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Study Design

¥ Personal face-to-face interviews conducted on-site (27
Caribbean Cinemas and 4 locations with GroundFx)

¥ Sample o#87 persons 13 to 54 years old for Pop Ads
evaluation

b Smaller sample of 101 persons 13-54 for GroundFX (due to
Its more select placement)

¥ Fieldwork conducted duringuly/August 2006



Key Findings by Area:
Pop Ads

Media Impact Study



Background Information



Pop Corn Purchase Incidence

I Fully 9 in 10 moviegoers purchase Pop Corn in the movies

No
9%

Yes
91%




Pop Corn Purchase Incidence (%)
By gender and age
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Frequency of purchasing Pop Corn in the movies

I The overwhelming majority (94%) buys with high frequen{:y

Most of the time
24%

All the time

70% Occasionally

6%



Frequency of purchasing Pop Corn in the movies (%)

By gender and age
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Frequency of going to the movies

I Four in five (82%) attend more often than once a month

Every2to3
weeks
44%

Weekly or more
38%

Monthly or less
18%




Frequency of going to the movies (%)

By gender and age
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Recall & Impact of Pop Ads



Total Recall of Ads in Pop Corn bags

I Seven in ten (71%) of moviegoers noticed the Pop Ads!

Yes
71%

29%




Total Recall of Ads in Pop Corn bags (%)
By gender and age
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Unaided Recall of Advertiser in Pop Corn bags

I Thevastmajority (95%) spontaneouslyecallstheright brand

McDonald's/

95%

Others
5%



Occasion when noticed the Pop Ads

I Multiple occasions for noticing the Pop Ads

Moments later
32%

Waiting in line
to buy
23%

When I
purchased the
Pop Corn

35%

Waiting in line
to enter
10%



Level of attractiveness of the Pop Ads

I One In two feel attracted to the Pop Ads medium

Not much
25%

Somewhat
38% &

Top 2 Box: 53%

Not at all
19%

Much

15% Unsure
3%



Level of attractiveness of the Pop Ads (%)
By gender and age
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Motivation to visit McDonald’s after being exposed
to the Pop Ads

I One in two feels more inclined to visit McDon@lsl in the future

No

Yes 50%

46%

4%



Motivation to visit McDonald’s after being exposed

to the Pop Ads (%)
By gender and age
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Key Findings by Area:
GroundFX Interactive Ads

Media Impact Study



Recall & Impact of GroundFX



Total Recall of GroundFX

I Almost all consumers exposed@oundFX recall it!

Yes /

95%

No
5%




Unaided Recall of Advertisers in GroundFX

Gillette Fusion R-G Premier Bank
6% 59/ Univ.

Interamericana
5%
Honda Fit
3%
Visa
6%

Others
12%

DMAX/Verizon
63%



Level of attractiveness of GroundFX

I Highly engaging medium: 3 in 4 find it attractive

Somewhat
Top 2 Box: 76% 38%

Much

38% Not much

14%

Not at all
10%




Level of attractiveness of GroundFX (%)

By gender and age
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Motivation to visit/buy the brands advertised in
GroundFX after being exposed to the medium

I One In two feels more inclined to visit or buy in the future

Yes
52%

No
45%

3%



Thank You!

If you have comments or questions aboult
this presentation, please contact
JosZ Alfonso by e-mail or by phone
(josealfonso@theresearchoffice.com,
787-622-4500)






