Online advertising campaigns effectiveness
Portal Yandex.Music
August 2011

Prepared for

Yandex

nielsen

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.




Content Yandex

Details of Advertising Campaigns
Research Methodology

Results: influence of advertising
on the key brand indicators

Portal Yandex.Music:
visitors, the frequency of visits

Main summary

[ ]
nielsen ooy pSentil & Propricary




Advertising campaigns on the portal
Yandex.Music

Research Methodology

nielsen

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Details of the Advertising Campaignson the portal
Yandex.Music Yandex

- Yandex considers the possibility of launching a new advertising format on
the Yandex.Music web-portal

- As a part of promo advertising campaigns held in different categories,
Nielsen evaluated the effectiveness of advertising campaigns in the
following categories:

- Auto

- Insurance companies
- Chewing gum

- Deodorants for men
- Laptops

- Dates of advertising campaigns:
- June-July 2011
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Research detalls Yandex

- Fieldwork period:
- July 2011
- Target Audience :
- Male/Female (50%/50%)

- 18-54vy.0. (Quotas for age represent
Internet users in Russia)

- Middle and High income (scale of self-
identification)

- The sample consists of two
W 18-24 y.0. 25-34y.0. 35-44y.0. MW4554y.0. su b g rou pS :
‘ Data are presented in %

- Exposed group: people who visited
Yandex.Music portal during advertising
campaigns

- Control group: non visitors of the
portal

~500 respondents interviewed in each
group
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The influence of advertising campaigns
on key brand indicators
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Which brand health indicators we are analyzing?

Yandex

(1) BRAND AWARENESS

Spontaneous brand awareness

Aided brand awareness

When thinking about (CATEGORY), which brands comes
to your mind?

SPONTANEOUS

Look at the list of brands (CATEGORY),which of these
brands do you know?

SHOW BRANDS' LIST

/\s

Spontaneous advertising awareness

Aided advertising awareness

Which brands (CATEGORY) have you seen advertised
online in the past 30 days?

SPONTANEOUS

Which of the following brands (CATEGORY) have you
seen advertised online in the past 30 days?

SHOW BRANDS' LIST

(3) BRAND FAVOUARABILITY

(4) BRAND RECOMENDATION

How would you describe your overall opinion about each
of the following brands (CATEGORY)? Which of the

following brands you like or dislike?

How likely are you to recommend or not to recommend
each of the following brands (CATEGORY)?
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Advertising effect on Yandex.Music

Spontaneous Brand awareness: advertising campaign influenced Yandex

positively on the awareness rate (increase is higher than the European
norms).

Difference between indicators in exposed and control group

The average difference (expressed in % po

ints) =% on indicator in exposed group - % on indicator in control group
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The increase of aided brand awareness is not as significant as
spontaneous brand awareness knowledge due to high initial awareness Yandex
rates.

Difference between indicators in exposed and control group

The average difference (expressed in % points) =% on indicator in exposed group - % on indicator in control group
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The average increase (expressedin %)= % on indicator in exposed group - % on indicator in control group)/ % on
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The positive impact of advertising campaign on spontaneous online
advertising awareness practically is repeating the same trends of Yandex
spontaneous brand awareness.

Difference between indicators in exposed and control group

The average difference (expressed in % points) =% on indicator in exposed group - % on indicator in control group
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The average increase (expressedin %)= % on indicator in exposed group - % on indicator in control group)/ % on
indicator in control group
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The advertising campaigns on Yandex.Music had the high impact on Y
Aided online advertising awareness. andex

Difference between indicators in exposed and control group

The average difference (expressed in % points) =% on indicator in exposed group - % on indicator in control group
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Correlation of spontaneous brand awareness and advertising
awareness: high recall of advertising leads to a significant growth brand Yandex
awareness

SPONTANEOUS BRAND AWARENESS

The average difference (expressed in % points) =% on indicator in exposed group - % on indicator in control group
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Yandex.Music:
reasons and visiting frequency.
visitors profile: main occupation and income
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Portal Yandex.Music: the average rate of visiting the portal is 9 times Yandex
per month. 63% of respondents visit the portal once a week and more.
The main actions are music search and listening. Data is represented

in %
Frequency of visits Key actions when visiting the portal

Average frequency : 9,6 times a month ]

Listen to music 65
W 2-3 times a month or less
= Monthly Search music 21
13
272 times & mont 14 Download music 7
Weekly
31 Work 4

2-3 times a week E

Acquaint with

new music
B Once a day or more

Exposed group: visitors of the Rest 3
portal

1 1 Y1. How often do you personallyvisitthe portal Yandex.Music? Base:
llle Serl Y2. Whatdo you usually do when you visit the portal Yandex.Music? Exposed group: those who have visited the portal




Visitors profile Yandex.Music: main occupation

Data is represented in %

Specialist higher education without management functions

Middle manager/department manager

Manager/clerk/specialist without a higher education

Private entrepreneur

Student

Homemaker

Temporary not working,not employed, looking for work

Worker

Business owner

Retired

niclser o s
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Yandex

33

Base:
Exposed group: those who have visited the portal

Control group: those, who have not visited the portal



Visitors Profile Yandex.Music: the average income of portal visitors is higher
than the average income of non-visitors Yandex

Data is represented in %

Household income Personal income

The averageincome: 37,9thousand Rublesina Theaverageincome:26,5thousand Rublesina

month month _ N
For comparison the average household income among non For comparison the average personal income of non visitors of

visitors of the portal is 34,8 thousand Rubles in a month the portalis 24,7 thousand Rubles in a month

M Refused to answer/ no

M Refused to answer .
personal income

Ovwver 60,000 rubles Ovwer 40,000 rubles

M 50,101 - 60,000 rubles H 30,001 - 40,000 rubles

M 40,001 - 50,000 rubles M 25,001 - 30,000 rubles

30,001 - 40,000 rubles 20,001 - 25,000 rubles

20,001 - 30,000 rubles
15,001 - 20,000 rubles

15,001 - 20,000 rubles
10,001 - 15,000 rubles

H Up to 15,000 rubles
m Up to 10,000 rubles
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Visitors of the portal Non-visitors of the portal

P9. Please, tell me what the total monthly household income ?

[ ]
l‘llels el Please add up the salaries, scholarships, pensions, benefits of all family members living with you. Base:
P10. And what is your total PERSONAL monthly income? Exposed group: those who have visited the portal
Control group: those, who have not visited the portal




Summary Yandex

(1) In general the advertising campaigns on the Yandex.Music portal made a
positive impact on the key brand health indicators:

v the average growth rates for 5 studied categories was 12%.

(2) The most positive influence on brand awareness and online advertising
awareness was marked in such categories as:
v Insurance — spontaneous brand awareness increased by 82% and spontaneous
advertisement awareness increased by 30%

v Deodorants for men (probably due to a successful creative component of this brand
campaign) — spontaneous brand awareness increased by 26% and spontaneous

advertising awareness increased by 30%

(3) Aided brand awareness indicator made very positive impact on advertising
campaigns on Yandex.Music, confirming the ability of the new ad format to make it
more memorable.

lllelsen For any f_u rther qu_estlo_ns pleasecontact: Confidental & Proprietary
info.russia@nielsen.com Copyright © 2011 The Nielsen Company
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