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Campaign Stats

This brief provides media and walk-in analysis for Wendy's ads
during the time period in which Super Bowl LIl aired In
February, 2018

e TV Flight Dates: 02/04/18 - 02/17/18

« Number of Airings: 2,865
« Number of EQ Units: 1,860 M )
» Total Estimated Spend: $ 4.06 M W y
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Wendys

Media Gallery

‘ Wendy’s Location Attribution
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Wendy's North Pacific Cod Sandwich TV Wendy's Dave's Double Super Bowl 2018
Commercial TV Commercial

<ot Video

Seocet Video

TOTAL AIRINGCS EST. SPEND TOTAL AIRINCS EST. SPEND

498 S0.2M 235 S0.6M

Wendy's 4 For $4 "Es Risco Ser Distintos" Wendy's 4 For $4 "Quality Is Our Recipe"
TV Commercial TV Commercial

<ot Viceo

<Seocet Video

TOTAL AIRINCS EST. SPEND TOTAL AIRINCS EST. SPEND

136 S0.2M 1651 S2.1M
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Ad Airings on Top Networks

Wendy's had the most airings on networks like MLB Network, Fuse, BBC America and
the Big Ten Network
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Ad Airings on Top Shows

Wendy's ads predominantly aired on sports shows
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Lift in Visits

e TV Flight Dates: 02/04/18 - 02/17/18
e Look Ahead 7 days

Exposed to TV Ad 0.33%

Not Exposed to TV Ad 0.25%

0.00% 0.13% 0.25% 0.38% 0.50%
Visit Rate
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Does Primetime Matter?

TV viewers exposed to Wendy's ads during primetime drove 3.5% more visits to Wendy's Stores

Exposed to TV Ad

during Primetime 104

3.5%

more
visits
Exposed to TV Ad

during Non- Primetime 100

(0] 30 60 90 120
Visit Rate Index

*Visit rate of non-prime time audience is scaled to 100
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Ad Exposure Frequency Impact to Walk-In Rate

TV viewers exposed to Wendy's ad 6 to 10 times drove the highest walk-in rate

10+ 0.29%
o 6tol10 0.42%
7
o]
Q
X
n
©
< o
q6 4to5 0.31%
1)
c
)
S
O
o
“ 2to3 0.29%
1 0.35%
0% 0.25% 0.5%
Visit Rate
(©) - ] , '
Wey’s | Wendy's Location Attrioution TV Flight Dates Feb 4th - Feb 17th, 2018; Look Ahead 7 days alphonso ||III| 11



Recency Effect of Ad Exposure

TV viewers exposed to Wendy's ad were more likely to walk in to a store within 1 to 4 days of
exposure

5 days or More 5%

1to 4 days 95%

Days between Ad Exposure and
Visits

0% 50% 100%
Visit Rate
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Visits Rate Index by Networks

The NBCSN network drove the most walk-ins among networks airing Wendy's ads

“""III[

Visit Rate Index

NBCSN ESPN Comedy A&E Network NBC BBC America MTV Country FX The
Central Music Discovery
Television Channel
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Campaign Stats

This brief provides media and location analysis for Toyota ads
during the time period in which Super Bowl LIl aired In
February, 2018

e TV Flight Dates: 02/04/18 - 02/17/18

e Number of Airings: 381 M

« Number of EQ Units: 441.5 |
TOYOTA

» Total Estimated Spend: $220 M

Toyota Location Attribution alphonso """l 15
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Media Gallery

Toyota Location Attribution

Toyota "Mobility Anthem"” Super Bowl 2018
TV Commercial

TOTAL AIRINCS

18

<Seocet Video

Toyota Super Bowl 2018 TV Commercial

Seocet Vicdeo

TOTAL AIRINCS

<]10

Toyota "Good Odds" Super Bowl 2018 TV
Commercial

<Seocet Video

TOTAL AIRINCS

43

Toyota "One Team" Super Bowl 2018 TV
Commercial

L ocet Vit

TOTAL AIRINCS

14
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Ad Airings on Top Networks

Toyota had the most airings on hetworks like NBCSN, NBC, Fox Sports 1 and ESPN
Deportes
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Ad Airings on Top Shows

Toyota ads predominantly aired on sports shows
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Lift in Visits

e TV Flight Dates: 02/04/18 - 02/17/18
e Look Ahead 7 days

Exposed to TV Ad 0.026%

18%

liftin
visits

Not Exposed to TV Ad 0.022%

0.00% 0.01% 0.03% 0.04% 0.05%
Visit Rate
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Does Primetime Matter?

TV viewers exposed to Toyota ads during non-Primetime drove more visits to Toyota
dealerships

Exposed to TV Ad
during Primetime

-17%

fewer
visits

Exposed to TV Ad

during Non- Primetime 100

(0] 35 70 105 140
Visit Rate Index

*Visit rate of non-prime time audience is scaled to 100
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Ad Exposure Frequency Impact on Walk-In Rate

TV viewers exposed to Toyota ad 6 to 10 times drove the highest walk-in rate

10+

o

?

8. 6to10 0.035%
%

L

re)

<

G

o

>

0

c

Q

g. 4to5 0.019%

o

L

0.00% 0.01% 0.02% 0.03% 0.04% 0.05%

Visit Rate
-
N | Toyota Location Attribution TV Flight Dates Feb 4th - Feb 17th, 2018; Look Ahead 7 days alphon SO |IIII|| 25

TOYOTA



Sprmt /

Location Attribution

||||||



Campaign Stats

This brief provides media and location analysis for Sprint ads
during the time period in which Super Bowl LIl aired In
February, 2018

e TV Flight Dates: 02/04/18 - 02/17/18

« Number of Airings: 2,959

@
 Number of EQ Units: 2,881.5 S p r I n t

» Total Estimated Spend: S 9.42 M
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Media Gallery

T

Sprint With Samsung Galaxy "Es Para M|" Sprint With Samsung Galaxy "Works For
TV Commercial Me" TV Commercial

oot Video

<ot Video

TOTAL AIRINGS EST. SPEND TOTAL AIRINGS

48 <$0.1TM 1546

SMARTER
YOU

Sprint With Samsung Galaxy "Works For Sprint With Apple iPhone "Works For Me"
You" TV Commercial TV Commercial

Qoo Video Qeocet Viced

TOTAL AIRINGS EST. SPEND TOTAL AIRINGS

265 S0.8M 1001
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Ad Airings on Top Networks

Sprint had the most airings on networks like MTV, MLB Network, Viceland and
Destination America
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Top Shows

irings on

Ad A

Sprint ads predominantly aired on sitcoms and sports shows
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Lift in Visits

e TV Flight Dates: 02/04/18 - 02/17/18
e Look Ahead 7 days

Exposed to TV Ad 0.04%

9%
lift in
visits

Not Exposed to TV Ad 0.03%
0.00% 0.01% 0.03% 0.04% 0.05%

Visit Rate
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Does Primetime Matter?

TV viewers exposed to Sprint ads during primetime drove a 16% more visits to Sprint stores

Exposed to TV Ad
during Primetime

16%

more
visits
Exposed to TV Ad

during Non- Primetime 100

(0] 35 70 105 140
Visit Rate Index

*Visit rate of non-prime time audience is scaled to 100
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Ad Exposure Frequency Impact to Walk-In Rate

TV viewers exposed to Sprint ad 4 to 5 times drove the highest walk-in rate
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Visits Rate Index by Networks

The Lifetime channel drove the most walk-ins among networks airing Sprint ads

Visit Rate Index

HIan

Lifetime Science Animal National E! Cooking Home truTv History SundanceTV
Channel Planet Geographic Channel & Garden
Television
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Campaign Stats

This brief provides media and location analysis for Pizza Hut ads
during the time period in which Super Bowl LIl aired In
February, 2018

« TV Flight Dates: 02/04/18 - 02/17/18
« Number of Airings: 1,419

e Number of EQ Units: 709

» Total Estimated Spend: $2.97 M
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Media Gallery

Pizza Hut $7.99 Large 2-Topping Pizza "No
One Out Pizzas The Hut" TV Commercial

=ocet Viceo

TOTAL AIRINGS EST. SPEND

978 S1.9M

Pizza Hut Location Attribution

Pizza Hut "No One Out Pizzas The Hut" TV
Commercial

oot Video

TOTAL AIRINGS

458

Pizza Hut "Nadle Hace Pizza Major Que The
Hut" TV Commercial

<ot Viceo

TOTAL AIRINGS EST. SPEND

<10 <S0.1M
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Ad Airings on Top Networks

Pizza Hut had the most airings on networks like Viceland, FXX, ESPN2 and Fox Sports 1

200

100 -

# of Airings

e
P’ﬁ? ’ Pizza Hut Location Attribution alphonSO“"IIl 39



Ad Airings on Top Shows

Pizza Hut ads predominantly aired on sports and reality shows
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Lift in Visits

e TV Flight Dates: 02/04/18 - 02/17/18
e Look Ahead 7 days

Exposed to TV Ad 0.09%
Not Exposed to TV Ad 0.07%
0.00% 0.03% 0.05% 0.08%
Visit Rate
ot
equt | Pizza Hut Location Attribution TV Flight Dates Feb 4th - Feb 17th, 2018; Look Ahead 7 days

0.10%

24.91%

liftin
visits
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Does Primetime Matter?

TV viewers exposed to Pizza Hut ads outside of primetime drove more visits to Pizza Hut
stores

Exposed to TV Ad
during Primetime

-20%

fewer
visits

Exposed to TV Ad
during Non- Primetime

(0] 30 60 90 120
Visit Rate Index

*Visit rate of non-prime time audience is scaled to 100

P& | Pizza Hut Location Attribution TV Flight Dates Feb 4th - Feb 17th, 2018; Look Ahead 7 days alphﬂn SO |||II|l

43



Ad Exposure Frequency Impact to Walk-In Rate

TV viewers exposed to Pizza Hut ad 6 to 10 times drove the highest walk-in rate
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Recency Effect of Ad Exposure

TV viewers exposed to Pizza Hut ad were more likely to walk in to a store within 1 to 4 days of
exposure

5 days or More 5%

1to 4 days 95%

Days between Ad Exposure and
Visits

0% 50% 100%
Visit Rate
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Visits Rate Index by Networks

The ESPNU Network drove the most walk-ins among networks airing Pizza Hut ads

Visit Rate Index

I I 11T

ESPNU NFL NETWORK CNN truTVv TBS MTV Viceland Nickelodeon Freeform HLN
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Contact Us

Locations Key Contacts
Silicon Valley Headquarters Mark Gall
Sales: Media

321 Castro Street

Mountain View, CA 94101 201-396-1889

mark.gall@alphonso.tv

New York Tom Perchinsky
315 W 36th Sales: Alphonso Insights
NY, NY 10018 410-279-5332

tom@alphonso.tv

For free TV ad campaign analysis on thousands of brands, visit insights.alphonso.tv.

www.alphonso.tv
alphonsolffjil



