN KOMMERCIELLE LYTNING SKER
HOVEDSAGELIGT BLANDT DE 30-59 ARIGE

A50-59 A60+
-2,8% -1,3%
37 m 14 m

Confidential - Not for Public Consumption or Distribution






RADIO GENERERER SIGNIFIKANT
MERDZEKNING

10NSMIX

Antal TRP o

eltdaskni Merdakning

Det ovenstdende plot viser den estimerede daekning for dem som kun er ekspor ] bbeltdaekning) samt dem som kun er eksponeret pd r rdaekning)
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Gallup
Radio-meter

PRIMAR DATA

Audience
Report

SUPPORT DATA

Digital audio
AdsWizz

PRIMAR DATA

IndexDanmarK/
Gallup

SUPPORT DATA

DATAKILDER & METODE

Radio deekningsmodel

« Bygget pd Gallup Radio-meter data fra over 150 reelle
afviklede kampagner

+ Medtager scesonvariation og valg af netvoerk

Digital Audio daekningsmodel
« Baseret pd data fra AdsWizz, Europas farende tech platform
for digital audio

Dobbeltdcekning beregnes ved Sainsburymetoden
« Mulighed for yderligere proecision via geografiske forskelle nér
AdsWizz data tillader

Explore » Connect » Measure » Build

43




Bauer Radio & Digital Audio Planning Simulator

Radio Kampagne

Kampagne start- og slutdato:

2024-10-14 - 2024-11-03

Inkluderer DDR

Daekning

Universsterrelse: 2.362.788

Daskning (%)

450

Budget:

DKK 357.840

Dobbeltdaskning

Digital Audio Kampagne

Kampagne start- og slutdato:

2024-10-14 - 2024-11-03

Inkluderer andet medie

Eksponeringer:

1500000

Budget:

DKK 90.000

Malgruppe

Ken:
Mand

Kvinde

(@) Person

Negletal

Pris pr. dasknings%

Marginal pris pr.
daeknings%

Eksponeringer bred
Eksponeringer malgruppe  10.632.546

Unikke eksponeringer 1.225939
mélgruppe

CPM i malgruppen

Digital Audio
6.142

18.484

1.500.000
1.167.000

346.223




Bauer Radio & Digital Audio Planning Simulator

Radio Kampagne Digital Audio Kampagne Malgruppe

Kampagne start- og slutdato: ; Kampagne start- og slutdato: Eksponeringer: Ken:
Mand

2024-10-21 - 2024-10-27 150 2024-10-21 - 2024-10-27 500000 Kvinde

(@) Persan
Inkluderer DDR Budget: Inkluderer andet medie Budget:

).

DKK 95.400 . DKK 30.000

Deekning Negletal

Universsterrelse: 2.362.788
50 Pris pr. daeknings%

Marginal pris pr
deeknings%

Eksponeringer bred
Eksponeringer malgruppe  3.544.182

Unikke eksponeringer 818548
malgruppe

Daskning (%)

CPM i malgruppen

Dobbaltdakaing

Digital Audio
3.420

6.161

500.000
389.000

207.257




RESULTATERNE TALER SIT TYDELIGE
SPROG

Radio genererer Digital Audio

Sammen

signifikant genererer forsteerker radio &
merdaekning til tv i overraskende hgj audio mereffekten
de yngre merdaekning til alm.

fra tv signifikant

segmenter radio




TAK FOR | DAG

CLAES.BRAAGAARD@OMNICOMMEDIAGROUP.COM
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