BRAND x Research and Consulting ~ (_ osworwen ) (_eronaresearcn ) (_ comsuting )

Through research and analysis, we identify brand challenges and latent assets using a data- Before: “Hunch-based” advertising / Inability to visualize results / Lack of understanding
driven approach. of the company’s strengths and weaknesses
A comprehensive, end-to-end service package that incorporates analysis results into strategies After: Identify strengths through research, implement tie-ups based on those insights,

and verifies its effectiveness. and verify results

Move beyond “guesswork” initiatives to build “strategic” brand equity and expand your customer based on data.

Service Details (Implementation Flow)

Preliminary Research 1 Video Ad

+ 1 Sponsored Article

Post-campaign Survey

Assess your brand’s current standing.

Using data, we determine whether your brand Based on data-driven insights derived from We qua.ntitati.v§lly v.eriﬂed the effe.ctiveness of
suffers from “insufficient awareness” or “lack research and analysis, Nikkei BP will handle th_'s project’s initiatives by.co-mparmg them _
of association or recall” within your target the end-to-end creation and distribution of with the results of th.e preliminary survey. This
market. video ad and advertorial content. also served as a basis for our next steps.

\ S

Packae Price What's Included in the Package

Preliminary Survey + 1 Video + 1 Sponsored Article + Post-campaign Survey

Additional Notes

12 m I I I IO n ye n (excluding tax) Based on member demographic and behavioral data from Nikkei BP Media, we can conduct surveys

targeting the appropriate users.
The survey includes everything from questionnaire design to analysis, reporting, and a debriefing session.
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BRAND x Research and Consulting ~ ( peworen ) ( erondresearcn ) (_ consuting )

Before: “Hunch-based” advertising / Inability to visualize results / Lack of

Through research and analysis, we identify brand challenges and latent assets using a data-
understanding of the company’s strengths and weaknesses

driven approach.
A comprehensive, end-to-end service package that incorporates analysis results into strategies After: Identify strengths through research, implement tie-ups based on those insights,
and verifies their effectiveness. and verify results

Move beyond “guesswork” initiatives and build “strategic” brand equity based on data.

Service Details (Implementation Flow)

I

Preliminary Research 3 Sponsored Articles Post-campaign Survey
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Assess the brand’s current standing. Based on insights gained from the research We quantitatively verified the effectiveness of

Using data, we identify whether the brand and analysis, we published sponsored articles this project’s initiatives by comparing them
suffers from “insufficient awareness” or “low in Nikkei BP’s specialized media outlet (Nikkei with the results of the preliminary survey. This
recall” in the target market. Business). also served as a basis for our next steps.

\ J

Package Price What’s Included in the Package
Preliminary Survey + 3 Sponsored Articles + Post-campaign Survey

Additional Notes

1 5 m I I I IO n ye n (excluding tax) Based on member demographic and behavioral data from Nikkei BP Media, we can conduct surveys

targeting the appropriate users
The survey includes everything from questionnaire design to analysis, reporting, and a debriefing
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BRAND X Research and Consulting

Through research and analysis, we identify brand challenges and latent assets using a data-

driven approach.

A comprehensive, end-to-end service package that incorporates analysis results into strategies

and verifies their effectiveness.

( Data-Driven > ( Brand Research > (

Consulting >

Before: “Hunch-based” advertising / Inability to visualize results / Lack of

understanding of the company’s strengths and weaknesses

After: Identify strengths through research, implement tie-ups based on those insights,
and verify results

Move beyond “guesswork” initiatives and build “strategic” brand equity based on data.

Service Details (Implementation Flow)

Preliminary Research

Assess the brand’s current standing.

Using data, we identify whether the brand
suffers from “insufficient awareness” or “low
recall” in the target market.

Package Price

12 million yen (excluding tax)

NIKKEIBP
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3 Sponsored Articles _lﬂ_

Based on insights gained from the research
and analysis, we published sponsored articles
in Nikkei BP’s specialized media outlet (Nikkei
XTREND).

What's Included in the Package

Post-campaign Survey

We quantitatively verified the effectiveness of
this project’s initiatives by comparing them
with the results of the preliminary survey. This
also served as a basis for our next steps.

Preliminary Survey + 3 Sponsored Articles + Post-Campaign Survey

Additional Notes

Based on member demographic and behavioral data from Nikkei BP Media, we can conduct surveys

targeting the appropriate users

The survey includes everything from questionnaire design to analysis, reporting, and a debriefing
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Overview of the “Brand Awareness and Recall Survey”

The survey is designed to focus exclusively on the questions most critical for measuring brand awareness and recall.
As a result, we can conduct high-quality research quickly while keeping costs and man-hours to a minimum.

« We will discuss your company’s

situation and establish the
survey objectives and
hypotheses

* Your assigned sales
representative and an analyst
will attend the consultation

e Our brand consultants will share

the purpose of each question,

analysis methods, and the latest

survey techniques

HizBP

Based on the findings of the
interviews, Nikkei BP will
propose draft questions
designed to measure your
company’s brand awareness and
recall
We will solicit your feedback on
the proposed questions and,
following consultation, design
the questions and response
options

S

Respondents are selected based
on Nikkei ID registration
information and log data
For example, it is possible to
target Nikkei ID members who
have an interest in the category
to which your company’s service

belongs

Distribution of

guestionnaires

S

We send an email request for
responses, including a survey
form, to the selected
respondents.

The response period is
scheduled to be one week.

The timeframe may vary
depending on the response rate
You can add up to

up to three custom questions.
We will propose draft questions,
which will be finalized through
consultation

Analysis and
Reporting

o

Nikkei BP will compile and
analyze the survey response
data and prepare and deliver an
analysis report

We will report the findings to
your company based on the
prepared report

The presentation of the
analysis results is expected to
take approximately one hour
per session



Excerpts from the “Brand Awareness and Recall Survey”

We identify your company’s challenges by dividing the process into two stages: “Brand Name Awareness” and “Associations Linked to the Brand Name.”
Through analysis, we identify the key points that should be emphasized in TU advertising, and the survey is designed to allow for post-campaign verification of the

effectiveness of these measures.
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Known among segments with low general awareness but
high purchase intent

Identify brand associations based on data and use them as

the core message for Tie-in advertising.
B&BP

We identify brand perspectives where your company holds a
competitive advantage over rivals.

By comparing aggregated data before and after the campaign,
we can verify the effectiveness of the measures.




Sample Deliverables | Excerpt from the Analysis Results Report

Your company’s brand awareness and recall compared to competitors also impact sales.

We’'ll help you understand your company’s current standing in the target market and identify the position you should aim for,
using common metrics agreed upon by all stakeholders.

:
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M-pen(3Z5 LISIZEABBI L. AMIET S > RIFEM-pen ENSIFEBICEL BB EAN S B. Congpare_d toﬁompﬂ'ltofs ) e Mental
= fe— A= \ * Examin rrelation between n
B OBEEIEELZ 2, 547y TEECLDRAE LS. UT REEELE, xamine the correlation between the Menta
Availability Index (Brand Index) and sales
T _M-pen NS _| 30
AT/ RY—#RAEH 56.4% 2.3 \ j
Bir AT L Ak 22.1% 1.7 25 i
CvYa—iaxZbEtat 7.3% 1.9 ' .
Da—HL—+ 3 9.5% 1.3 1
Edwv b7 —7 AlA 5 51.8% 2.5 29 N G . . .
Frim b — bR A 4.1% 14 *le : a Analysis Details I
GA &2 b =k ad 11.2% 1.8 25| F o M
H7 K/iv 2 FRERas 15.9% 14 * . "
78— A 395% 20 . * Among all respondents, the percentage of those
I\rif}pﬁe%&NS!E‘l\ BFHETH L) - ) ARSI e S B AR R who have at least one CEPs link to the brand in
e =0.84
oM-pen (AZDNAEBL—232) } i i
SEE LS aIT, ST < b T o question at least one CEPs link to the brand
@E;(%ﬁl?’_{,ﬂ,g% R . y * The average CEPs score of individuals who have
YT S RCMpen®BRF DAY, TS5 B EREUMH T 7zCcersFISE, % 10% 20% 20% 0% 50% 60% . .
o an M-pen for the brand CEPs associated with the
\brand p

Q7-11. TOOI LEWT, BUSENAREESHERATIZE. (EHER)

H#ZBP 2

HizBP :



	スライド 1
	スライド 2
	スライド 3
	スライド 4: Overview of the “Brand Awareness and Recall Survey”
	スライド 5: Excerpts from the “Brand Awareness and Recall Survey”
	スライド 6: Sample Deliverables | Excerpt from the Analysis Results Report

