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Managing Director Isobar Germany / leading the group‘s digital
activities & innovations

Member of the German & CE Board

FOMA (German Digital Agency Union) spokesman
17 years experience in agencies (traditional/digital)
Digital native — starting with digital in 1997

Degree in communications
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A Brief introduction into Aegis Media
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Global organisation — Aegis Group plc
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Aegis Media Group Germany — integrated specialists

Carat Wiesbaden
Carat Hamburg
Carat Diisseldorf

Carat Berlin
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Aegis Media - International Organisation

9.800 Employees

EMEA
Algiers
Almaty
Amman
Amsterdam
Athens
Arhus
Bahrain
Barcelona
Beirut
Belgrade
Berlin
Bilbao
Bologna
Bratislava
Brussels

132 Cities

82 Countries

Bucharest
Budapest
Cairo

Cape Town
Casa Blanca
Copenhagen
Damascus
Doha

Dubai

Dublin
Dusseldorf
Edinburgh
Florence
Frankfurt
Glasgow
Gothenburg

Hamburg
Helsinki
Istanbul
Jeddah
Kiev
Kuwait City
Lagos
Lausanne
Lille

Lisbon
Ljubljana
London
Madrid
Malmo
Manchester
Marseille

In some markets Aegis Media is represented by strategic alliances
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Milan
Minsk
Moscow
Munich
Muscat
Odense
Oslo
Paris
Porto
Prague
Riga
Riyadh
Rome
Sarajevo
Skopje
Sofia

isobar

Stockholm
Talinn
Tampere
Tel Aviv
Tirana
Trondheim
Tunis
Turin
Valencia
Vienna
Vilnius
Warsaw
Wiesbaden
Zagreb
Zurich
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Americas
Atlanta
Boston
Chicago
Dallas

Los Angeles
Memphis
Montreal
New York
San Francisco
Toronto
Wilton

Asuncion
Bogata

Buenos Aires
Brasilia
Caracas
Guatemala City
Lima

Mexico City
Montevideo
Panama City
Rio de Janiero
San Juan

San Salvador
Santiago

Santo Domingo
Sao Paulo
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Asia Pacific
Auckland
Bangalore
Bangkok
Beijing
Chengdu
Christchurch
Delhi
Dalian
Fuzhou
Guangzhou
Hanoi

Hong Kong
Jakarta
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Kuala Lumpur
Manila
Melbourne
Mumbai
Osaka
Pune
Seoul
Shanghai
Singapore
Sydney
Taipei
Tokyo
Wellington
Wuhan



Our global clients
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daily reach

IHHH =1

2003 2004 2005 2006 2007 2008 1009 2010

6 2007 2008 | 2009 | 2010

Gesamt 14-64 Jahre

Adults 14—
64

14 - 29 Jahre ‘

Adults 14—

hweiten Online: ACTA 2003-2010
hweiten TV: GFK, 2003 - 2010, 2010 nur
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lences change their media usage

TZ — net reach - Adults
62.9

70
60
50
40

58.5

edien 11 (2004 2008, 2010), TZ
2004 2008 e Tages- und

ungen +
76 ngen + regionale Tageszeitungen und
onen ohne Uberschneidungen)

TV — net viewer - Adults 14-29

100 94.6 95.0 91 /

o T

90 §i
80 3.4 %

| ] -

70
Quelle : AGF/GfK Fernsehforschung; pc#tv-

aktuell; Fernsehp.(D)/Alle Ebenen/BRD
gesamt; TV Gesamt 3-3 Uhr, kum. Seher in
%, durchschn. Monat (60Sek. konsekutiv)

2004 2008 2010

Digital - Net reach - Adults 14-29
70 65.0

60

50 43.9
40 ; +20,5%
30 —

2004 2008

T Quelle : Acta, letzte Nutzung des Internets
gestern
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P Iarget A-udlence
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A day in a life of a...Technology Leader (Mon-Fri)

Online

Social
Media
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Tech. Stylists

From awareness to a change in behaviour

o PRl hone svets T "' s TECH STYLISTS (n=741, Pot 3,37 Mio)
i drect masls/leters "T
D:R:::‘n;:?“’ 20k e dions Age: 17-34 years old adults
o/ leasire ok shopping wal Agree with the at least 4 of the following:
an-ling video coms. Billeoard
washrooms leaflets «| like other people to approve of the brands that | buy
mowing on-ine ads cinema-foyer  «| don't mind paying for quality
sports stadium I ‘ magazine  «] spend quite a lot of money on clothes for myself
radic DJ - —4 newspaper  «| |ove to buy new gadgets and appliances
el - 4 oyatycarés o buy the newest fashion brands & styles available
press promotions ] PR My personal appearance says a lot about the person | am
airport posters at supermarket
postcards product placement
large video screen B Awareness
search -n:::mm = Attitudes
pub/bariciul frain station .
poster on High %’k‘i?%m — 7 event wﬂﬂamow B Purchase Intention

teshimanial

Target Group: Tech Stylists
CCS 200910
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Every channel has its particular awareness and influencing strengths

regarding product and brand perception

@ radio-DJ

—

¢ taxi
postcards

gym”elngesggr?;gfwﬁearch engine:

TV program sponsoring

event marketing 30 train stations 0 newspaper

shopping mall @

Influence on attitude towards 1,4,

(7p) € adinonline games sponsored links
©
% # online video coms @ bus shelter
E - L 4 emgls&éﬂrggmgletters) O:tgfgﬂn;?;i:as?reet ® loyalty cards
cultural sponsorin

direct mails/letters g’ € movinge ”ﬁg%lagponsd)n ﬂwp window
© us b'OgS forums coupons
C @ mobile phone adverts @ pub/b@riclub & recommend@tions
® &ess promotions ® bhillboard

: rint sponsorshi

n ¢ internetbanners ¢ 2 2o p’ large video screens
.'G music sponsoring .productplacement 'agﬂ%? ¢
g sters at supermarﬁet free samples
o
o

cinega-screen

® TV

word of mouth ¢

low
<

) Awareness >

low high
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Every channel has its particular awareness and influencing strengths
regarding the purchase intention

O
(@)) ¢ radio-DJ

e & taxi

search engine]
sponsoredlinks

€ emails (e.g. newsletters)
airport @ testimonials # loyalty cards

*
¢ gym/leigureclub
sports stadium

. postcardgub;’ban‘club
€ adin online games . washroomg press promotions @ event marketing @ coupons
¢ cultural sponson’%
@ direct mails/letters #®US sport sponsorlng_w oaramm Sbonsor newspaper
# mobile phone adverts @ online vid o B5Haet Panners logs. frums P 'g posters at supermarket
i "G M na-foyer
usic sponsoring 10y
shopping mall

oster on High Street 4 .
P prlnt%ponsorshm & ¢ radio ® leaflets

@ bhus shelter ® FR . "
recommen aéOI}moﬁth

Influence on
Purchase Intention

¢ moving online ads @ large video screens 4 re¥samples
shop window
@ prodyct placement
# train stations Lfnlboard
TV
; v cinena-screen
)

. Awareness —
low high
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T Impact/Purchase Intention Col
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Interrelation of Awareness and Purchase Intention

Capability of Impact
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n<

(v Ja)

<Z

20

iProspect.

isobar

22108

11

A\

a\ Carat

Posterscope



Brand Equity — on crucial success factor
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Questions?
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Thank You!

Christian Zimmer
Isobar Germany

christian.zimmer@isobar.com
Tel.: +49 611 9788 734
Mob.: +49 172 280 16 97
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