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Bringing Accountability to Media

The Story Beyond
Impressions & Clicks



Our Data Journey
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The Evolution of Measurability




Our Data Asset

‘l MILLION+

PC Optimum members

2,500

stores across Canada

0/ of Canadians are
BILLION+ 90 O within 10 minutes

transactions annually of a store
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How does it work?

Target Audiences

In-store & Online
Sales Lift




Target Audiences

Grow Through Penetration

Non & Light
Buyers of the

Cereal Brand




Target Audiences

Stay Top of Mind

Excludes Non &
Breakfast Category Light Buyers

2.155,555

Non & Light

Coreal Brand 1,113,937




Target Audiences

Plan for Optimal Reach

Total de-duplicated
addressable audience

Cross-Category » Excludes Category & Brand
3,960,633 Buyers 691,141

Breakfast Excludes Non
Category Buyers & Light Buyers

2,155,555
Non & Light 1,113,937

Buyers of the
Cereal Brand

Source: Flaherty, B 2007, ‘Project Apollo and ad impact: improving returns from media expenditures’, in ESOMAR, Dublin, pp. 444-53



Creative & Channel

Drive Equity & ROI with Multi-Channel

Offline

Offline +
Online

: M
In-Store

Source: Analytic Partners ROl Genome; Analysis based on over 3,200 campaigns from 2012-2017 (graph), Getty Images, Cooler Screens Inc.



€C

Brand building needs to embrace
the data of performance marketing,
and the latter needs to embrace
the guiding principles of brand
narratives, to create a strategy
that meets both objectives.

WARC Rankings, Lessons from Global Effectiveness Rankings, 2019 ’ ,



Blend Brand & Performance Metrics

Brand-building & sales activation work over different timescales

Performance
marketing
Short terms
sales uplifts

Sales

uplift Brand building
over Long-term
base sales growth

€ 4 Time
Short-term effects
dominate - 6 months

Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA (Figure 02)



Objective Agnostic Measurement

Sales Lift, Insights \/ Longitudinal Analysis

& Analyses (12-month study)

Source: Getty Images



Takeaway for Next Breakfast Campaign

$0.19 (+4.471%)

Price Increase Year Over Year

$5.2M (-6.9%)

Decrease in Quantity Sales Year Over Year

\ 4

Low, Medium, High

Declines Seen Across Each Customer Segment

\ 4

Source: Getty Images



Case Study







PC°Organics Annual Plan

PHASE 1 PHASE 2 PHASE 3

1X ROI 1.8X ROI 2X ROI

w | B |




Be Curious, Make Mistakes & Grow

PROXY
METRICS

B New Previous " Typical

Campaign Campaigns Campaign
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If you can’t measure it,
you can’t improve it.

- Peter Drucker
b B,

Source: Jeff McNeil



