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Why Native Hanza Media digital operations

Hanza Digital the 5 3 6 cy
fastest growing + O

digital media

company

Source: Deloitte Technology Fast
50 Central Europe, 2014




Why Native Hanza Media growth pillars 2015-2019

- mobile / the needs of \
- full multimediality/ video / advertisers "x

- soc1al media and super distribution

- audience management/ data
- risk sharing marketing operations
- native advertising

theneedsof | | the needs of

publisher consumers




Why Native The growth

Native advertising _l_ 1 6 0
spend across Europe 5 A)

will reach €13 billion

by 2020




Why Native Native Ad Studio

DISRUPTING TRADITIONAL
ADVERTISING MODEL

USER - FOCUSED
ADVERTISING




The new customer expectations

yperdemanding customers require
 Immediate satisfaction
* relentless innovation

e rapid iteration

/Forrester, November 2017/




Why Native The new customer values

e Choice

o Customization

e Integrity

» Collaboration
~ "4 Speed |

..
< ‘Entertainment
* Innovation

-
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Why Native The new customers habits
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Native Ad Studio The approach

APPLYING DESIGN THINKING METHODOLOGY
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Native Ad Studio The approach

NATIVE AD IS USEFUL
AND RELEVANT AD

applies high quality journalism
using emerging technologies
match brand and customer interest

delivered through the

>




The Results Native Ad Studio 2015- 2019

A leader in digital C2B
content innovation native editorial

1 1 4% of Hanza Media digital
revenue coming from native advertising

2 . 9 minute attention time /
per piece of branded content

8 . OOO actions per brand /

avg native campaign

3 OO . OOO unique visitors /
avg native campaign attention time actions per brand

minute / per piece likes, shares per piece




The Results Native Ad Studio 2015- 2019

The best online
native ad in the
world

The best video
native ad in the
world

The best
Omni- channel
integration in
the world

The second best
series of branded
articles in the

world

Native Advertising Awards

Acknowledging the best native advertising in the world!

WINNERS 2016/2017



Case Study
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Brand activism ¢ Social impact 360 native campaign

Case Study







Case Study 1 IN 4 MILLION

"

Croatia \
ldbbe able to Achieve our goals

v" \" Y

THE CHALLENGE: . .
HOW MIGHT WE INSPIRE HELP THE GROUP
CON ER E%%\TING O ACE JEIR

A "HING PR )

AND IN

L

CROAT
~ . .~

*SOURCE: Institute for Social Research (March 2018)



1 IN 4 MILLION
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How WE MADE OUR DREAM COME TRVE IN CROATIA




Case Study 1 IN 4 MILLION




Case Study 1 IN 4 MILLION

Razgovaraj s
MLADENOM

RAZGOVARAJ § MLADENOM

Razgovaraj s

MLADENOM
POSTAVI SVOTE PITANJE

Oni su slijedili svoju strast, napravili

zivotni i poslovni zaokret i zapoceli
nesto neprocjenjivo. I ti to mozeS!
[
® Postavi Pitanje
o

Zelite drugu karijeru? Novo
? obrazovanje? Pokrecete svoj biznis? I
H zanima vas: kako napraviti zaokret?

Razgovarajte s vodecim

strucnjakinjama u najvecoj hrvatskoj
. kompaniji za savjetovanje u ljudskim

resursima i potragu za kadrovima
SELECTIO

a

Tanja Prekodravac valentina Haddad
direktorica organizacijskog dizajna i “3 voditeljica odjela selekcije kadrova

SELECTIO SELECTIO

RAZGOVARAT S VODECIM HRVATSKIM ELSPERTICAMA ZA4 KARITERE

Slijedi svoju strast. I ti mozeS biti 1 u
4 milijuna

Postavi Pitanje

PERSONALIZED AND USEFUL INFORMATION




Case Study 1 IN 4 MILLION

PRICELESS.COM ‘




Case Study 1 IN 4 MILLION

The research results on the
preference for the Mastercard
brand point to an increase of 33%
in comparison to the same period
of the previous year
O O O O O People engaged in the campaign
; |

People asked for career advice




Case Study

Heat Map




Case Study Heat Map

Using big data to design personalised information

HiLike  Share

HEAT MAP
HOW SAFE IS YOUR
NEIGHBOURHOOD
@ Fire
@® Floods
& _ Earthquake D

Home

robberies D

[
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Case Study Heat Map
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Case Study Heat Map

B

b

s ENE®®]Es THE PERSONA: THE INSIGHT:

« Contextual, JTBD e “lt will not happen to me”  Homeowners exposed to two
Interviews e “|t does not happen in categories of information:

* Research my neighborhood” e general statistics they could

* Data analysis not relate to

* Content analysis * disturbing images of natural

catastrophes happening
somewhere else



Case Study Heat Map

The challenge: The approach:

 How might we help the * Making complex
property owners to make information useful,
qualified and responsible accessible and
decisions regarding the personalized

safety of their homes and

» ZAGREB
engage them in an easy and

personalized way, using
digital technology?

ﬂll“

The differentiation:

The first data analysis concerning
property safety issues and risk
calculation for 128 cities in Croatia.
Prior to that, most of the data was
built on the regional or national
level

d’ 5 \‘\ '\\\x\N' s



Case Study Heat Map

How safe is your neighbourhoQe

* The first interactive digital'map in Croatia
that enables readers40 find out is there
and how big is thegisk in their city of
flood, earthquake, fire and home

burglaries/ robheries




Case Study Heat Map

The risk calculation is built upon

* 5 years data analysis of the
burglaries and robberies per capita

e 5 years statistics of fires

* 80,000 earthquakes in Croatia and
the region

e water movements and floods

Project collaborations:

University of Zagreb / Department of Mathematics and Geophysics,
Construction department, The state owned company Croatian Waters,
Ministry of Internal Affairs, The National Protection and Rescue Directorate

e Viasnicl nekretnina u istarskom
e Poredu imaju 32 puta vise Sansi da budu
7, . o
0, Zrtve provale nego stanovnici zagorske
op Pregrade ili Slavonskog Broda
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provala. Dodatna je dobra vijest da 2 e g provala na 1000
kroz godine sigurnost raste -

broj provala 2015. u odnosu na 2om.
pac je za petinu,

Zagreb - gradske cetvrti

e 3 stanovnika

® 9,4 9,4 94 zabiljezeno
je u Dubravi,
anajviseu
Maksimiru,

69 6,9 Tmjui

6,1 6,1 6,2 6,2 Pedcenici

nomerec Stenjeve N. Zagreb-istok

Podsused-Vraple Brezovica N. Zagreb-zapad

48 48

Trednjevka-jug 5. Grad-Medvestak Sesvete Trnje Pescerca-Zitnjak donja Dubrava

Tresnjevka-sjever Donji Grad - Centar Maksimir Gomja Dubrava



Heat Map

Multilevel approach
e Information for your city

e Information for your home
| ead generation

Revenue generation

Koji su gradovi najviSe, a koji najmanje sigurni u sluaju poplave? Kolika je opasnost od potresa u gradu?

Tim Native Ad Studija HANZA MEDIJE za analizu i vizualizaciju podataka, na Zelu sa Dufanom MiljuSem, sveufili¥nim
specijalistom za nacionalnu sigurnost, i Filipom Sariéem, vodeéim ekspertom na tr¥iStu za 2D i 3D animacije, napravio je
prvu interaktivnu kartu Hrvatske koja na jednom mjestu prikazuje relevantne informacije o poZarima, poplavama,
potresima i provalama u svakom od 128 gradova.

WOULD YOU LIKE TO KNOW HOW SAFE IS YOUR HOME




Case Study Heat Map

325.5371 unigue visitors

Attention time / avg per view: Hot leads: Earned media:

QA e 3x more than 14 online articles Iin local media
expected 1 radio show



Case Study Heat Map

Ecosystem & customer journey map

Awareness
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Jutarnji list/jutarnji.hr
print/online/mobile

Engagement

HEAT MAP
How Safe Is Your Neighborhood

jutarnji.hr

Advocacy

Earned media
Social networks



/ Heat Map

S# | Vijesti | Izbori | Zivotistil | Prava pitanja | Spektakii | Biznis | Kultura | Autokdub | D&D | Dobra hrana | Doktor | Globus |

BROUGHT TO YOU BY CROATIA INSURANCE S OURANE

HEAT MAP:
HOW SAFE IS YOUR NEIGHBOURHOOD

Koliko su Zeste provale u stanove i poslovne prostore u vaSem susjedstvu? Gdje se u Hrvatskoj najfeS¢e dogadaju poZari?
Koji su gradovi najviSe, a koji najmanje sigurni u sluaju poplave? Kolika je opasnost od potresa u gradu?
Tim Native Ad Studija HANZA MEDIJE za analizu i vizualizaciju podataka, na €elu sa DuSanom MiljuSem, sveuéiliSnim

< specijalistom za nacionalnu sigurnost, i Filipom Sariéem, vodeéim ekspertom na trZitu za 2D i 3D animacije, napravio je
T q e n at I Ve a d S a re prvu interaktivnu kartu Hrvatske koja na jednom mjestu prikazuje relevantne informacije o poZarima, poplavama,

potresima i provalama u svakom od 128 gradova.
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Croatia Insurance’

bujica, potresa i jos 11 drugih opasnosti? Croatia osiguranje, lider na trzistu imovinskih osiguranja u Hrvatskoj, nudi
mogucnost osiguranja imovine kako bi svatko u svom domu bio siguran i slobodan. Policom Croatia imovina
moZete osigurati kucu, stan, vikendicu, apartman i sav namjestaj, kucanske uredaje i aparate te ¢ak i odjecu.
Saznajte vise www.crosig.hr

Prilog je napravijen u produkdiji Native Ad Studija HANZA MEDIJE i Croatia osiguranja, u skladu s najviSim profesionainim standardima Jutarnjeg lista.

Copyright © Native Ad Studio HANZA MEDIA 2016

NATIVE AD STUDIO




Case Study

Dacia Video Native Serial

Using video as the form of communication



Case Study Dacia video native serial

Dacia Duster brand values
* Reliable

* (Generous

« Simple

e Smart




Case Study Dacia video native serial

* Value proposition: Celebrate
reliability

e Differentiation: A three part video
documentary brings together
Croatian Mountain Rescuers and
the victims they have saved from
hopeless situations for the first
time after the dramatic events

* Tone of voice: Emotional, inspiring




A true story on courage and devotedn
'f”":,-"}‘ 7 4. gﬁ&;‘“%\.
257 A 'Mx\‘ e ""rg‘(

Qs‘s ;\

{ BRE ‘JW
- '-



303.703 video views



Case Study Dacia video native serial

* among the top 20 most viewed
videos on the #1 news website
jutarnji.nr*

e more popular than 550 editorial
videos on jutarnji.hr in 90 days™®

* Engagement/ FB likes/shares:

15.414

*Analytics Period June 7 — September 5

P 0417 0523 @@ <) ,*



Case Study Dacia video native serial

\ 4

Native ads never explicitly tell

<O MI JE HGSS SPASIO ZIVOT

readers to buy Dacia neither they

mention Dacia. Dacia Duster,

branded as a Croatian Mountain ’
Rescuer Team car, appears in three

v

scenes ® The native ads were clearly
labeled ‘Brought to you by Dacia

Croalia

*Analytics Period June 7 — September 5




Native Advertising Advantages

- provides value to the audience
- Improves engagement
- increases brand loyalty

CAN NATIVE
DRIVE SALES




Case Study

Real-Time Influenza Tracking

Driving sales with relevant native ads



Case Study Maxflu Real-Time Influenza Tracking

A3.5X

The Pliva/Teva Group statement:

“In order to increase the reach on our target group a disruptive digital&print campaign by the Native Ad Studio of Hanza Media was
added to the Maxflu base communication. Maxflu was the first OTC drug ever supporting the native advertising campaign:
Real Time Influenza Tracking- powered by Maxflu. As a result, Maxflu grew 3.5 times faster than the market (+17,9% vs market 4,9%),

gaining additional +4% MSh and reaching 32% MSh in the MSR segment. For the first time in history Maxflu became #1 MSR in Croatia”



Case Study Maxtlu Real-Time Influenza Tracking

RELEVANT AND TRUSTED
PARTNER TO MOTHERS
PERFORMERS

THE CHALLENGE: How might we
alert mothers/performers when they

start feeling cold or flu symptoms and
help them to 1dentify the symptoms

through relevant, trusted sources
in order to protect their families,

by using digital technologies?




Case Study Maxtlu Real-Time Influenza Tracking

STRATEGY: HOW DO YOU FEEL TODAY:
Self - Care on Time

1. ALERT THE CUSTOMER
SEGMENT ON TIME

2. RELEVANT
INFORMATION ON TIME

3. PERSONALIZED
INFORMATION ON TIME



Case Study Maxflu Real-Time Influenza Tracking

Relevant information you need to recognize flu symptoms and protect your family

GLAVOBOLJA

Badnjak

umor | slabost

Drhtavica

oo R ba o -, A
l g‘4-|~ '-m:f;'»;'rk—nu .:.h;v‘a-ér' g

PROJECT PARTNERS New York based start- up BioDigital, that has developed virtual 3D body 1n collaboration with the New Y ork School of Medicine / Croatiar
for Public Health / University Hospital for Infectious Diseases dr. Fran Mihaljevic



Case Study Maxflu Real-Time Influenza Tracking




Case Study Maxflu Real-Time Influenza Tracking

2. INTERACTIVE
REAL- TIME
DATA: HOW DO
YOU FEEL

TODAY

- LOCALIZED

- A HIONAL AL




Case Study Maxtlu Real-Time Influenza Tracking

VRUCICA
Gripa: visoka lemperalura (38 do 40 stupnjeva) 3 do 4 dana

Prentada: nictko UMOR, SLABOST ISCRPLJENOST

Savjet dr. Kuzmana:7a gripu je uz nagli pofetak

C1ka Vo ViSoka lemp k' IviSaod 40
stupmieva. Tako visoka temperatura ostaye 2-4 dana. a potom
se postupro izira. Vetina vi infekcija gomieg

aneta aisnog sustava protele bez poviSene lemperature,
samo 1z oleZano disanie na nos | moZda biagu griobolu

o5 20000 e, 1T TRAJANJE BOLESTI

pratena i poviSenom temperaturom, koja se pojaviue | raste
POSIUPNO.

DRHTAVICA

BOLNO GRLO u Bm U mm

Gripa: ponckad

Prehlada: vobidajeno

Savjet ar. Kuzmana:

Nema neke bitne razlike. Griobolja nje esobito istalknut
simplom ni kod prehilade nili kod gripe. Jaka griobolja s
oteZanim gutaniem Karakiensiiéna j2 za steplokoknu (gnognu)
anginu koju treba lijeciti antibiotikom. Bolesnici s gripom -

e e e L POCETAK BOLESTI
drugim virusnim infekciama

BOL U MISICIMA

Gripa: jaka bol

Prehlada: biaga

Savjet dr. Kuzmana:

Uz visoku femperaturu, bolesnici s gripom obicno imaju bolove
u mESICima (mkaighie) | 2globovima (ariaigie). Ponekad i [ )
boiovi mogu biti | vrio 2raZeni - a bolesnici ih opisuy k2o 63
su pregazeni te moraju leci u krevet (“gripa obara u krevet”) U
prehtacama Lakvin bolova ugkavniom nema.

DRHTAVICA
Gripa: uobkaena

Savjet dr. Kuzmana:

Bolji je izraz svakako tresavica, a oznacava vidijivo
podriavanie misica 2bog wio visoke lemperalure. Tako
organizam nastofl Samostaino snitl viastity temperatury
(usporedr lepeza, propeder). Osim jade tresavice, bolesnici
opisuju | cvokptanje zubi, a ponekad daju siikovil opis “lresao
s¢ kricvet na kojem sam leZao”. Bolesmc s prehiadom u
praviiu nemajy esavicu

KOMPLIKACIJE

Gripa: bronhitis, upaka pluéa. pogorSanje postojede kroniéne
bolesti, moZe biti Zivolno ugroZavajuca

Prehlada; upala sinusa, uUpala sreanjeg una
Savjet dr. Kuzmana:

Buoud da svi starfil od 65 goding, sve osobe s kionilnim
boiestima. mala djeca | rudnice pripadagu Zenim skupnama
7a Ceile i ie7e oboljevanje, odnosno pojavu komplikacija
NEZOSIAVNO Se Moraj CRepill protiv gripe svaka godine.

KIHANJE

Gripa: poneckad

Prehlada: wobiCajen simplom

Savjet dr. Kuzmana:

Nema vede medicinsko znadenie. a nije osobito neugodno ni
Za bolesnika. Nema bilne raziike u pojavnost u razicitim
respratormim infekcjama. Ne moZe se voljno kontrolirati




Case Study Maxtlu Real-Time Influenza Tracking

Drhtavica




Maxtlu Real-Time Influenza Tracking

360 native ad campaign
- 52 days
- 3 print media outlets

- 2 news websites associated
social media platforms (FB, Instagram, Twitter)
- e- mail communication

- promotion campaign
- 30+ native content pieces
- branded / display



Case Study Maxtlu Real-Time Influenza Tracking

#1 WITHIN THE
MARKET CATEGORY

- Pageviews/total: 327.708
- Reach FB: 1.7 million

- Social engagement/likes/shares: 6.100
- Number of users engaged in the poll: 9.885

- Impressions: 19.377.817
- Sales: Maxflu grew 3.5 times faster than the market



PREMIUM NATIVE
ADVERTISING

THE MODEL
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Zivljenja 4

apps.jutarnji.hr/smartvoznja/ apps.jutarnji.hr/tv - buducnosti/ apps.jutarnji.hr/dobro _u_hrvatskoj/



Native Ad Studio The rules

Building partnerships with brands
that align with the values the media
platform stands for

Applying the highest editorial
professional standards
e Sources; proof facts
« Style fitting the style of the
platform
* [ayout standards

no

informes

ideas

no

no

low

low

no

low

clear, visible labeling yes

info‘rmes or entertaines entertains

enchance idea?positive emotions emotions

brands name mentioned yes

creative and production/in house studio . yes

use of emerging technologies . high

data analysis/targeting specific audience‘ high

combining with traditional sponsored yes
content

crossmedia/multichannel high



Native Ad Studio Codex

- Clearly labeled
- Applying the IAB and FTC rules

- Not selling products
- Not mentioning a brand
name or products

- Not selling or

misleading readers

emarketer: how the online publishers label native content

PRIMARY WAY IN WHICH NATIVE ADS ARE LABELED
ON US CONSUMER WEBSITES

Sponsor / sponsored

12%
Promoted
12%
Presented by
6%
Provided by
5%
Brought to you by
4%
Partner content
3%
Content by
2%
All other labels
3%

54%



THANK YOU

CREATIVE DIRECTOR C3/PM LJUBLJANA
CO-FOUNDER C3 CROATIA
C3 GROUP BERLIN




