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Agenda

10.00am Welcome - Ellen Lai, Industry Marketing and Partnerships, EMEA, Pinterest @PinterestUK
10.05am Presentation - lan Gibbs, Director of Insight and Planning, DMA @DMA_UK

10.15am Presentation - Andrew Tindall, Global Partnership Director, System1 @System1Research
10.25am Presentation - Antoine Le Noétre, Head of Measurement EMEA, Pinterest @PinterestUK

10.35am Panel Discussion - lan Gibbs, Director of Insight, DMA @DMA_ UK, Emma de la Fosse, Chief Creative Officer,
Edelman @EdelmanUK, Antoine Le Nétre, Head of Measurement EMEA, Pinterest
@PinterestUK, Andrew Tindall, Global Partnership Director, System1 @System1Research

10.55am Closing comments - lan Gibbs, Director of Insight and Planning, DMA @DMA_UK
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The CMO’s challenge
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SORRY TO INTERRUPT,
New CMO. .. YESTERDAY'S SALES
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/ Consumers are becoming more price savvy

Attitudes towards price and deals (% Agree NET)

When making an important
purchase decision | tend to
78% 81% spend time comparing prices

\ 67% 670//

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



/ Discounts and offers play a big part in this

Attitudes towards price and deals (% Agree NET)

When making an important
purchase decision | tend to
78% 81% spend time comparing prices

\ 67% 67%/

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



, But at the same time we are creating more price
' sensitive consumers

Attitudes towards price and deals (% Agree NET)

When making an important
purchase decision | tend to

78% 81% spend time comparing prices
\ 67% 67%/
48%
40% , 40% If a brand/shop/site | like
36% stopped offering deals |

would stop buying from them

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



/ As a results brand loyalty is declining

% agree “l feel | am less loyal to brands and companies now than a year ago”

61%

34%

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



, Why weaning ourselves off short term price
' promotions is so important

Economic shock
(e.g. High inflation/recession)

Competitor Lowers Prices/
Introduces New Promotions
( Consumer demand reduces

Vicious Price
Sensitivity Cycle

Increased price sensitivity,
loyalty declines

Demand stimulated
through price promotions




/ Do you have a cost-of-living crisis exit strategy?

Consumer demand maintained

Economic shock
(e.g. High inflation/recession)

Competitor Lowers Prices/
Introduces New Promotions

Consumer demand reduces

Price Promotion
Exit Strategy

Demand stimulated
through price promotions

Focus on brand building
and customer experience
also maintained




/ Good measurement is essential
to proving marketing
effectiveness in the boardroom
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/" Four groups of effectiveness metrics

Business Effects Direct Response Campaign Effects

Effects
Profit Reach

Sales Conversions Frequency
Market share Leads Impressions
Penetration Acquisitions Clicks
Loyalty Bookings Social Engagements
Price Sensitivty Footfall

The language of The language of the The language of
the boardroom marketing department campaign planning



How marketers were measuring in 2021
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/A similar picture in 2022
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., Marketing effectiveness is below pre-
/ .
pandemic levels

Average Number of Effects Per Campaign

3.1
27 57 2.8
I I I 2.4 |

2017 2018 2019 2020 2021 2022
Source: DMA Effectiveness Databank 2023
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. A performance marketing crisis within a
" cost-of-living crisis

Average Number of Effects by Campaign

3.0
25 m 2020 = 2021 m 2022
2.0
1.5
1.0

Response effects Brand effects Business effects

0.0

Source: DMA Effectiveness Databank 2023



/" Increasing focus on brand building

Campaign objective profile
(% of campaigns)

100%
90%
80%
70%
60%
50%
40% 29%
30%

20%
10% 24% 25% 23%
0%

2017 2018 2019 2020 2021 2022
m Both mBrand mResponse




Improvement in brand effects is not just down
/to a greater focus on brand objectives. Brand
campaigns are getting more effective

Number of brand effects by objective

1.5
1.1
1.0
I : I

Brand Objective Dual Brand and Response Objective
W 2021 m2022




., Marketers should harness the power of creativity
" to arrest the overall decline in effectiveness

Effectiveness of high scoring vs low scoring creativity campaigns

+17%

Average Number of Effects per Campaign

B Bottom Creativity Quartile M Top Creativity Quartile

Source: DMA Intelligent Marketing Databank 2023



/ Data, technology and creativity
are essential in plotting a path
towards your cost-of-living crisis
exit strategy and proving
marketing effectiveness in the

boardroom D h /‘
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All for the price of a fancier priced car.




It makes your house

look bigger.




It makes your house
look bigger.
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It makes your house look bigger.
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The two schools of advertising

The sale
Product-centric

Interesting to those in narrow buying
market

‘Reason why’
Seeks to drive immediate action

Believes audience is ready to be ‘sold’ —
a clear message is needed

Favours repetition
Presents a product claim, grasps at a sale
Promotes a clear course of action — makes it easy

Adopts a direct, literal, factual, unilateral,
‘scientific’ approach

Promotes a unique selling proposition
‘Salesmanship in print’

Short-termist: ‘Sales now, now, now'

The customer
Human-centric
Interesting to everyone in broad target
‘Keeps brand before the public’
Puts brand in memory, to be favoured over all others

Believes audience’s intelligence should be respected — that they
will join the dots

Favours novelty and entertainment
Creates a holistic favourable impression, builds trust

Leads audience to draw its own conclusions —
makes it memorable

Works through an emotional appeal: character, atmosphere,
metaphor, humour, music

Projects a unique personality
‘General advertising’

Lasting: ‘Present and future earnings’







Blroad-beqm

Narrow
Goal-orientated
Abstraction (parts)
Categorises
Explicit
Cause and effect
Repeatability
Literal, factual
Self-absorbed and dogmatic
Language, signs and symbols
Rhythm

Broad
Vigilant
Context (whole)
Empathises
Implicit
Connections and relationships
Novelty
Metaphorical
Self-aware and questioning
Time, space and depth

Music

Narrow-beam

S Steml Features of advertising that might be said to be associated with the attentional preferences of the left and right hemispheres of the brain.
y From The Master and His Emissary by lain McGilchrist. See Lemon and Look out (IPA, 2019, 2021) for Further details.



Right Brain Creative

Is tied to attention, market share & profit gain

Systemi
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Right Brain Advertising Features

A clear sense of place

One scene unfolding with progression
Characters with agency (voice, movement,
expression)

Implicit, unspoken communication (knowing
glances)

Dialogue

Distinctive accents

Play on words or subversion of language
Set in the past (costumes & sets)
Reference to other cultural works (pastiche/parody)

Music with melody @
Pinterest



Left Brain Creative

Helps direct effects for those in ‘buying mode

Left Brain Advertising Features

Flatness

Abstracted product, feature, ingredient
Abstracted body part (e.g. hands, mouth)
Words obtrude during the ad

Voiceover

Monologue (e.g. testimonial)

Adjectives used as nouns

Freeze-frame effect

Audio repetition (metered prose, sound effects)
Highly rhythmic soundtrack

Systemi
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Star Rating

Relates to long-lasting market share effects

core human emotions business effects

1.70
8

Contempt  Disgust Anger

8
8

o 00000

© 6

Sadness Neutral Happiness Surprise

Systemi

We capture Paul Ekman’s E Emotions weighted for

Emotion-into-action score
delivers star rating

< LONG-TERM GROWTH >
None Modest Strong Exceptional
0% 0.5% 1% 2% 3%
‘ SHARE GAINS >

Projected share gains assume Excess Share of Voice
(ESQV) of 10%, and average quality of competitor
advertising

(@) Pinterest



Spike Rating

Relates to short-term business effects

We capture the level of
emotional intensity

Emotions x 7

X

Emotional Intensity

OO

Systemi

E Measure Brand
Fluency from % recall

% of people who correctly recall
the brand, and how quickly

Resulting Spike Prediction of
short-term activation

Exceptional
Index above 1.32

Strong
Index up to 1.32

Index up to 1.19

Modest
Index up to 1.10

Low
Index below 1.0

(Reieleles

(@) Pinterest



Systemi

TV Advertising

Total no. of ‘left brain’ features in ad / Correlation significant at 95%
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Total no. of ‘right brain’ features in ad / Correlation significant at 99.9%
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Star rating emotional SOV amplifier
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Total no. of ‘right brain’ features in ad / Correlation significant at 5%
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TVision Creative Attention Score

See Look out, by Orlando Wood, IPA 2021, for further details. An audit of 195 US TV ads airing Spring/Summer 2020



We see the same pattern with online video ads

Total no. of ‘left brain’ features in ad / Correlation significant at 95%  Total no. of ‘right brain’ features in ad / Correlation significant at 95%
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Star rating emotional SOV amplifier

Total no. of ‘left brain’ features in ad Total no. of ‘right brain’ features in ad / Correlation significant at 90%
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% viewing past 5 seconds (among viewable) % viewing past 5 seconds (among viewable)

= Sample of 30 YouTube ads tested for emotional response by System1 and attention by Lumen, selected from a representative set of
SySteml I—IJI I—I-I YouTube ads from Nielsen for their high number of right- or left-brain features.



We see the same pattern with radio ads

Total no. of ‘left-brain’ features in ad Total no. of ‘right-brain’ features in ad
correlation significant at 99% correlation significant at 99%
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Star rating Star rating
emotional SOV amplifier emotional SOV amplifier

L]
Listen
SYSteml Base: 127 radio ads. For more details see Listen Up! by System1 and the Radiocentre.



Right-Brain Audio Creative Features Are More
Associated with Memory and Emotion

Associated With
Greater Emotion

0.9

0.4

Abstract Product Feature @

Associated With
Greater Memory

Associated With Less 0.2
Memory

Ad Recall Average Uplift, Per 100 GRPs

0
-3.0% -2.0% -1.0% 0.0% 1.0% 2.0% 3.0%
Strong Product Focus @
-0.2
@ Flatness Highly Rhythmic Music @

Audio Repetition
udi petiti -0_’

Commanded Action @
Comparisons & Claims @

Left-Brain Feature
Technical Language @ 06

Data & Figures @ Unilateral Communication @

Associated With Less o
Emotion

Up! Systeml II! radiocentre Source: System1 & Radiocentre 55 campaigns. Weighted with total campaign media weight (per 100 GRPs). Average uplift if feature is present.

Star Rating Average Uplift

The voice of commercial radio



Right-brained campaigns more likely to create trust and
establish mental availability

% Achieving very large
effects on each measure

80
56
11
Trust Fame/buzz Trust Fame/buzz

Left-brain skewed Right-brain
(top 20%) skewed (top 20%)

S t I See Look out, by Orlando Wood, IPA 2021, for further details. Left, showing how right-brain campaigns are more likely to achieve fame and buzz effects; Right,
yS cm showing how right-brain campaigns are more likely to achieve very large trust effects (analysis drawn from 43 IPA Campaigns/137 ads)



Direct Effects

11
Top 20% Top 20%
left-brain right-brain

% Achieving direct effects

Systeml See Look out, by Orlando Wood, IPA 2021, for further details

Future Earnings

Top 20% Top 20%
left-brain right-brain

Average no. of very large business effects
achieved
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PERCENT SALES CONTRIBUTION BY ADVERTISING ELEMENT

Creative is the #1

4T

effectiveness




D,

Prominent Branding
IS d N eceSS|ty Impact of a clear branding on ad recall

12

11.3

URELCH\ETTE

S 0
ﬂ Less than half of At least half of
ON

creatives creatives
(n=14) (n=18)

Source : EMEA Creative Meta Analysis on 42 Brand Lift studies measured by Kantar in DE, FR, UK, ES )



Creative
Diversification
Matters

Creative diversification is key to driving Pin
awareness in an optimal way

Keep Pinners interested with various creative

executions. Use a consistent
theme/characters/style to aid ad association.

Source : EMEA Creative Meta Analysis on 42 Brand Lift studies measured by Kantar in DE, FR, UK, ES (2018-2019)

Creative
Diversity

Impact on the lift of Ad Recall

12,0
/ I > 11,7
x3,7
0,0
Less than 5 5to 10 11 to 15
distinct distinct distinct
creatives (n=9)  creatives (n=18) creatives (n=9)



Which approach drives better results for CPGs on Pinterest ?

Product Centric Ads People Centric Ads

The product is the centerpiece of the creativity, playing a hero role. Clear

packaging showed Customers are in the center of the creativity, they are using the product and

showcasing the moments and moods the usage or consumption evokes.

Call out to product USP, benefits, characteristics, price, product description.
In half of the ad (video or static) the product is the hero and has a prominent
protagonist even if it’s part of an experience or people are part of it.

Create aspirational feelings on the audience making them believe that it will
improve the quality of living.

VS

45%

of ads analysed of ads analysed

Source: Pinterest internal data, EMEA CPG, Q3 2020-Q1 2022. RElleluiiESaile [NV ele]alile[IpiiE]]



Result: people centric ads do a
better job at changing driving
Action Intent and Favorability

+73%  1.5X%

Brand Favorability Action Intent
lift lift

Experience our new
colours

... but product-centric ads are slightly
& @ Save better at driving ad recall

Source: Pinterest internal data, EMEA CPG, Q3 2020-Q1 2022. Brand Lift studies results. Confidential



Success Story

Carnation Condensed
Milk drives sales with
recipe inspiration

Total sales uplift : New to Brand Spend:

+9% +62%

“People are on Pinterest seeking out inspiration and tips on
how to bake sweet treats and easy family desserts. We
knew it was the perfect platform to reach our target
audience - those searching for baking inspiration - and are
thrilled with our campaign results.”

Daniela Campanaro, Brand Manager, Nestle UK

Source: Liveramp sales lift study, Pinterest & Nestle 2022




System 1 Star Rating
If System 1 Star rating is above

dverage, we see a ...

+20%

higher lift in Ad-recall

Predicts long-term 6
performance. X

This is created from how

higher lift in Action Intent

positive the emotions are
from watching the ad.



Product-oriented ads

have the potential to drive as much intent as
people-oriented ads
when they trigger a positive emotional response

Emotional intensity
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Note: Pinterest internal data, EMEA CPG, Q3 2020-Q1 2022. Brand Lift studies results. System 1 analysis on same creatives
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