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Our experienced team have built models
across a variety of sectors

Karen Halligan Chris Schiling BE\‘,’ggg&es
Diploma Honours Marketing (PhD Health Economics) .
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¥ Media agency, publisher and v Computable general equilibrium experience
client experience modelling
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Think TV approached KPMG to develop a Marketing IMix
Model to offer greater visibility into the effectiveness
of hipages" marketing activities
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JOBS (VOLUME)

e Media
DIGITAL, OUTDOOR,
PRINT, RADIO,
SOCIAL, SEARCH,
TELEVISION

A

Time Frame

3 YEARS
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> Media Value

c. $24 MILLION AUD
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We applied a 3-stage approach to IMarketing Mix Modelling
that included continual refinement to
account for seasonality and channel interaction




Marketing Mix Modelling is a statistical analysis of a primary outcome,
for example leads or sales, and marketing data to estimate the historic
and future impact of various marketing tactics

Phase 1:
Data preparation

Phase 3:
Analysis and findings

Phase 2:
Model development

Factor Examine Determine

for impulse ROI and

channel response historical

interaction curves decomposition considerations

Limitations
The findings may be impacted by limitations in the data inputs, Where media had been provided free of charge, a monetary amount The findings are representative of hipages only, and cannot be interpreted
including the campaign duration, data frequency and geographic variation. was assigned at fair market value, as agreed with hipages. as a guide for other advertisers due to the variable nature of media.
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The impact of TV increased c. 50% when adstock was
derived within the model compared to when a fixed
adstock rate was applied to the model

Adstock impact of TV: Applied vs. Implied (2018)

- Standard adstock rate applied to model

. Adstock determined within the model

0 1 2 3 4 5 6 7 8 9 10 11 12 13 14
Weeks

Note: These results are based on data from hipages only and cannot be interpreted as
applicable to other advertisers.
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KPMG

TV delivered 11% of job volume from 10% share
of total media investment

1%
2%

Tl o
TV contributed the ”'6

second highest
volume of conversions
after Search

® Search @ Television ® Social ® Radio @ Outdoor

Note: These results are based on data from hipages only and cannot be interpreted as
applicable to other advertisers.
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Soclal, Search and TV delivered
a positive short-term RO
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With an ROI of $1.12, TV was the only non-digital channel
to command a positive short-term return

$3.03

ROI by Media Channel, 2016-18

............................................................................................... Breakeven ROI = $1

$0.14 $0.13
$0.02
[ ] 1
Social Search Television Digital Radio Print

Note: These results are based on data from hipages only and cannot be interpreted as applicable to other advertisers.
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Television delivered a 39% increase in
brand search clicks relative to Radio

50%
Brand Search Clicks by
Broadcast Channel (%) (2016-18)

T\/ drOVe more brand | _ I 39% increase from Radio
search chcks than -

Television Radio Print Outdoor
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TV delivered a positive ROl when analysing its impact
on app downloads, an outcome that was proven to

deliver higher customer lifetime value

486

Hipages app downloads

following a $10,000 media

spend (2016-18)

243
132
55 52
Social SEM TV Print Digital

Note: These results are based on data from hipages only and cannot be interpreted as applicable to other advertisers.
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TV successfully delivered
a positive short-term ROl for hipages.
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Adstock effect

TV’s impact was magnified when
factoring residual adstock impact.

Positive return

TV delivered a positive short-term ROI,
in addition to building long-term brand
awareness.

App downloads

TV drove an uplift in app downloads, a
key driver of customer lifetime value to
hipages.
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Contact Us

Karen Halligan

Director, Practice Lead for Media Value Advisory
T: +61 422 553 062
E: khalligan@kpmg.com.au

Chris Schilling, PhD

Associate Director, Economics Practice
T: +61 438 104 413

E: cschilling1 @kpmg.com.au
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This presentation has been prepared at the request of ThinkTV in accordance with the
terms of KPMG’s engagement letter dated 28 August 2018. The information contained
herein is of a general nature and is not intended to address the circumstances of any
particular individual or entity. Although we endeavour to provide accurate and timely
information, there can be no guarantee that such information is accurate as of the date
it is received or that it will continue to be accurate in the future.

No one should act on such information without appropriate professional advice after

a thorough examination of the particular situation. No reliance should be placed by any
entity or individual on additional oral remarks provided during the presentation, unless
these are confirmed in writing by KPMG. Other than our responsibility to ThinkTV, neither
KPMG nor any member or employee of KPMG undertakes responsibility arising in any
way from reliance placed by a third party on this presentation. Any reliance placed is that
party’s sole responsibility.



