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McDonald's New Virtual World




"We own a strong relationship
with kids in the real world, and we
felt we could do the same in the
virtual worlds that they're living in
more and more"

g g : Oct 30, 2008

“ : McDonalds’ Digital Marketing
Techniques

Virtual world
« Avatars
« User-generated content
« Social media
* Mobile
* Online coupons
« Rich media marketing
« Behavioral profiling
« Interactive games
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Global Interactive Market Research
Infrastructure
ADVERTISING
RESEARCH

BOUNDATION
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European Interactive Advertising Association
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Global Youth Market Research

Circuits of Cool
Youth & Technology in America

A prosentation 1o the
ARF Emarging Madia & Youth Councils

Digital media resonate with key
developmental needs:

Identity exploration
s ¢ Self-expression

Relationship with
peers
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The forms of advertising,
marketing, and selling that are
emerging as part of the new
media depart in significant ways
from the more familiar
commercial advertising and
promotion in children's
television.

Key Features of Contemporary
Marketing

“360 degree,” multi-platform ubiquity

Behavioral profiling & targeting

» Marketing woven into social interactions

e Consumer-created ads

e Immersive virtual environments

* Integration of content, marketing, &
transactions

* Research and measurement built into

advertising/content

360 Deqree, Multi-platform

The 360° view of the Social Media e Ubiquitous connectivity
Landerana « Pervasive marketing

« Always on - 24/7

« Multiple platforms

* Mobile devices

« Location targeting -
GPS

¢ Fluidity
« Multi-tasking behaviors




Mobile Marketing: Location
Targeting
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Skittles Twitter Campaign
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McDonald’s Multi-platform Campaign - AOL
to drive demand for late night “big burgers” among trend
setters and celebrity-watching audiences

e TV celebrity news
¢ Online postings
« Mobile messaging
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Behavioral Profiling &
Targeting

« Ongoing data collection

* Psychographic,
behavioral, financial
data, etc.

¢ One-to-one model

* Personalized ads

« Tracking online/offline
behaviors across
platforms and over time

* Multicultural behavioral
profiling

MySpace - “HyperTargeting”
Enables advertisers to have “a level of intimacy that they
could never have dreamed of 20 years ago.”

.Whlt Is HyperTargeting?

* Lover 's
Patiort fof Sel-aspression
% Elﬂellﬂmnl of targeting users

+ Available as 10 broad enthusiast

Pizza Hut Behavioral Targeting
Campaign

*Used “cookie tracking” to spot regular or “lapsed” customers
*Served personalized ads during “peak I-need-a-pizza” times




Multicultural Marketing

REGISTRATE AHORA
PARA RECIBIR

Woven into Social Interactions

Tapping into online &
mobile social networks
Leveraging the “social
graph”

P2P viral marketing
Identifying
“influencers,™alpha
users,"& "brand
ambassadors”
Branded communities

« Ads integrated into day-
to-day communication

Social Media Marketing

22 myspace.com.
facebook

In 2009, 15.5 million US
Internet users ages 12 to

17, or 75%, will use
social networks. e o
emarketer
Linked
in "




The “Social Graph”

Social Influehce
Research:

The Confluence of Col
Research and lhe Soc

Consumer-Created Ads

» User-generated content
« Appealing to youth
* Inexpensive strategy for

- promoting brand
Yuu Tuhe « Viral distribution
* Multiple platforms

« Incentives - contests,
prizes, media exposure

e
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Doritos "Crash the Superbowl!"
campaign




Jack-in-the-Box User-generated campaign
Superbowl Commercial User-generated ad

Immersive Virtual
Environments

« Games, virtual worlds,
“rich media,” etc.

¢ Animation
|« Artificial intelligence
« Avatars as virtual self
* Behavioral tracking
|+ Real-time,
personalized,
interactive ads

In-game advertising




Coca Cola Happiness Factory

“...arich and immersive world for consumers to interact with the
brand...”

Advertising through Avatars

200+ Youth-Oriented Worlds Live or
Developing

" KZER®

wwekzerncouk

.. Virtual World
Registered
Accounts
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Integration of Content,
Marketing, & Sales

« Lines between advertising
and editorial disappear

« Expansion of branded
entertainment

* Ads includes mechanisms
for transaction

« Personalized, direct-
response, impulsive
purchases

Open Your Eyes to In-Text Advertising

M&M Candy Lab

Sweet Tooth a @ m

1 Wt Canly -

Wikers Vies] Mioets Biewet Sales

“Because the user is already immersed in your experience and
interacting with your brand, it's an easy step to purchasing
products.”

Research and Measurement
Built into Advertising/Content

* New metrics
* “Engagement”

« Increasing use of
neuroscience

« Cross-platform tracking
& analysis

* “Smart ads” - messages
change based on
consumer behavior

* Documented user
response

ADVERTISING
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Interactive Advertising Bureau - Measurement
Project
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“measures consumer’s subconscious,
physiological reactions”
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YouTube ads stand out and are noticed without interrupting
the user experience

Eye-tracking shows thal autceoll In\ideo ads appear on uncluttared walch
homepage ads become the hottest pages and are closest to the viewing
part of the homepage hotspat

Ads receive attention without annoying users: the majarity of users say the ads on
YouTube ane nen-cbirusive and do not intermupt the user experience.
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6/18/2009

Child Obesity Conference

The Future is Now: Digital Marketing of Food and
Beverages to Children and Adolescents

Confidential & Proprietary
©2009 The Nioisen Company.

Advertisers Digital Pledges to CBBB

» Advertiser Pledges focused on 2 things:

o Restricting advertising on mediums directed to children
= Mentioned TV, Radio, Print and Internet

= Some included Games

= No advertising in mediums where composition is 30-50% of
audience is Children <12 not size of audience

o Using messages that promote healthy lifestyles and dietary
options

What about new digital options like Mobile phones?

« Can we monitor adherence to pledges?

Confidential 2
©2009 The Nielsen Company

Insights into Digital Media Usage and Advertising

* How are Children and Adolescents interacting with Digital
Media?

* How are Marketers using Digital Media to target Children
and Adolescents?

» What'’s the web chatter?

* How does Media Exposure impact the behavior of Homes
with Obese Children & Adolescents?

Confidential 3
©2009 The Nielsen Company
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Set the Stage: Media Usage

Time Spent Per Month Kids and Teens in Hours: Minutes

Kids 2-11 Teens

[Time Spent _Growth | Time Spent Growth

In Home On Traditional TV 108:45 2! 104:24
Viewing Time shifted TV 5:50 /o 5:06
Using the Internet 572413 11:32
Viewing Video on the Internet 1:45 2:50
Viewing Video on Mobile N/A 6:30
Phone

nfidentil
19 The Nielsen Company 4

* Percent Difference from May'08 to 1st Qtr ‘09

Fast Food
advertisers
spent $4.1
billion in 2008
advertising, with
89% devoted to
television.

88.9%

Snacks
$953 Million

2008 Calendar Year

Confidental
2009 The Nielsen Company

ETELEVISION BPRINT ORADIO BOUTDOOR BINTERNET

TV Usage and Advertising

9 The Nielsen Company




Top Programs among Children 2-11

PROGRAM_NAME ORIGINATOR

SUPER BOWL XLIII

S KIDS CHOICE 09

AMERICAN IDOL

BARNYARD MOVIE

ONNY WITH A CHANC

HE MC

AFC CHAMPIONSHIP - NFL ON CBS

TLANTIS PANTIS

MERRY X-MAS, DRAKE & JOSH NICKELODEON

KIDS CHOICE AW

NICK-AT-NITE

NFC CHAMPIONSHIP — NFL ON FOX FOX

“HANNEL

entia 7

Source: Galaxy Explorer 9 The Nielsen Company
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National TV Advertising On Children’s Programs*

Est. Ad Expend.

GRP P2-11 (000)
100,000 $60,000
. —
$50,000
10,000 /
$40,000
1,000
$30,000
100
Snacks
$20,000
10 Fruit
Drinks $10,000
Reg. Soft
Drinks
1 S0
2007 2008 2007 2008 2007 2008 2007 2008
Confidentia 8
*Source: Monitor-Plus ©2009 The Nielsen Company

<English Language

Internet Usage and Advertising

Content
©2009 The Nielsen Company 9




Online games and video sites are populated by teens

6/18/2009
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Online: Fast Food and Snacks Advertising is
lead by the largest companies

Top Advertisers by Category

- Impressions (Billions)

Quick Serve Restaurants McDonald’s

Snacks Chex Mix M&M'’s

Juice Drink - Over 11 billion
ice Drin ;
uice s online ads
B have been
served in the
Soft Drinks I last year
0.0 05 10 15 20 25 3.0 35 4.0 a5
Source: Nielsen AdRelevance, Q2 2008-Q1 2009 Confidential 12
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Connecting Ads to Kids & Teens

Top Kids & Teens Sites | Impressions | Category
Q2 2008-Q1 2009

MySpace 552,944,000 | Quick Serve Restaurants

Cartoon Network 256,882,000 | Snacks

AOL.com 112,083,000 | Quick Serve Restaurants

Nick.com 111,855,000 | Quick Serve Restaurants

Nick.com 76,887,000 | Snacks

NeoPets 74,897,000 | Snacks "

ick St

AOL.com 73,131,000 | Snacks e
Snacks have the
most significant

presence on
sites that cater
to teens.

6/18/2009

19 The Nielsen Company

Mobile Usage and Advertising

Confident 14

©2009 The Nielsen Company

Tweens are getting their first phones slightly earlier
than in Q2 2008

Average age kids . . Average age kids
start using a Tween Mobile Penetration by Age get their own
borrower/mahlle US Tweens (Q1 2009 n=1,009) it R e
phone: Q1 2009: Q1 2009: 9.7
8.0 years 7698 years
Q2 2008: 8.6 Q2 2008: 10.1
years years
49%
20%
AGE

8 9 10 1" 12

Source: Nielsen Mobile Kids Q1 2009

Confidential
©2009 The Nielsen Company




Adolescents don’t think of mobile as a ‘phone’

Average Number of Text Messages by Age
Q3/Q4 2008, National

2072
8 956
Q4 08
Q308
887 799
482473
il B0 155
125

52 43 17

AGE 0-12 13-17 18-24 25-34 35-44 45-54 55-64 65+

6/18/2009
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Explosive SMS growth for Twitter, FB, ChaCha
Standard Rate Media SMS Transactions (000’s)
Q2/Q4 08 2008, National
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]
T 2 25,000
eens over = 5.1
200,000 — index on ;
7 Cha Cha, = 20,000
5 .
2 150,000 — MySpace, 2
E 4info e
= 15,000
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Social networking is a key frontier
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Mobile and social go hand-in-hand

Feb ‘09
12.3M up
250%
. . from year
15,000 Social Networking Mobile Audience (000) ago
14,000 February 2008 ~ February 2009 Al Social Networks
13,000
12,000 19% Teen

11,000
10,000
2,000

14% Teen

8000 —l

o000 22%Teen
5000 -

4000

3 0,

a0 T 8% Teen
2000 Launch M
1,000

Feb08 Mar08 Apr-08 May-08 Jun-08 Jul08 Aug-08 Sep-08 Oct.08 Now08 Dec-08 Jan09 Feb-09

6/18/2009

9 The Nielsen Company

Game Usage and Advertising

Confidentil
N ©2009 The Nielsen Company 20
Percent Difference from May'08 to 1st Qir ‘09

Average Monthly Hours of Console Play

30.0 -
25.0 -

20.0 -

15.0 - oQ108
@Q109
10.0 - The only
segment that
0 grew in console
50 play from '08 to
'09 was Males
0.0

aged 12-17.
Male 6-11 Male 12-17  Female 6-11 Female 12-17

21
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Brand Association Map: Childhood Obesity

« Knowledge about healthy
foods emerges as an
important factor in tackling
childhood obesity,
Consumers express a need
for more access to
nutrition information and
healthy options

all for a ban on
s that
s 1
B Teirmon % B CRReed DRIy & st stout sty asing st . children with unhealiny
Fpee—— “ foods and drinks

B o

-
:
H

Confidential 23

©2009 The Nielsen Company

The BAM Map enables brand and business executives to quickly glean insights critical to brand health,

Early Adopters and Mommy Bloggers Segments

+ Early Adopters Segment —
Top nutrition blogs (e.g., SlashFood)
o Nutrition & dieting communities (e.g., DietTalk.com)
Fitness communities (e.g., Discuss Fitness Forums)
o Medical communities (e.g., About.com: Heart Disease)

+ Mommy Bloggers Segment — commentary from 10,000 mommy blogs provided by three
mommy blogger aggregators.

o Blogher.com
Twittermoms
o Mommybloggers Club

« Preteens, Tweens, Teens Segment — commentary derived from over 100 message
boards, Usenet groups and blogs that focus on discussion in children under 18.

Contgetal
©2009 The Nielsen Company 24




Early Adopters and Mommy Bloggers More Active than
Kids and Teens
Childhood Obesity : Early Adopter vs. Mainstream

0.016%

Members on a dieting

community ask “Were
you an ig

child?” — Mother asks

ity members

what they think about

overweight children.

0.014%

0.012%

0.010%

Individuals debate
whether “parents
create obese
children”

0.008%

0.006%
0.004%
0002% 1T~ ————
0.000%
o o £ £ $ $ $ o < o o ®
R I S S S S IO S S
JO W
AR
S I\ S S A
— Eary Adopter_—Mainstream
Not: Ealy Adoiors 1 = 62306428 mssages betuson 1/108 and 123108 and Masream n = 1143346081 mossages e 25
Setven 1118 and 231108 9 The Nielson Company
Bloggers n = 281,252 messz veen 3/1/08 and 3/31/09 and Preteens, Tweens, Teens n = 25,157,899 messag 25
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Early Adopters and Mommy Bloggers More Active than
Kids and Teens
Childhood Obesity : Mommy Bloggers vs Preteens, Tweens, Teens

0.07%
Mother's share tips to
0.06% provide children with
“healthier” Halloween
treats.

0.05%

0.04% \/

0.03% Mommy bloggers
question if parents are
to blame for childhood

0.02% Y obesity.

0.01%

0.00% -

P @ P P P ® ® ®E e
F &S
N S PSP S SN
Soee o ggers s, Tweens, Teens
s between 1/1/08 and 12131108 and Mainsream = 1,143,346, 081 messages  Confidential
betweon 11108 and 1213103 N %% ©2009 The Nietsen Company 26
31108 and 331109 and Prtasns, Twsens, Teens n = 25,157,699 messages 2

Early Adopters: Topics of Discussion for Childhood Obesity

= Parents 45%|
= Government 169D
> School 14%
S Physician e 406
2 Daycare = 29
@ Corporate s 20
Genetics 12% ,/Government regulations, such
o Lack of Nutrition Knowledge 11% as placing obese children in
g Increased Use of Electronics | g,
g Sociosconomic Satus. e 6% N
= Packaged/Processed Foods | s 69 . ty !
] FastFood Advertising | jmest 506 [EENDLEEIIES.
2 CPG Advertising s 5% Alternatively, consumers
H Societal Focus mmm 495 praise regional youth initiatives
O Nutritive Value of Low Cost Foods _jmm 3% set up to educate children
Breastfeeding/Pregnancy Diet = 405 about nutrition and engage
Snack Foods fmmtmmm 850 them in fitness activities.
5 FastFood e 5,
25 SoftDrinks . 79
sSe Candy |70
B3 Juice | 19,
o Dairy Products s 305
Carbohydrates m 1%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

©2009 The Nielsen Company -
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Parents held responsible for childhood obesity
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Childhood obesity not a huge concern for kids

. Positive
Preteens, Tweens, Teens: Discussion Levels and Childhood g9,

Obesity Sentiment

0.20%

Neutral

0.10%

0.00%

108 and 3731109, Disney n = 40, nta
s betwoen 3/1/08 and 3131109, Elec 3411 The Nielsen Company 28
sy n = 223 messages between 3/108 and 2

1ot 4830
messages between 31108 and 331109,

Media Exposure impact the behavior of Homes with
Obese Children & Adolescents

Confidential
©2009 The Nielsen Company 29

Profiling Childhood Obesity

*Nielsen HomeScan Panel —

o Multi-outlet panel that captures all consumer packaged goods info to provide
valuable insights into consumer shopping behavior

o Consists of over 100,000 households

Nielsen Ailment Panel — within Nielsen Homescan Panel
o Covers 32 ailments

o Used to identify households that report an obese child present — 96,000 individual
household members among 58,000 unique households

*Natural Marketing Institute — Partner
o Specializes in the health and wellness
o Segmentation

*MindSet Media Profiles - Partner
o Company provides psychographic segmentation — personality profiling

©2009 The Nielsen Company 80
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Ailment Panel: Obesity Comparison: TV Viewing

In general, households with obese children watch approximately the same
number of hours of TV per day as the rest of the Panel.

100%
80%
W More than 8 hours
60% W 5-8 hours
W 3-5 hours
40% E1-3 hours

W Less than an hour
E Do not watch TV

20%

0%

HH w/o Obese HH w/Obese
Children Children

Source: Homescan: Mindset Tell Us More About You Survey, November 2008

6/18/2009

Confidential
©2009 The Nielsen Company 31

Ailment Panel: Obesity Comparison: Video Game
Hours of Play

In general, households with obese children play for longer periods of time
per week on video games than do the average HH with children.

W50+ hours/wk
W 41-50 hours/wk
W 31-40 hours/wk
W 21-30 hours/wk
W 11-20 hours/wk
W 0-10 hours/wk

HHw/o Obese HHw/Obese
Children Children
Mean - 28.53 Mean - 31.26

Source: Homescan: Nielsen Games Omnibus Survey, October 2008

Confidential
©2009 The Nielsen Company 32

Obesity Comparison: Buying Habits v. Categories

Households with obese children index highest in terms of dollars per buyer in
the following categories
200

147 Dollar Index
180

142
160 *

140
120
100
141
80

60-

40

Cheese  Prepared Carbonated Snacks Milk
Food - Dry Beverages
Mix

B Total Panel @HH w/o Obese Children @ HH w/Obese Children

Condiments
/ Sauces

Confidential 33
Source: Homescan Panel Data, 52weeks ending 1227108 ©2009 The Nielsen Company
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In Summary

« Children’s use of all electronic media continues to grow

o Teens viewing of video on internet up 62% but still small will continue to
grow

Teens dominate console video game usage and continue to grow

Online games and video sites are dominated by Children 2-17

o

Cell phones not just a phone but a lifeline

= Avg 13-17 yr olds send/receive almost 2,300 text messages per
quarter

= Social networking has seen a 250% increase vs year ago
« Advertising on digital media still relatively small (1-4%)

o Largest fast food and snack advertisers lead their categories advertising
on the internet

o QSR and Snack advertisers have most significant presence on sites
catering to teens

e Nilsen Company 34
Thanks
« For More information, please contact:
Karen Watson, SVP Managing, Director, Public Sector
= Via Email: Karen.Watson@nielsen.com
= Via Phone: 646-654 -8358
7005 T Nilson Company 35
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