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Niko.Munoz@Me.com
Mobile: + 34 69 565 94 02 .
Skype: Niko.Munoz. R

A tech-savvy marketer hunting Innovations by connecting
customer experiences and digital transformation developments.

Niko has strong focus in consumer behavior and an extensive financial background. He is highly
experienced in connecting the dots between customer wishes, product design, tech-specs,
marketing actions and new digital business models.

For the latest 10 year, Niko headed the Global Corporate Development, at Havas Media the media division of 6th global marketing and
communications group. His mission was to look outside industry boundaries to introduce digital innovations. He coordinated diversification
activities expanding business into new market segments and countries. He drove acquisitions and lead partnerships to foster the digitalization of
the business models. Niko was introduced to digital consumption in early 80’s when he got his first computer a Sinclair ZX Spectrum 64k. For
near two decades, he has been immersed in digital marketing and launching technology-related products and business. He started his full
digital marketing tenure in 1997 at the leading videogames manufacturer, Electronic Arts, where he developed digital campaigns and
promotions, running virtual communities and launched e-commerce and digital product sales. Prior to joining Havas, Niko developed his career
in media contents area of Telefonica Group (Terra-Lycos) defining and marketing digital entertainment products and different services such as
Imagenio IPTV, gamming, and e-commerce category.

Niko is a juris doctor who obtained his MBA from IESE Business School. He is pursuing his Ph.D. in Management (Marketing) with a dissertation
on creating brand equity through online social networks. When he does not travel, Niko lives in Madrid with his wife and three children.
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IAB TOP TENDENDENCIAS 2015: Television Conectada.

Nueva definicién de TV La definicién de TV se aleja del hardware para CENTrarse en el contenido.Tves cualquier

contenido televisivo que veamos en cualquier dispositivo, lo que paradojicamente facilita la integracion de camparias pero complica la medicion de
audiencias.

Mas Smart TV y menos TV tradicional Sube la penetracion de Smart TVs, hasta convertirse ya en la principal forma de consumir TV
conectada, asi como la frecuencia de uso y la homogeneizacion del perfil, que canibaliza a la TV tradicional.

Nuevo papel de la TV tradicional Existe una gran penetracion y un alto consumo de cONntenidos emitidos en TV
tradicional , PEIro ahora baj o demanda, o gue afectara a la saturacion publicitaria y las estrategias de los canales.

Directos vs Bajo Demanda La TV tradicional cada vez se asocia méas con el directo, mientras la TV conectada con el resto de contenidos bajo
demanda, como cine, series o musica.. La medicion de usuarios Unicos plantea un reto a resolver.

Nuevos formatos publicitarios Formatos publicitarios habituales en el mercado televisivo y el digital, S€ UNen a 0tros poco
habituales, contextuales y participativos.

Nuevos competidores globales Las propias plataformas de video y los fabricantes (Netflix, Youtube, Apple TV, Samsung) estan empezando a
crear o adquirir sus propios contenidos. A largo plazo, endurecera la competencia entre empresas locales y globales.

Subvencién de terminales Asi como los operadores subvencionaron los Smartphones y facilitaron el desarrollo de toda la economia ligada a

ellos, se podria dar algun tipo de accion que facilitara la incorporacion de nuevos usuarios a la TVC, ya sea por fabricantes, - sdecableo
proveedores de contenido. @ .
_ _ o o | | VUNikoMunoz
Fuente: IAB Enero 2015 http://www.iabspain.net/noticias/iab-spain-presenta-el-top-tendencias-2015/
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Opening Guru guote
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“‘Anything, anywhere, anytime. When | hear this
mantra | try not to choke (...)

My point is simple: the broadcast model is what
Is failing. "On-demand" is a much bigger
concept (...) It's consumer pull versus media
push, my time -- the receiver's time -- versus the
transmitter's time”.

Nicholas Negroponte
Professor of Media Arts and Sciences
Chairman Emeritus, MIT Media Laboratory

Copyright 1994 WIRED Ventures Ltd
All Rights Reserved.

Niko.Munoz@Me.com ’ @NikOMunOZ
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Smartphones =

Most Viewed / Used Medium in Many Countries, 2014

Daily Distribution of Screen Minutes Across Countries (Mins)
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Source: Milward Brown AdReaction, 2014
K P B Mote: Survey asked respondents "Roughly howe long didyou spend vesterday  watching television {nat onling) § using the intemet on a laptop or PClon a s
smartphone ar taklet?' Sumey respondents were age 16-44 across 30 countries who oewned or had accessto a TV and a smartphone andior tablet. The

population of the 30 countries sureyed in the study collectively represent ~70% of the world population. ’ @ N . k M

Source: http://www.kpcb.com/internet-trends

BTV
mLaptop + PC
& Smartphone
m Tablet
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Almost a third of Affluent Europeans own all three devices

The number has more than tripled in 2 years.

EMS Europe - Device ownership, 21 countries

EMS EU release EMS EU Release EMS EU release

2012 2013 2014
- [ ] o04% 92% 92%
e

D 44% 62% 70%

g o o | s

J I
D 8% 16% 28%

Ipsos EMS Affluent Survey interviewed over 28,000 Europeans across 21 countries in 2013, each of whom was screened to ensure ’ @ NikoMunoz
they passed certain minimum household income thresholds established as representing the Top 13% population. =
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Users clamoring for more TV shows and movies.
2-3 times a week
by 2020 nearly half of all video viewing will be happening via an application

facilitate consumer’s strong appetites
accessibility to audiences for advertisers

http://tdgresearch.com/the-future-of-tv-is-an-app-no-seriously/ , @ NikoMunoz
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Tablets becoming main device for personal catch-up TV

Newly released data from Kantar Media’s syndicated
study FuturePROOF, shows that 45% of all UK adults
now have a tablet compared to 32% a year ago, and
36% at the end of 2013. The highest penetration is
among 35-44s where 58% of adults now have at least
one tablet in their home. Presence of children is the
strongest driver of this, with 69% of parents of school
age children having a tablet at home.

The increasing ubiquity of tablets is also changing their
role. More than four out of ten users now live in a home
with more than one tablet (up six percentage points in
the last six months). Consequently, tablets are
moving from being a shared device to an
Increasingly personal one, opening up new content
and advertising opportunities for targeting and engaging
specific users much more effectively.

Tablets are more likely than smartphones to be used for watching or catching up on TV programs or film,
YouTube, or gaming; anything where a larger, better screen will enhance the experience. Fewer users
are taklnE_thelr tablets out of their homes with just 8% using their tablet out-of-nome every day, and 44%
never taking their tablet out the front door.

Souce: Published 30/06/2014 at HTTP://WWW.BROADBANDTVNEWS.COM/2014/06/27/TABLETS-BECOME-MAIN-DEVICE-FOR-CATCH-UP-TV/ with data , @ NI ko Mu n OZ

comming from Kantar Media Future Proof HTTP://WWW.KANTARMEDIAUK.COM/MEDIA/322264/CS2_FUTUREPROOFING.PDF
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Premium content plays well regardless screen size.

In Q1, 48% of video sessions on tablets were
| with videos of 30 minutes or longer (27% of
_j which was 60+ minute content and 21% 30-60
minute content); mobile phones saw a 35%
share, split almost equally between 60+ minute
content and 30—60 minute content; and
computers saw a 34% share, with 30—-60 minute
content at 24% and 60+ minute content at 10%

MULTI-SCREEN ENGAGEMENT

SHARE OF PLAYS BY DEVICE SHARE OF TIME WATCHED BY DEVICE
AND VIDEO LENGTH AND VIDEO LENGTH
Ql 2014 Ql 2014

50% B80%

[ | |
0% - 0% - - . -

DESKTOP TABLET MOBILE DESKTOP TABLET MOBILE CTV

Wl o1 inuTES
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“Kids have come to think of TV as
something they carry around with them.
Parents meanwhile, like having access to
on-demand entertainment.”

http:/mww.thedrum.com/news/2014/03/26/disney-gearing-online-pay-tv-future-says-disney-and-abc-television-group- , @N
UNikoMunoz

president
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Video on Demand Users Watch Twenty Percent More Live TV
Than Non-VOD Users

o 4IFTED ® L |E
COMPOSITE
HOUSEHOLDS
RECENTLY TELECAST VOD VIEWERS @ &
MON RECEMTLY TELECAST VOD VIEWERS - Y 5

that Video On Demand users of all
ethnicities actually watch more TV—Iive or otherwise!”

daily time spent watching time-shifted content has continued to rise, as has using
the Internet on a computer and using a mobile device.

Source: Nielsen Cross-Platform Report Q1 2014 June 2014
http://www.businesswire.com/news/home/20140630005761/en#.U7KeyJSSySo

’ (@NikoMunoz
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Are we facing “The death of watching live tv” as Bl suggests?

Tech MM Chart of the Day
How Watching TV Has Evolved Over The Past 8 Years
Average weekly viewing of Showtime TV programs (live vs. time-shifted)
31% . OnDemand

B Plus 7 Days
B same Day
I Live

Dexter S1 Dexter S4 Homeland S1 Homeland S3

(2006) (2009) (2011) (2013)
BUSINESS INSIDER Source: Showtime, Nielsen, Rentrak @@ @ Statlsta E

hitpy/ie.businessinsider, comiew'dbadds3ach15a344fe7c391qtet 17saboaeoro. P ublished 03/09/2014 , @ NikoMunoz
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Ericsson Consumer Lab TV & Media Report 2015:

35 percent of all TV, video viewing now watched on-demand

* every third viewing hour now spent watching on-demand TV and video
* Report reveals a 71 percent increase in watching video on smartphones since 2012;
The increase in watching on-demand €AY two thirds of teenagers' total TV and video viewing time spent on a mobile device

TV series and movies

6.0 hours/week

Share of total TV time by age group, measured on respective device

@ TVscreen @ Laptop screen @ Tablet screen
Desktop screen . Smartphone screen
- 100%
Smartphone, tabl
: Streamed and laptop
. on-demand 75%
2.9 hours/week o a s Smartphone, D
5 - tablet, and laptop
Streamed 50%
on-demand .
TV series and \ TV screen
programs. and desktop
25%
Streamed TV screen
on-demand and desktop
Streamed movies
on-demand 0%
movies
16-19 20-24 25-34 35-44 45-59
e |
2011 2015 Ao :

Source: Ericsson ConsumerLab, TV and Media, 2015
Source: Ericsson ConsumerLab. TV and Media 2011 and 2015 Base: At least weekly viewers of video/TV with broadband at home, aged 16-59, in 20 markets

Base: At least weekly viewers of video/TV with broadband at home, aged 16-59
Source: hittp://www.ericsson.com/news/1949448 published 03-09-2015
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Fuente: Accenture 2014, Bringing TV to life. The Disrupted strike back. New rules and capabilities to survive. 17/06/2014.
http://www.accenture.com/us-en/Pages/insight-bringing-tv-life-digital-video-transformation-strategies.aspx
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YouTube's Revenue Is Catching Up With TV Networks

Speaking at Business Insider’s IGNITION Tech MM Chart of the Day
Conference last week, IAC chairman Barry

Diller predicted a major shakeup in the cable and YouTube Ad Revenue vs.

satellite TV model within the next five to 10 years. CBS Ad Revenue And AMC Networks Revenue
And based on the data out there filed for us by Bl $12,000

Intelligence, it looks like digital streaming is already BI INTE]

beginning to catch up to traditional TV networks, at $10,000
least in terms of revenue. \/ CBS Ad Revenue

$8,000

As you can see in this chart, YouTube’s annual ad

revenue has been rapidly catching up to that of ;f: $6,000

CBS, one of the biggest and most lucrative TV 2 Yaulueenrhevsnvs
networks, and has more than twice as much $4,000

revenue as AMC, which owns several popular

shows including “Breaking Bad” and “The Walking $2,000

Dead.” But CBS hopes to maintain and increase its / s
lead over YouTube by embracing a new model: the 5

company recently announced it'll have a streaming 007 2008 We 2000 20l SR 4008
subscription service available next year that'll let you e

watch shows for a monthly fee, similar to Netflix. BUSINESS INSIDER

http://e.businessinsider.com/public/3462140 published 09/12/2014 , @NI kO M UNOZ
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Will new platforms became “old-media’ broadcasters? Netflix to
revolutionize talk shows (on demand).

N E T I: I_ | x MEDIA CENTER

Only On Netflix Corporate Assets Now On

Your location: News

Press Releases

<< BACK

CHELSEA HANDLER TEAMS WITH NETFLIX TO REVOLUTIONIZE THE TALK SHOW

Outspoken Comedian Signs Groundbreaking Multi-tiered Deal To Include a Stand Up Special Premiering Exclusiv|
comedy Specials Arriving in 2015 and, in 2016, the First-Ever Talk Show for the Global On-Demand Generation

Jun 18, 2014

Beverly Hills, CA, June 19, 2014 Chelsea Handler wall join together with Netfiix to create an al-new talk show for the worid
Beginning in earty 2016, the show will debut simuttaneously in al Netfiix territonies for members to enjoy however and wher

The new talk show will feature an updated format that still encompasses Chelseas unfiltered opinions on topical entertainmy
her signature guest interviews

But first, on October 10, Netfix waill premiere Handlers first one hour stand-up comedy performance based on her sold-out
She will be taping the special in Chicago on Fniday June 20th at the Hamis Theater

In 2015, Chelsea will create four new docu—comdy specnals exclusively for Netfix feeb.nng her efforts to gain a beuer Lnt

i Hmon RIA VAT b ol e B CHE Has o 3 B MDA el a e illee <ol siv e Wi sl o wre wiits e

Chelsea Joy Handler is an American comedian, actress, author, television host, writer and
producer. She hosts a late-night talk show called Chelsea Lately, on the E! network.

https://pr.netflix.com/WebClient/getNewsSummary.do?utm_content=&utm medium=email&newsld=1356&utm source=Tri .
ggermail&nr_email referer=1 @I\“kOMU NOZ
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Why investors are goinqg crazy over Netflix, explained in one chart

Netflix's stock price went up by almost 20% Thursday following its upbeat earnings report for the first quarter of 2015. One big reason for the
surge in Netflix's shares was its better-than-expected user growth. As seen in the chart below, put together by Bl Intelligence, Netflix added a

record 4.9 million new users last quarter for a total of 62.3 million subscribers.

What's really impressive is its growth in international markets: its 20.8
million international users account for roughly a third of its total users
now, a huge jump compared to a year ago. Netflix is now available in
more than 50 countries worldwide, including Australia and New
Zealand where it launched just last month. Netflix expects to add
another 1.9 million new international users in the second quarter, a
70% increase from last year.

Tech WMl Chartof the Day

Netflix Beats HBO in Subscription Revenue

Quarterly subscription revenue (in million U.S. dollars)

@ HBO @ Netflix (Streaming)
$1,400m

1.1
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Source: Netflix

Millions

Fuente: htip://e.businessinsider.com/public/4202977 consultado 20/4/2015
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Will producers bypass broadcaster?
Desintermedition vs new kind of intermediaries

Dreamworks CEO
%; W Tweet 157 g+ 21 ﬂsmre 71

YouTube will be the dominant platform
in which we consume media in half a
decade, dwarfing current television
giants, according to Jeffrey
Katzenberg CEO of DreamWorks

Animation.
. . W
Speaking at Cannes Lions, Katzenberg

described YouTube as a fantastic
platform for studios to discover new

talent and said that companies should

be lookina to invest in it as soon as

Katzenberg's Dreamworks produced
Shrek, Madagascar and Kung Fu Panda

18 JUNE 2014 - 12:01PM QEigszNESs) | POSTED BY JOHN MCCARTHY | 0 COMMENTS

YouTube will be the dominant media
platform in five years according to

Related News

DreamWorks
Animation announces
Michael Francis as its
first ever chief global
brand officer

YouTube hits billion
unique monthly users
milestone

YouTube launches
live streaming trial

, (@NikoMunoz
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Consumers
demand relevant,
real-time and
personalized
Interactions with the
companies they

ADDRESSABLE ADS ARE CURRENTLY engage with, and
AVAILABLE IN UP TO 42 MILLION HOUSEHOLDS o ’
THROUGH LIVE TV AND VIDEO-ON-DEMAND. are willing to

THE POOL IS EXPECTED TO REACH 50 MILLION
HOUSEHOLDS BY THE END OF THIS YEAR. abandon the brands

SOURCE: ADVERTISING AGE, “THE CMO'S GUIDE TO ADDRESSABLE TV ADVERTISING,' FEBRUARY 19, 2014 th at fal I S h O rt Of
R by 4 Ay SN their expectations.

http://adage.com/article/cmo-strategy/cmo-s-guide-addressable-tv-advertising/291728/

, (@NikoMunoz
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A detall target audiences definition.

v' Meeting those expectations, however, requires knowing who your customers are,
whenever and wherever they choose to engage with you

Identity can be tricky.
)

“With Atlas Relaunch, Facebook Advances New Cross-
Device ID Based On Logged INn Users” Facebook has done something big

with the relaunch of its Atlas ad server, acquired from Microsoft 16 months ago, but that something has little to
do with serving ads. Rather it's about replacing the beleaguered cookie with a new, more reliable ad-tracking
mechanism for the mobile age. This ID, which strips out all but the most basic information about a Facebook
user, is the first salvo in what many expect to be a series of moves by large Internet companies such as Google,
Yahoo, Amazon and Twitter to use the login as the foundation of ad personalization and measurement.

\\\/ http://adexchanger.com/platforms/with-atlas-relaunch-facebook-advances-new-cross-device- @ .
‘ id-based-on-logged-in-users/ Sunday, September 28th, 2014 — 11:34 pm. A NikoMunoz
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What those 2 have in common?

The member of the household who is solely or mainly responsible for the household
duties. A housewife may be male or female. There is only one housewife per household.

(Source: BARB Glosary http://www.barb.co.uk/resources/reference-documents/glossary)
Yy @nikoMunoz
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working woman

Source: How to talk to women AdWeek 27/02/2012 http://www.adweek.com/news/advertising-branding/how-talk-women-138526 .
YW @nikoMunoz
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e Markating Services

Sky AdSmart Launch Partner attributes i Experian sky ‘ IQ

[~ | = l | l
Active Refirement Accumulated Wealth Elderly Family Belfast Northem Scotland
Alpha Temtor_y Balapcmg Budgets Elderly Homesharers Birmingham Central Scotland
Careers and Kids Bright Futures Elderty Single Brighton/Worthing/Littlehampton Border-Scotland
Claimant Cultures Ccmsqlldatlng Assets Older Family Bristal Border-England
Elderly Needs Established Reserves Older Homesharers Cardiff and South Wales Valleys Channel Islands
Ex—Cnun{_:lI Con!m unity Family Interest Qlder Single Edinburgh East-of-England
Industrial Heritage Growing Rewards Mature Family Glasgow HTV Wales
Liberal Opinions Platinum Pensions Mature Homesharers Leeds-Bradford HTV West
New I-_Iomemakers Sgasoned Economy Mature Singles Leicester London
Professional Rewards Single Endeavours Young Family Liverpool/Birkenhead Meridian
Rural Solrt_ude _ Stretched Finances Young Homesharers Manchester Midlands
Small Town Diversity Sunset Security Young Single Newcastle-Sunderland North-East
Suburban Mind-sets Traditional Thrift Very Young Family Nottingham-Derby North-West
Terraced Melting Pot Young Essentials Very Young Portsmouth/Southampton South-West
Upper Floor Living Homesharers Sheffield Ulster
E— | | Very Young Single I I Yorkshire

Home ownership

p——

All men in HH are 16-24

Youngest male is 16-34
Youngest male is 35-44

‘oungest male is 45-54

Source: Sky Adsmart presentation at FutureTV Ad Forum (Dec 2013)

Household Composition

All women in HH are 16-24

Youngest female is 16-34
Youngest female is 35

Pre School age
Primary Sc

s

sky | ADSMART

, (@NikoMunoz
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Ad saturation . .
Prime time is no longer on telly only
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32% 0% FUERARREZE 66%  72%
34% 0% 64% 74%  73%

33% 0% [EE 4 8% | 83% &L

4% Martes

546 | Miércoles
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33% 0%  69% 72% | 66% 67%75%74% 70% 63% @ 45 Viernes
19% 32% 61% 68% 75% 95% M) 67% 52% 51% @38 Sabado
.. . o Ty @ ORLINE VIDED ® SWARTPHORE VI DED
11% 27% 62% 73% 60% BZAZRREIYAN 61% 59% BEEALE 52% 53% @ 59 63% Domingo

Source: Nielsen March 2014 http://www.nielsen.com/content/dam/corporate/us/en/reports-
downloads/2014%20Reports/nielsen-cross-platform-report-march-2014.pdf

23:00 - 24:00

11:00 - 12:00
17:00 - 18:00
19:00 - 20:00
21:00 - 22:00
22:00 - 23:00
24:00 - 25:00

08:00 - 09:00
09:00 - 10:00
10:00 - 11:00
12:00 - 13:00
13:00 - 14:00
14:00 - 15:00
15:00 - 16:00
16:00 - 17:00
18:00 - 19:00

* El calculo de la ocupacién publicitaria se ha realizado siguiendo los criterios marcados por la ley audiovisual (12 minutos/ hora de publicidad convencional). Excluida Publicidad No
Computable y otras formas publicidad salvo Patrocinios | (>10” & <10"en 12 6 Ult. PB3.  El rango 12-13 min./hora reflejado en algunas franjas horarias puede deberse no tanto a un

incumplimiento de la ley por parte de una cadena como a un margen de error asumible relacionado con la atribuciones de campafias por parte de Kantar Media. Para La situacion N . k M
actual solo se ha excluido la Advertencia de medicamentos. gy I O U n OZ
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Pro g ra'm m atl C I n Eu ro p e Online growth is fuelled by video, mobile, )
by IAB and tech @ iab.
CAGR in European Big 5*: 2012-2018
Europe: Net advertising revenue by medium (€m) I ——
140,000 |
viteo o) | - -~
120,000
vt |~
100,000 -
— B

80,000 - Dispiay (all - 65%

0000 . O e W S o 8

40,000 -

Online advel"tising revenue generated throug_h
506 S{r)c:garammatlc mechanisms exceeded €2bn in @ Idb
0 ' . ; ; . Europe: programmatic online advertising revenue (€m)
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 0T
mTV mNewspapers = Magazines mRadio mOOH mCinema =Online s ) o
RRRELY
IAB estimates that by 2018, online media (including video) | - -
will surpass TV, they also see that Programmatic Video " -f“
will capitalize growth . - T
Source: IHS/IAB Europe Prog ic Sizing Initiati

In 2013 programmatic represented 2,2 B EUR and has growth 1119%,

, (@NikoMunoz

Source: IAB Europe Programmatic Market Sizing. IAB Europe and IHS Technology, September 2014
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http://creativity-showcase.com/videos/video |g_mercedes.mp4 , @NikOMunOZ
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Nuevo Clase A.

> Ahora si.

) smartclip

0:55 of) o=y

http://creativity-showcase.com/videos/video Ig mercedes.mp4 , @NikOMunOZ
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TV — MOBILE SYNCH

Synchronization: to simultaneously broadcast an ad in several devices thanks to a fingerprint
technology associated to Programmatic Buying platform.

This technology encodes a TV spot to enable its recognition in real time by other devices such as mobile, tablet or desktop.
When a TV spot is recognized, the campaign in other screens is activated, buying in real time advertising space segmented by

target, interests.. etc

Nuevo Kia Rio
desde 8.200€

¥

por rﬂ de la r111 d de rrrrir Consulta condiciones y egul qmlmﬂmb: nnprl'mad sponible en www.kia.com, Modelo y equipamiento Wisuallzado
esponda con el ofertado SUMO s v o] ,J 100 km): 3,8 — 7.4, Emisiones do CO2 (g/km). 89-189 "Coneultar manual de garantia Kia




TV - MOBILE SYNCH

Our trial Campaign...
Synchronization of our own spots and competitors spot
A) in Social Media environment (Twitter) and all devices (PC, Tablet, Mobiles)
B) in mobile sites and applications (video)

During %2 hour after fingerprinted spot was shown on TV

n4d NO
=1 v

KIA RIO & COMPETITOR TV SPOTS REAL TIME SYNCHRO KIA ADS

KIA RIO




Social Media

W Follow

Un suefio: Ojos en la espalda para poder ver que se
nos viene encima o simplemente andar a lo
Moonwalker.

AM - 26 Mar 2015

27 RETWEETS 43 FAVORITES

Kia E:

1 S el
Klamotorsibera

- 89 *

W Follow

Mo llegar a tiempo a tu destino te hace perder el
MNorte. Ahora podras perderte sélo cuando lo
necesites.

16 RETWEETS

42 FAVORITES

- 193 *

Campaign Dates Q@ -625%
Budget Q@ -23%
e Clicks @ +191,2%
T e i b CPC @ -75%

pareja.

12 RETWEETS 37 FAVORITES - 9 %

We had 3 different creatives online and the campaign was targeted to people
interested in the car industry, automotive brands. We achieved in just 6 days of the
campaign:

v' + 2 million impressions

v' +45.000 clicks

v' 51.390 actions (87% clicks, 11% Video views, 1% others like add to favorites,
replays, retweets...)

v A2,215% CTR (outstanding data, the average is around 0,80%-1% CTR)

v' 5.739 video views



Mobile

Mobile We showed the same spot as in TV through a RTB
campaign with video format

o 25
0 -s11%
o -aion
=

We achieved in 12 days of the campaign:

=
L e
=

v 500,000 impressions with planned CPM
v 8.330 clicks
v 1,67% CTR average

33



Comparative results.

140 1 1 | 40%
— — ies ——
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| \
g : | ! AN /\t - 25%
(033)‘ 60 I /-\/ I I [ 20% f_:)
/_\/\’_/\___\__\/:/ - - - 15%
| 1
40 | | - 10%
| |
20 i - 5%
RN — - 0%
1 2 3 4 5 6 7 8 9 10 11 12 13 14 J15 16 17 18 19]20 21 22 23 2425 26 27 28 29 30 31
Synchro Synchro
Campaign mobile RRSS
DATES CTR when there are no CTR when there are Pp Dif
Rio spots Rio spots P
1-19
25,6% 27,5% 1,9
Only TV
20— 25
. 30,6% 32,8% 2,3
TV+ Synchro Mobile
26 - 31 27.1% 31,9% 4,8

TV+Synchro Mobile + Synchro Social Media



Connected-Natives next generation
we find new ways to engage them.

, (@NikoMunoz
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Closing

“It always seems impossible until it is done”

Nelson Mandela, Noble Prize (1918-2013)

, @NikoMunoz
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To continue the conversation

+ 34 69 565 94 02
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