Trial brandu Frisco:

Funnel Frisco A vs PY
Top of Mind Avareness - 10,9% 0.7%
SpONtAreous Awarenass - 215% 0.7%
Frompted Awarsnsss I 2,0%
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Trial L2 B s
Trial L1 _ 52.4% . 5.3%
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Most Oflen UT% . 2.0%

Use chart on the ngnt o seledt & aiffersnt drand

Source: Kantar CZ | YTD Jun'2é | N = 2060

Trialy pfichuti Frisco:
DH: TRIAL CIDERS (12w after launch)

FRISCO FIZTONIC CIDER LAHEV 33

FRISCO BELLINI 0,330 sklo FRISCO JABLECNY CIDER LAHEV 33
= = = FRISCO-SPRITZ 0,33 I, SKLO FRISCO CIDER S PRICHUTI MANGA A LIMETKY 330 ml

FRISCO STRAWBER. DAIQUIRI 0,33
FRISCO MOJITO 0,331 sklo

Source: DunHumby. Tesco



Naplnéni cile prodeji u zadavatele béhem prvnich Sesti mésicu, reality vs. plan,
zdroj Kantar CZ:

Srovnani prodeji jednotlivych pfichuti Frisco k ¢ervenci 2024, zdroj Kantar CZ:

FRISCO FRISCO FRISCO FRISCO FRISCO FRISCO FRISCO FRISCO FRISCO
MANGO A
LIMETKA




Hodnoceni kampané:

Procentualni pfirlistky trialu vSech pfichuti po jednotlivych mésicich vé. Historie, 2022 -
2024.
Trial pfichuté Mango a Limetka se diky spotu zvysil.
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Prirastky prompted awareness v jednotlivych mésicich vé. historie

Prompted awareness
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Ad Execution Index, zdroj PPAS

—_4) Frisco - Mango & Limetka (TVC)
FRISCO je campaign of very high visibility which is driven by efficient combination of outstanding and memorable
) execution, and lower media investment (shorter spot); its motivation scored above average as well

GETTING ATTENTION (SPONTANEOUSLY)
First airing Onair:  1.4.-23.6.2024 Total TRPs (18-65)

8 1000
Branded Ad Execution Index 493 L 900
Branded ad recall L 800
mm TRPs 18-65
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- 100
0 TRPs
Correct branding 100% Non-beer standard 91% N=60; Base: alco drinkers
Main message 35% innovation, new variant, 22% fun, entertainment

Ad Execution Index: originalni metrika
AE Index (Ad Execution Index) explanation

AL Index shows the eflectivness of the compalgn hrough the comparison of its visibllity ond media

spendings
It says whether the media spendings were nvested effecSvely or not

I the AE Index Is 120 or more, we consider the compaign 10 be above averoge effective; its visiblity is
higher thon expecied with respect 10 the invesied media spendings (we con olso say its effeclivress is by
20 or more % Ngher than expected)

i the AE Index is . we consider the Compaign 10 be efective just Aght; ity

with respect 10 the invesied media spendings.
¥ the Al Index is 7% or lower, we consider the compaing not 10 be effective: its visibilty is lower than
expecied with respec! 10 the invesied medio spendings

The caicuigtion of AR index i based on the following inputs
the bronded recoll of the compaign and s GRPs in weeldy spiits
wear-in ond wear-out effect scores

Wear-in ond weor-out effect scores represent o benchmaork 1hat is colculated based on 1he compaigns of
previous penods (i.e. bosed on ther bronded recols ond GRPy)
Weor-in score = speed of rememberning e Now compaign (how quicily the recol of the od s growing
driven by invested GRPs)
Weor-out score » spoed of lorgeiing the compaign (how quickly the recoll of the od is decreasing when
not being on oF)
KANTAR



