Newspapers boost sales and quality perceptions
for Bakers Meaty Meals

A case study
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Objectivesof the test

expressyourselfe. . w

There’s only one thing
dogs love more than meat.
More meat.

To evaluate the effect of adding a
newspaper campaign for the Bakers
Meaty Meals sub-brand to a Cinema
campaign for the main Bakers
Complete brand (which had
previously run on TV)

To increase understanding of Baker
Meaty Meals. To communicate
product information and heighten
food enjoyment credentials.
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The campaign was tracked amongst a
national sample of women dog-owners
aged 18-65 C1C2DE social class.

Hall & Partners’ research measured the
target’s relationship with Bakers Meaty
Meals pre to post the advertising. The
main scaled measures included:
Brand commitment: likelihood to
purchase Bakers Meaty Meals

Brand Familiarity: a depth of knowledge
of the brand

The results were analysed by those who

had been exposed:to
— Newspapers only
—TVI/Cinema only
— Posters only
—TVI/Cinema + Newspapers*
—TV/Cinema + Posters*

*excluding cinema solus
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The Findings- The top line

Adding National Newspapers to
TV/Cinemaincreased Bakers

e ilaar ’ : Meaty Meals sales by 10%
“drooled over a salad? T s ] — Sector leadership by December
'~ i : 2005

Newspapers deliverefllmillion
halo effectfor the overall Bakers
brand portfolio.

Adding newspapers resulted in
higher brand commitment.

Newspaper Creative

Newspapers successfully delivered
a convincing top quality food
story.
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Nestlé Purinendorsed the use of newspapers for brand building

“The newspaper campaign on Bakers Meaty
Meals was a success on several fronts. In
business terms it accelerated the growth of
_ Meaty Meals to the No.1l position in it's
s ot INTRODUCING A GREALCE - segment from No.3. We have also validated
More meat. N the positioning of Meaty Meals with

purchasers.

“On top of this, we and our agency partners
have learned a lot about newspapers and, in
particular, how to better construct creative
to deliver in this format.
R 1 ) e i “The result is that now awareness of

‘ : newspapers and how best to use them has
been raised significantly both within the
business and with our creative and media
partners.

wovwbakerscompletecouk/meatymeals

Newspaper Creative

Jeremy Caplin,
Marketing Director, Nestlé Purina.
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Newspaperdrive 10% sales increase

Bakers Meaty Meals Volume Sales...
Actual Sales  [~200 .

’ . -l - 180 An econometric model developed
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Source: DDB Matrix/Nestle Purina

Campaign Results



Newspaper advertisincreates £1million halo effect

£1m Estimated Halo Effect on Total Bakers Sales
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Newspapers drove a 7% overall
increase in Bakers portfolio sales.

The estimated increased revenue
was £1million.
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Adding Newspapermcreases brand commitment

Brand Commitment ‘puichase consideralion’
Pre to Post % points increase from Pre-Wave at 7%

Total TV/C+NP TV,/C Solus
Post-Wave

Brand commitment among
people seeing TV/cinema
AND newspaper advertising
rose 6% points.

Whereas the increase for
TV/Cinema solus was just 2%
points.
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Adding National Newspapebhoosts quality perceptions

Brand Quality

‘my dog would...enjoy more than others’

Pre to Post % points increase
from Pre-Wave at 22%

+10

+2

Total TV/C+NP
Post Wave

TV/C+P

-2

Seeing Newspapers and
TV/Cinema in conjunction drove
a 10% point increase in brand
guality score from the pre-wave..

In contrast for the TV/Cinema +
Poster combination, the quality
score dropped -2% points.

Campaign Results



Adding National Newspaper advertisidgubles depth
of information and brand values

Depth of Information and Brand Values metrics
Advertising response strength %

il ilin oy Newspapers + TV/Cinema

‘gives me interesting information’

& provided double the depth of
iInformation achieved by

TV/Cinema + Posters (albeit this
was not a specific poster
objective).

The brand values measure was

helpe voe commect with the brand? also doubled when newspaper
. advertising was part of the media
mix, compared to posters.
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