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JUnderstand People
nspire Growth
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Europe

Belgium

Czech Republic

Denmark
Estonia
Finland
France
Germany
Greece
Hungary
Ireland
Italy
Latvia
Lithuania
Netherlands
Norway
Poland
Portugal
Romania
Russia
Slovakia
Spain
Sweden
Switzerland
Turkey
Ukraine

United Kingdom

Americas

Argentina
Bolivia
Brazil
Canada
Chile
Colombia
Costa Rica
Ecuador

El Salvador
Guatemala
Honduras
Mexico
Nicaragua
Panama
Peru

United States
Uruguay

Africa and
Middle East

Egypt
Ghana

Israel
Kazakhstan
Kenya
Kuwait
Lebanon
Morocco
Mauritius
Nigeria
Pakistan
Saudi Arabia
Senegal
South Africa
United Arab Emirates

Asia
Pacific

Australia
Bangladesh
Cambodia
China
Hong Kong
India
Indonesia
NETE]!
Korea
Malaysia
Myanmar
New Zealand
Philippines
Singapore
Sri Lanka
Taiwan
Thailand
Vietnam
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Kantar Business solution
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Creative

Media
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Experience
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Kantar domains

Brand
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Ka nta r d O m a I n S Consumer-brand relationship model Psychological model Segments

Brand ==y
£
\

Solutions \m

Brand Image

Extroverted

Affiliative Individualistic

Why Kantar Korea

Brand Pulse (aiways on)
L A = Social and Search (On going)
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Kantar domains

'Innovation
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Kantar domains

Innovation

Solutions

Why Kantar Korea
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Changing the status quo
Integrating needs and perceptions to uncover tensions

Ideal
and the key to chal

by ex market delivery equate to market tension, the foundation of opportunity
g the status m.n

GReTLOW Impacs
Choosing for driving Healthier Choice

24 16%
Impress & Socialize )
20% 5
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Kantar domains

Customer
EXxperience
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Kantar domains

Commerce
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Kantar domains

Commerce

Solutions

Why Kantar Korea
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Relative importance of shopper currencies in Korea
FMCG summary
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Kantar domains

Viedia
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Kantar domains (RS K2/ MPSA]

Campaign Impact 7101 %]

YouTube

Campaign ‘ ™
5.1 Impact Other Social 20%

| |
" 59 Other digital
8.3 Indirect Cinema {58 Desktop
* Impact 16%
Facebaok
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Accumulated Brand Status PR

Why Kantar Korea
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Kantar domains

Creative
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Kantar domains

Creative

Solutions

Why Kantar Korea
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Kantar domains

Digital & Advanced Analytics
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Kantar domains

- Monitor
A | t business
nalytics
y . B2 7| Q50| HXBI T Qs 17 TR OEIS
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Activat Embed 2 O = L OlO [e]=1%=2
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oo | e HSE0[2f 0 =7l 7| o] 1 ol BB 725 |2

Z+EFC| Analytics &
OFA| S X0l & 1200000
9)\% x|_-I_E_ol_I E—:’l Ol 1000000

HAIZ Hof sl :

600000

Incremental sales

400000

200000 Base Sales (Brand Stock)

0
=40[ 7-sBfLCY.

HIGH PERFORMANCE HIGH PERFORMANCE
LOW DEMAND HIGH DEMAND

C|X|®(D) ROl M AlRel B E l (xS 25t
0l Z310] 7| 0| A 7|$| 2 2-2S=, Digital data
analylicsZ S35l W& 22 M EBCE Y|
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Qualitative
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Why Kantar Korea
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Marketplace

Get the insights you need to build
your brand at the speed your
business demands.
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IKANTAR MARKETPLACE

Ad testing and
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Innovation and
product development

Media planning Brand
and effectiveness insights
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ZtE} Marketplace2| XAHEA

Industry-leading Best-in-class Unmatched
analytics - methodology ~ survey sample
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Global . Deep brand-building ~ Flexible

footprint . expertise . service model
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Media Reactions

Creative

|

Effectiveness
Awards |

Media trends &
Predictions
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ICANTAR

Contact us

| 10, SIMPAC Bldg., 52, Gukjegeumyung-ro, Yeongdeungpo-gu, Seoul 07330, Korea
| Tel : 02-3779-4300

| Fax : 02-782-5533

| website : www.kantar.co.kr/index.php



