THERE IS NO FEELING
LIKE DOING!

2 PART MARKETING & 2 PART MATH: [T\
THE RECIPE TO EFFECTIVE CONTENT STRATEGY /L’t

POWERED BY XPLAIN
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MAEEAUDIENCES HAVE

‘SENSE OF SMELL OR PHONE?’

98% | 53%

OF MILLENNIAL OF 16-30 YEAR

MALES HAVE A OLDS SURVEYED

CELL PHONE. WOULD RATHER

- MRI1 2015 GIVE UP THEIR
SENSE OF SMELL
THAN THEIR CELL

uts

PHONE.

- McCann Worldgroup

OF MILLENNIAL MALES
USED SOCIAL MEDIA IN

Creating the ‘Stars of the Next
J THE LAST 30 DAYS.

Generation’ ... 8 out of 10 of t
influential celebrities accordi
. teens are YT Stars.

- Variety Survey

t

U ON MOBILE DEVICE.
- MRI 2015




new behaviors



WITF!

WELCOME TO FACTS!
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THERE ARE 2 BILLION MONTHLY ACTIVE
USERS IN FACEBOOK

1.6 BILLION OF THEM ARE USING THEIR MOBILE DEVICE TO ACCESS IT
1.57 BILLION ARE USING IT ON A DAILY BASIS
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65 MILLION BUSINESSES AROUND THE GLOBE
NOW HAVE A FACEBOOK PAGE

40 MILLION OF THEM ARE SMALL BUSINESSES
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SOCIAL MEDIA SPEND WILL ALMOST DOUBLE
IN THE NEXT 5 YEARS

22% WILL BE THE INCREASE IN THE NEXT 12 MONTHS ONLY

CCCCCCCCCCCCCCCCCCCCCCCCCCC



BUT INTEGRATION OF SOCIAL MEDIA AND
MARKETING STRATEGY SHOWS MINIMAL
PROGRESS
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43.3 % OF MARKETERS SAY THAT SOCIAL
MEDIA HASN'T BEEN ABLE TO SHOW ANY
IMPACT ON THEIR BUSINESS

SO SOCIAL MEDIA PERCEIVED TO CONTRIBUTE LITTLE TO COMPANY’S PERFORMANCE
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ENGAGEMENT IS CONSIDERED THE MOST
IMPORTANT METRIC OF CONTENT MARKETING

ACCORDING TO 80% OF MARKETERS SURVEYED IN THE USA
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GAMIFICATION IS THE LEAST COMMONLY USED
CONTENT TACTIC

WHILE IT IS 300% MORE ENGAGING THAN BRANDED CONTENT
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SO HOW ARE WE DOING?
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IN BRANDED PAGES WITH >1 MILLION
FANS IN FB
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1% ORGANIC REACH!

LAST 30 DAYS

GV



0.1% ENGAGEMENT!

LAST 30 DAYS AVERAGE



LESS THAN 19% OF VIDEO VIEWS CONTINUE UNTIL
95% OF AVIDEO'S LENGTH

MAYBE OUR CONTENT IS NOT SO RELEVANT TO OUR CONSUMERS...
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>27% OF THE GLOBAL BRANDED CONTENT ARE
DEAD POSTS

THAT IS ... ZERO INTERACTIONS
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BUT WE KNEW THIS RIGHT?



ONLY 1.7% OF BRAND MANAGERS ARE LOOKING
AT THEIR PAGES INSIGHTS EVERY WEEK!
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SO IS CONTENT STILL THE KING?



| THINK THE KING IS NAKED!

M



WE SHOULD DRESS THE KING WITH
A CONTENT MARKETING STRATEGY



IS a Strategic Marketing
Approach Focused on Creating, Distributing
and Evaluating
to Attract and Retain a
Clearly-defined Audience — and to

by the Content Marketing Institute
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LET'S MIX-IN 2 PART MARKETING

THE SEXY PART




WE STARTED WITH CLEAR OBJECTIVES

Have a Common
Global Look and
Feel for the
Brand
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D & Y

Optimize non working
A&M by proper Global
Utilization of Content

Improve the ROI of our Digital
Channels by:

Maximizing total reach

Ensuring optimum Engagement

Boosting content performance
through maximizing Relevance
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WE ESTABLISHED CLEAR ROLES

« Content strategy * Global Brand * Digital Media * Insights / data
e Frameworks Content Buying strategy “live” analysis
* Capability * Locally * Optimization
building relevant of strategy
content
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PRODUCING CONTENT IN 3 DIMENSIONS

TENTPOLE CONTENT

Large scale brand building tent-pole content
targeting broad reach.

i.e. Drone Hunting (TVC, Activation etc)
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PRODUCING CONTENT IN 3 DIMENSIONS

TENTPOLE CONTENT EPISODIC CONTENT
Large scale brand building tent-pole content Episodic Content building engagement and
targeting broad reach. relevance... Targeted reach.
i.e. Drone Hunting (TVC, Activation etc) i.e. DR1 Episodic Series and TV show
/ i/
— INVITATIONAL

CONFIDENTIAL - DO NOT CIRCULATE



PRODUCING CONTENT IN 3 DIMENSIONS

TENTPOLE CONTENT

Large scale brand building tent-pole content
targeting broad reach.

i.e. Drone Hunting (TVC, Activation etc)
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EPISODIC CONTENT

Episodic Content building engagement and
relevance... Targeted reach.

i.e. DR1 Episodic Series and TV show

— INVITATIONAL

ALWAYS ON CONTENT

Contextual and Personalized content with
laser targeted reach.

I.e. Gamification of our posts related to the
campaign
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BUT WE STILL NEED TO KNOW WHAT
CONTENT WORKS AND WHY...
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FORGET IT!
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USING THE DIP TO MONITOR PERFORMANCE G

3 CORE KPIS: REACH ', ENGAGEMENT 2, RELEVANCE °

TARGET GROUP UNDERSTANDING WHAT CONTENT WORKS? WHAT PROMO STRATEGY
WORKS?

clobal Interest it

» What they talk about ? « Content Type » Frequency

« When and how they talk? » Video Length « Spent Level

* Where is the future potential?  Social Sharing Trigger *  Online — Offline Interaction
» What role they want the Brand to play? » Photos’ Memorability

CONFIDENTIAL — DO NOT CIRCULATE 1. The number of unique people exposed to brand’s content 2. The number of Interactions per 1,000 people reached 3. The number of shares per 1,000 people reached 35



FOCUSING ON 4 KEY AREAS

Audience Content Promotion Predictive
Analytics

via Machine Learning
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UNDERSTANING THE AUDIENCE

WE UNDERSTAND OUR TARGET GROUP BETTER THAN EVER

MD Target Audience’s Interests MD US Consumer Needs based on Users’ Comments Linguistic
Analysis (by Kotler-Ford Model Analysis)

- 13%
Video Games

Hip Hop & Rap 459,
music

1%, Drones

39% BMX Action Movies
35%
3% Graffiti .
Motorbiking
& Street Art
ree 239,

Other 21%

0
10% Skateboard Winter Sports

11% Mountain Bike Water Sports 21%

Snowboard
16%
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Our Audience Personality

Utilizing Myers-Briggs Model to grasp Motivators Revealed by Behavioral Actions

Extraversion
Introversion

The four letters that indicate
psychological preferences on
how people perceive the
world around them and make
decisions.

Judging
Perceiving

Attitudes

How we interact with
our surroundings

Lifestyle

How we approach work, planning
and decision making

Perceiving function

How we see the world and
process information:

Judging function

How we make decisions and
cope with emotions:

The Myers-Briggs Model is based on Jung's theory of psychological types, portraying our preferences on four scales.

Sensing
Intuition

Thinking
Feeling



EVALUATING CONTENT PERFORMANCE

WE TRACK THE PERFORMANCE OF OUR CONTENT
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Drone Hunting
Denmarky

Lucas Xaparral Brazil

DEWmocracy Philippines

@ Drone Hunting Australia

’ Titanfall 2 US
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OPTIMIZING NON WORKING A&M

ﬂ Mountain Dew

alike @B Comment A Share

» Vihdoinki on maessa tilaal Mita otat

PAKISTAN
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SWEATING OUR PROMO STRATEGY

WITH “LIVE” EFFECTIVENESS MONITORING

The 7 Factors that affect Reach

» Content Relevance and Advertising Effectiveness play both an

important role as they depict how the content is received by people

Global MD Reach Performance (2016)

1 1
} 1 1
Reach | Avg.Posts | Content | % Content
: perDay | Relevance | Promotion
1 1
5 : :
f 0
1 1
1.6B : 055 1 055 ' 62%
i 1 1
. 1 1
. 1 1
. 1 1
. 1 1
i ! !
297% ! !
1 1
1 1
1 1
1

M - v

Advertising
Effectiveness

75%

% change on Global compared to Jan-Sep 2015
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Avg.
Negative

Feedbackper: Performing
1K Reached | Content Type

0.33

-17%

]
| Avg.Reach 1 Avg.Reach
Best : Best

1 Performing

: Campaign
454638 1 1824746
Video : Kickstart

: 596%
81%

% vs the average of 2016

Optimizing Advertising ROI by evaluating the Effectiveness

« Measuring the effect that Content Paid Reach has in the number
of people that got engaged with the specific piece.

« We are monitoring every 3 hours the effectiveness of Advertising
for each Country

 Countries now have the ability to add their online and offline
campaigns and see in real time the impact to main KPIs.
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PERFECTING THE CONTENT

WORKING WITH ADVANCE ALGORYTHMS TO PRE-TEST OUR CONTENT

MEMORABILITY

Understanding if our content will be memorable

Memorability: Low Memorability: High

(score: 0.430)
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(score: 0.783)

IMPACT

Understanding if our content has stopping power in a mobile
environment and where will the consumer focus

42
Source: Facebook Insights Jan 1 2016 — Sep 30 2016






GET 29 COUNTRIES TO VOLUNTARILY
FOLLOW THE STRATEGY!



CREATE A CONSISTENT BRAND LOOK
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Mountain Dew Norway
F €

Sjekk Red Gerard og crew cruise gjennom Dew Tour jibbeleypa i denne 360 videoen #DewTour

#DotheDew
facebook.com/DewTour N O rway

www_facebook.com/Red-Gerard- 598615216886805

Dew Tour: https:
Red Gerard: https

7 oiecis

Red Gerard A2E2| 3ot £l

VR @43t 7 Dew Tour EZ2| MAEES LAHEN

RSzl g0l ElS 45

#DoTheDEW #DewTour #Breckenridge

Korea

‘}7//‘ Mountain Dew Sweden

€

Kolla in Red Gerard och hans crew cruisa under Dew Tour i den har 360-videon. #DewTour #DoTheDew

Sweden

€

Se @RedGerard og crew cruise gennem @DewTour jib course i denne & D e n I I I ar k

"’é’ﬁ" Mountain Dew Danmark

¥

PF%7 Mountain Dew PK @

Watch Red Gerard and crew cruise through the Dew Tour jib course in thig

#DotheDew

Pakistan

n Mountain Dew UK @
Fe €

Watch Red Gerard crew cruise through the Dew Tour jib course in this 360 video. #DewTou| U K



VIDEO VIEWS

PR IMPRESSIONS
STORIES: 425
OUTLETS: 125

VIDEO POSTS: 218

ESTIMATED IMPRESSIONS: 210,495,225

FULL SHOW: 964,167
:30 TVC: 2,361,809
TEASER: 802,412
ACTION EDIT: 2,152,910 "
TOTAL VIDEO VIEWS: 6,765,698

/ | |




internationalist -

ell15

RETHINKING POSSIBILITIES

Awards for
Innovative Digital
Marketing
Solutions

GOLD
Mountain Dew- Global Content Strategy |
PepsiCo & XPlain

GOLD AWARD FOR INNOVATIVE DIGITAL
MARKETING SOLUTIONS
INTERNATIONALIST / ANA

READERS’ CHOICE AWARD FOR HOTTEST
DIGITAL MARKETER IN 2016 BY ADWEEK




The Average
Monthly Total
Reach of the
MD FB Pages
Increased by
221%

The Average
Engagement of
our posts
Increased by
67%

The Average
Number of
Interactions per
Engaged User
of the MD FB
Pages increased
by 335%
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THANK YOU!

Manos Spanos
Sr. Director Global Brand Marketing, Mountain Dew

Manos.Spanos@Pepsico.com
Karagos@xplain.co
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