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Nobody’s Unpredictable
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Does your ad cu
Do consumers link your ad to your brand?

Is your ad memorable?
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Will Your Advertisi
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How are consumers reacting — not just rationally,
but emotionally?

Are your messages consistent with and
supportive of your overall brand strategy?




Next*Connect is our most flexible and
sophisticated online copy testing tool.
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Next*Connect Methodology

Next Day
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Test vs. Control Observation

Recruit Sample
& Start
Interview

Matched Control
Group

CONTROL

No Ad Exposure ........................... IS Intent Ratings

Communication & Diagnostics
Brand Ratings

Next*Connect | BEYOND THE FRINGE - 2010 | 20/05/10



& The Media Environment In Next*Connect

Consumers are invited to give opinions about
advertising, products and movie previews.

A. Respondent Chooses B. Respondent Exposed To Advertising C. Respondent Exposed To
Chosen Movie Preview

Movie Preview
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Improved Respondent
Experience

Because it is online, Next*Connect
allows respondents to weigh in where

and when they're ready.

Consumers rate Next*Connect
50% more enjoyable than other
current online tests

Over 80% of respondents are
willing to participate again




Our Approach

Our approach offers advantages
found in no other copy testing
system:

= \We account for the complexity
of today’s world

= \We make sure your ad is
remembered

= \We don’t ask consumers to tell
us things they can’t reliably know




@ Ipsos ASI Perspective on Effective Advertising
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Response
The ad needs to get The ad needs to trigger a Drives sales and
noticed change in brand desire. builds
and the brand must get brand equity in

nrodit. market.
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Improved Research
Experience

Next*Connect is a single solution for

all types of communication

One design ensures that
results can be compared
across tests
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Rigorous R&D

A complete translation / restatement
of our existing data has been
conducted to ensure preservation of

our strong history & norms

200 ads tested to refine measures
42 ads tested to calibrate norms

Strong correlation between methods on
key measures

.86 for Persuasion
.88 for Related Recall
.98 across 45 additional diagnostics
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