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BUSINESS QUESTIONS

* How efficient was the Allsome Rice Billboard campaign in Motherwell?
e Did product sales increase during and after the campaign, and why?

BUSINESS SOLUTION
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SCOPE

e Target Brand

¢ Halls (Mondelez International)

sy COmpetitors

e Strepsils (Reckitts Benckiser)
e Cepacol (Tiger Brands)

e Market Breakdowns

e Pick n Pay
e Shoprite
e Checkers
e Clicks

e 1est/Control Areas

e Test: Thohoyandou, Limpopo
e Control: Seshego, Limpopo

sy Campaign Period

* 01 Feb 2014 — 30 April 2014
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20KM RADIUS AROUND TEST & CONTROL AREA

Thohoyandou, Limpopo — test area
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MARKET OVERVIEW — TOTAL SA

Gauteng contributing majority of HALLS sales value in Total SA. Halls coming through
as the market leader in the boiled candy and Cough drops segment.
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SEGMENT VOLUME DRIVERS

Boiled Candy and Cough drops category grew by 12% main drivers being HALLS and
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SEGMENT VOL. DRIVERS — PRE VS TEST PERIOD

Total Boiled Candy and Cough Drops segment grew by 2% in Limpopo with most of
the sales driven by HALLS.
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IMPACT OF OUTDOOR CAMPAIGN

---------------------



STORE MATCHING — TOTAL HALLS

Sales gap between Control and Test stores relatively narrow during the pre-test
period with the gap significantly widening during the test period.
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TEST VS. CONTROL GAP — TOTAL HALLS

Gap between control and test stores closes during pre campaign period. Take off
in the Test stores sales during the test period causing gap to widen. Great uplift

realized during the test period (12.8%)
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STORE MATCHING — TOTAL COUGH DROPS

. Cough drops sales increasing during Test period. HALL S being the main driver of
this growth. We see an uplift of 0.1% in test stores.

2500 |
|
Pre-test period : Test period
2000 E
|
|
AN A
1500 E
- %
|

Average Sales Value per store

C T

O T T T
I
Oct-13 Nov-13 Dec-13 Jan-14 Febr-14 Mar-14 Apr-14

—e—Test Stores -®Control Stores



INDEX OF TEST VS. CONTROL
PRE-TEST VS. TEST PERIOD

Cough Drops segment and Halls see growth in the test period. Halls grows much
faster at 24% potentially stealing sales from Cepacol and Strepsils which are seeing
volume loss during test period

Index
Pre Test /

s

Index of Test vs. Control

Total Cough Drops Halls Cepacol Strepsils
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TEST SALES MINUS CONTROL SALES

In the Test period we see one Test store generating on average R212 extra sales value
per week. Halls sales sees a sales uplift of 12.8%

R212

extra
sales per
store /
week

Average Sales Value per store/week
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Understanding the impact of outdoor media on sales

Advertised Brand Name Halls

Manufacturer Mondelez International

Type of Advertising Billboard

Location of Advertising Thohoyandou, Limpopo

Store Selection Criteria Pick n Pay, Shoprite, Checkers, Clicks - 20km radius

Date of Execution Start Feb 2014 End Apr 2014
Investment Sales Uplift Revenue Return on Investment

Generated (RQOI)
Benchmark for Similar Execution R0.45
Source of Benchmark SA Snacks & Drinks OOH

Above Expected Below Expected
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SUMMARY

Gauteng contributes majority (27%) of Total SA HALLS sales value. HALLS is a market leader
(32% value shardn the Boiled Candy/Cough Drops segment. (7% value share in sweets dat

Boiled Candy/Cough Drops segment grew 12% YOY (Latest 52 weeks vs. Prior 52 weeks).
And grew by 2% Pre test period vs. Test period. These both driven by HALLS

Halls seeing an uplift of 12.8%while Total Cough Drops seeing an uplift of 0.1%.
Cepacol and Strepsils seeing a negative uplift in sales

An additional R212 value per store per wedaealized in stores exposed to the billboard
campaignh execution
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BENCHMARK DATABASE

Brand

Ariel
Grandpa
Allsome

Huggies
Halls

Location

Tzaneen &
Mokopane

Soshanguve
Motherwell

Tzaneen

Thohoyandou

R117k

R41.1k

R58.5k

R59.2k
R78K

48%

3.5%

19%

32%
12.8%

Revenue

R220k

R83k

R73.6k

R935k
R82.7K

Brand
Share
19%
1188 (3 mnths)
R2.02 39%
2.8%
11.26 (5 mnths)
R15.80 36%
R1.06 7%

Brand Size
(M Rand

per year)

R442

RO.5

R73
(Projected)

R1099
R244
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THANKS!
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