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B ACKGROUND

In May 2004, Brand X launched a branding cam-
paign on Nick.com to capitalize on Nickelodeon's
online promotional opportunities and unmatched
ability to reach kids of all ages.

To reach Brand X's target of kids ages 6-14, Nick
Online developed a promotion that leveraged a
Brand X partnership with a personal video player
manufacturer. The Nicktoons campaign included a
Brand X/Nick.com promotional site and Run-of-Site
(ROS) media units on Nick.com. The video player
was prominently featured and a discounted pur-
chase offer for the player and a video disc was also
available to visitors of the promotional site.

Through this promotion, kids entered UPC codes on a

Brand X site to unlock digital rewards - collectible
Nicktoons Clips.

Nick Online commissioned Dynamic Logic, an inde-
pendent, third-party market research firm, to objectively
evaluate the effectiveness of the branding campaign
and online promotions. The research determined that
among the target, the campaign significantly increased
Brand Favorability and Purchase Intent for Brand X by as
high as 54.6% and 96.4%, respectively. The point
increases in these metrics were statistically significant.

M ARKETING STRATEGY

e Create a cross-platform program

using retail
placements, on-air

and online components to

give kids a fun, compelling and sustained interac-

tion with Brand X

Reward kids with a digital gift for visiting the promotional

site

Build on the strengths of the Brand X partnership with the
video player to create an exciting program for kids on

Nick.com
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THE TEST

Dynamic Logic's Adindex uses a control-exposed
methodology that measures the branding impact of an
online ad campaign. In this case, the control group,
or pre-wave, was surveyed prior to the campaign
launch. The exposed (or in-market) group was sur-
veyed throughout Brand X's campaign. The study
was conducted to measure the effectiveness of the
branding and promotional ad campaign created by

Nick Online among those exposed to the Nick.com
promotion.

Respondents were recruited from Nick.com and
the Brand X/Nick.com promotional site between
May 4, 2004 and June 21, 2004.
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CaAmMPAIGN OBJECTIVES THE RESULTS

« Drive traffic to the Brand X promotional site According to the Dynamic Logic Adindex study, the pro-
on Nick.com gram was a highly successful branding campaign for
Brand X. Exposure to the ROS media units led to a sta-
tistically significant increase in Brand Favorability, and the
promotional site generated positive results among the
« Generate interest in the promotion to purchase key target audience (kids ages 6-14).
the video player at a discount

« Encourage kids to enter codes from Brand X
packages online

« Brand Favorability of Brand X increased by 54.6%
« Build equity behind the Nickelodeon Network .
and specific properties to reach kids everywhere * Purchase Intent mcrea_sed b).' 96.4% among those
exposed to the promotional site
« Increase Brand X's relevancy to kids . . .
Exposure to the promotional site increased

Behavior Intent for Nicktoons by 87.2% and Interest

in the video player among respondents ages 6-14
by 17.4%

Boys were more likely than girls to notice both
offers, although girls demonstrated increases in
both brand persuasion metrics (Brand Favorability
Exposure to the Brand X/Nick.com Promotional Site and Purchase Intent)

Increases Persuasion Metrics Among Kids Ages 6-14
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87 2% Li get audience of kids ages 6-14 through the cre-
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ation of a highly effective promotional campaign
that generated awareness of and favorability
towards the brand.

Percentages

Through this entertaining marketing program,
Nicktoons Promotion Brand ~ PurchaseIntent Brand X was able to build on the strengths of its
Behavior Intent Interest in Favorability . . .
video player brand among kids 6-14, increasing Brand
Awareness, improving brand image and
encouraging Purchase Intent among all
exposed respondents in their target market.
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Source: Dynamic Logic, July 2004, n=875

*Statistically significant within a 90% confidence interval
Delta = Exposed - Control

Lift= (Exposed - Control) /Control
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