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Consumer-Generated Media Is Becoming the
Content of the Web

Other Corporate

Rank Sect Global Active Reach Global Active Reach 2 Month (affiliata. ﬁtG.) - celrét;nt
N Dec 08 Feb 09 % Point Change 22%
1 | Search 85.9% 86.4% 0.5%
General Interest o ]
2 Portals & Communities < 85.2% > 86.2% 1.0% Media
Softw  ——— content
3 |[Corware 73.4% 72.8% -0.6% 12%
Manufacturers
4 | Member Communities 66.8%) 68.4% 1.6% Consumer
.
enerated Expert
5 | E-mail 65.1% 64.8% -0.3% gcnntent content
22%

26%

26% of top search results for world’s twenty largest brands is
consumer-generated.

- Jupiter Research
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Consumers believe It
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Consumer oplnlons posted online
Brand websltes

Magazines

v
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Emall | slgned up for

m Global %
B NZ %

Brand sponsorships
Ads before movles
Search anglne ads

Onllne banner ads
Text ads on moblle phones

Yo

New Zealanders are more likely to believe recommendations from
consumers and opinions posted online

People are globally becoming more skeptical about advertising

Source: Nielsen Global Online Report on Trust in Advertising (47 Markets) October 2007
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Not a niche activity in New Zealand...

* 91% of New Zealand Internet users use the web to research products
and services

» Of these, 64% read other people’s reviews / discussions / comments
about products and services online e.g. on boards, blogs and
websites

» 31% actually submitted product reviews online

* 55% rated something or someone online

* 19% of blog readers do so about products or services

* 62% have interacted with others via a social networking site

Source:
Nielsen Online Consumer Generated Media Report, 2008

CGM is infiltrating everything
that we are doing online!




Number one provider accorder to
Forrester...

“Nielsen BuzzMetrics delivers a market leading listening platform that includes
sophisticated sentiment analysis capabilities, strong international coverage and
multilingual support...the re-write of the reporting and user interface —
My BuzzMetrics — extends its market leadership.”

The Forrester Wave™ Listening Platform, Q1 2009 Report

CGM Type: Blogs, Groups, Boards .
Date Range: Last 90 days CGM Segments:
Mutual Fund Comparisons .
CGM Type: Boards Report Type: Forum
Date Range: Last 180 days CGM Segments:
ae: o Total # of Lines: 10
——— Board Forum Messages
_ 1 mutual funds - news and advice woww onlinetradersforum.com 3116
: Blogs, Groups, Boards (ree feeds)
CGM Segments:
e: Last 90 days g 2 inwvesting - theory news & general www . bogleheads.org 1300
3 inwvesting - portfolio help www _bogleheads.org 12FT
Fund Discussion Comparizon 4 investing - help with perzona www . bogleheads.org 525
@ exstments
0&6/0 D&/0 05/1 D&/2 0&/Z 07/0 OF/1 0772 07/2 08/0 08/1 08/1 08/2 08/3 fire and money early-retirement.org 345
F/20 8{20 5/20 2/20 %20 /20 3/20 0720 720 3/20 0720 7/20 4/20 1/20 ~TRowe_Price, 712 y
0z 08 0 02 08 02 02 03 02 0% 08 0= 08 0% f — ‘ 6 personal finance www . redflagdeals.com 313
~Bchuab, 1,184 7 finance v fatwallet. com 290
Sample Amearican Funds = Sarmple ¥anguard Funds = Sample
Fidelity Funds v, 4,351 g f woww fatwallet. com 262
9 money clarkhoward.com 254
Last Updated: 09/05/2008 10 fire and money early-retirement.org 176
Last Updsted: 09/06/2008

—Nanguard, B.6F6

Last Updated: 08/05/2008
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My BuzzMetrics Dashboards

» Cost effective monthly subscription

 Continual consumer insight into your priority topics,
Issues, brands, products and / or competitors

* Delivered via an online interface using our My
BuzzMetrics Dashboards

» Keep abreast of consumer discussion on a daily basis

» Ideal for monitoring threats, developing PR strategy,
spotting opportunities and general market understanding
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Nielsen Approach to Data

Control the harvest to
ensure quality inputs

World’s largest content
reservoir

| HAFIVESTING

Use spam identification R A~ Parse out signatures
algorithm to clean data for accurate results

Topic Classifiers: Filter the
noise to focus on what
matters

Segments: Slice wisely for
trusted, actionable
insights

Other Nielsen data for
context and validation

Vertical-focused, full-time
CGM analysts

Built for Research.

niclser Confidential & Proprietary
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Slicing the data

_Report Builder | | Alert Builder

Choose Data Set Options

[ Include All Data Content
Any Of =
CGM Segments

Include

Automstives
™ Moms & Parenting

Project Segmentis
Include
[~ Electric Car nfluencers.

Location segments
Include

[ Austrsia

™ Germany

I taly

I~ United Kingdom

Filtering Segments By :
All Of :

CGM Types

Exclude ;I ¥ Biogs

3 ¥ Beards

W ¥ Groups

[~ Traditional Media

_:l ™ Micro Blogs

Search Within: I leszage I

Limit Search Results By :
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Slicing the data

_Report Builder | | Alert Builder

Choose Data Set Options

™ Include All Data Content
Any Of =
CGM Segments
Include
Automstives
™ Moms & Parenting

Project Segmentis
Include
[~ Electric Car nfluencers.

Location segments
Include
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™ Germany

I taly

I~ United Kingdom

Filtering Segments By :
All Of :

CGM Types

Exclude ;I ¥ Biogs

3 ¥ Beards
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veryone gets their own dashboard

Englis| * | Welcome, tbudin | Log off

My BuzzMetrics

Home | Manage Users | Settings | Support

Dashboard Explore Quick Topic Search Q

My Homepage Foreign Auto Us. Auto Blackberry Storm

)

U.S. Consumer Products. +

CGM Type: Video=({"Beta"} , Blogs,
Boards, Groups, Micro Blogs
Date Range: La=t 30 days

CGM Segments:

CGM Type: Videos("Beta") , Blogs,
Wicro Blogs

CGM Segments:
- [pse news

%, Weather

M

= ﬁAutu Demae

0 days

Trend

= Aute Demo
2 audi
At N 18
- Audi CGM Types
- Auto Report 12
buick

3
- Food comps copy

té— *M *G-A.’*:- A—*— .-.I

RS PP eEeEOOI OO ®
Uy iy Ly Vy by o s Ly
SRS &‘\\\\?;.ﬁm b "’ 5

- hummer

] éALrtu Demo
= @bEliot

[# Baby Food October 23
[ Gaming for Elliot
Eé Internal Demo 1

Eé Internal Demo 2

-ﬁWarner Brothers - | P .

!

Date

= Audi = Buick L] Hummerl

Last Updated:
F/31/09 2:43 PM EDT

Last Updated:
331/09 2:42 PM EDT

Create New Report

CGM Type: Vidsos('Beta'), Blogs,  CGM Segments:
Traditional Media, Groups, Boards, Total # of Messages: 4,385
Micro Blogs

Date Range: Last 20 days

|

CGM Type: Blogs, Groups, Boards  CGM Segments:
Date Range: Last 50 days
ﬁAum Demo

: 4,000
= Aute Demd® !
Elliot
# 3,200
% Internal Demo 1 Message
@-élnternal Demo 2 100 Jahre Audiin 100 Bildern 2,400
Snlahre Audi Die AUDIAG blickt auf eine langs Geschichte zuriick - ihre Tradition
E-éw:arner Brothers i mobil- und Motorenbau bis in das 19.... Aus Horch wird AudiDa sein
] e o s oo IS O el 0 == 1600} f o T
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Summary

Log in for customisable

dashboards:

* Volume trends
* CGM type — boards, blogs
* Automated Sentiment

* Topic Analysis

* Top Sites

* Top Authors
* Top News Sources
* Verbatims

* E mail alerts

niclser

My BuzzMetrics

CGM Type: Boards CGM Segments: AU Mega Wi Blags

Date Range: Last 365 days Date Range: Lost
=
400
300
) il e s S
e - AT
T T |

Last Updatuc:
£10/08 8:12 AM EDT

Last Updates
£10/08 8:04 AM EDT

CGM Type: Groups, CGM Segments: AU Mega Win ogs
Boards, Biogs.
Date Range: Lust 60 days

® Positive M Hegative B Neutral

Last Updateat
£/10/08 8:10 AMEOT |

Confidential & Proprietary
© 2007 The Nielsen Company



How do our clients use Nielsen
BuzzMetrics

Risk Mitigation

Diagnosis: Identify the threat

Where are you getting talked
about, by who?

Help formulate and evaluate PR
strategy

|dentify Opportunities

Predict trends

Un-earth evolving needs of
consumers

Competitor analysis

Uncover factors that drive
sentiment

Viral marketing

|dentify category/brand thought
leaders

Impact thought leaders (turn them
into evangelists)

Foster communities

Evaluate PR and marketing

Did the campaign resonate, who
with, why?

Integrate with other Nielsen
research solutions

Nielsen Day
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BuzzMetrics Global Footprint

**Market My BuzzMetrics (Dashboard)
USA Available Now
Canada Available Now
Mexico Available Now
UK Available Now
Germany Available Now
Spain Available Now
Italy Available Now
France Available Now
China Q3 2009
Japan Q3 2009
Australia Available Now

New Zealand

Available Now !

India (English)

Available Now

--------
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Contact us now for a free demo...

Vicky Todd
Vicky. Todd@nielsen.com
Tel: 09 970 3698

Amanda Wisniewski lvan Fuyala
Amanda.Wisniewski@nielsen.com lvan.Fuyala@nielsen.com
Tel: 09 970 4311 Tel: 09 970 3678
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