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YouGov asked consumers about their views of the

Christmas adverts of six UK retailers




Sainsbury’s takes the top spot

The John Lewis and Sainsbury’s adverts are liked in equal
measure: 3 in 4 like the John Lewis and the Sainsbury’s
Christmas adverts, and 1 in 2 “love” each of them respectively.

However, when asked to decide upon their favourite,
Sainsbury’s comes out on top, with 2 in 5 naming it their
favourite of the Christmas adverts, and 1 in 3 choosing John
Lewis.

Favourite advert

— Sainsburys

mLike mDislike

John Lewis
Marks &...
51% 46% Boots
Waitrose
Debenhams

John Lewis  Sainsburys Boots Marks & Waitrose  Debenhams
Spencer

Source: YouGov survey I ou G Ov

3 Base: Nationally Representative of 18+ UK adults: n=1017



Sainsbury’s is the favourite of most age groups, with the exception
of 35-44 year olds who prefer Monty the Penguin.

The Sainsbury’s advert appeals to a young audience: Over half of 18 to 24 year olds
picked Sainsbury’s as their favourite Christmas advert of 2014.

53%

45% .
42% e 40%
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24% John Lewis

W Sainsbury's

18-24 25-34 35-44 45-54 55+

You

Source: YouGov survey
4 Base: Nationally Representative of 18+ UK adults — cut by age group



John Lewis sees the biggest and quickest increase in ad awareness after its premiere on November 7. Sainsbury’s
sees the second highest increase, however it gathers pace more slowly — it premiered on November 12th,

Ad awareness

* The increase in awareness of M&S took a while to increase after it
premiered on November 7t

* Awareness of the Boots advert increases only slightly

* Ad awareness of Debenhams remains comparatively low

= B0o0ts Debenhams e |ohn Lewis

a—\18&S e Sainsbury's e \/\/aitrose

5 Source: YouGov BrandIndex
2 week moving average

Have you seen these ads?

John Lewis [N 79%
sainsburys [ 71%
mas [N 65%
Waitrose [N 0%
Boots [ 47%
Debenhams [ 30%

4 in 5 of UK adults claim to have seen the
John Lewis advert prior to taking our
survey, making it the most viewed.

YouGov



Of the brands advertised and tested, Sainsbury’s is likely to see the most
shoppers through its doors during the Christmas period as well as after.

Although the difference is small, John Lewis is the only store where more respondents said that they would visit the store during the
Christmas period compared to 2015, demonstrating that the advertising had the desired impact for the Christmas shopping period.
Given that of all six brands John Lewis is the only one to advertise on TV exclusively during Christmas, this is not hugely surprising.

How likely, if at all, would you be to shop with each of the following...

B During the Christmas period  ® Next year

55% >9%
0,
0 54% 529
46% 46% 45% 439
34%
I I I I ] i ]
Sainsburys Boots Marks & Spencer John Lewis Waitrose Debenhams

YouGov

6 Source: YouGov survey
Base: Nationally Representative of 18+ UK adults: n=1017
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Found it!

Although likelihood to shop at Sainsbury’s over Christmas remains high amongst those that liked the advert (1 in 3), the
advert which engenders the biggest increase in shopping behaviour as a result of liking the advert is Debenhames.

1in 2 of those that liked the advert would be likely to shop over Christmas, an increase of 22% versus the UK
population. Likelihood to shop at Boots and M&S also goes up by 1 in 5 amongst those that liked the adverts
respectively.

How likely, if at all, would you be to shop with each of the

. . . . W UK adult lati M Liked the advert
following during the 2014 Christmas period el LRy

+10% +19% +19% +8% +13% +22%

65% 65% 65% f

R ] ; . 51%
46% 46% 45% 43%
I I I 1 I 1

Sainsburys Boots Marks & Spencer John Lewis Waitrose Debenhams

YouGov

7 Source: YouGov survey
Base: Nationally Representative of 18+ UK adults: n=1017; amongst those that liked each advert



Real-time engagement with each of the adverts...

...a second by second trace of levels of engagement with content
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What the world thinks



The recipe for success is grabbing the audience’s attention in the first 20 seconds, then gradually
building engagement throughout. This is how Sainsbury’s and John Lewis have ensured their position at
the top of the pile this year.
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1 while Sainsbury’s maintains its peak.

Both festive favourites have a gradual increase in engagement throughout their adverts.

However, looking more closely, engagement with the John Lewis ad drops off very slightly

This could explain why the majority audience went with Sainsbury’s when forced to pick a
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Engagement with the Boots advert remains
fairly level but drops around one minute in
when the advert focusses on driving and
travelling and has less human interaction and
emotive visuals.

Once the nurse returns home to see her
daughter back from travelling for a belated
Christmas, engagement increases.

This was the third most liked advert, and
shows that another way to drive engagement
is to build to a crescendo/emotional scene at

favourite. the end.
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Source: YouGov survey
Base: Nationally Representative of 18+ UK adults: n=1017
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Waitrose and Boots are virtually in line with the average engagement score whist the
other adverts exceed this.
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John Lewis

Debenhams

= Sainsbury's

e= o Average (total benchmark sample)

Source: YouGov survey and YouGov advert benchmark sample
Base: Nationally Representative of 18+ UK adults: n=1017

Boots

e V&S

e \\2itrose

= == Min (total benchmark sample)

Using our benchmark data we have
looked at the best performing scores for
an advert over time.

The John Lewis advert outperforms our
previously best performing advert in the
first 10 seconds and closely matches the
‘best in class’ line throughout the advert,
whereas the Sainsbury’s advert doesn’t
guite match the scores overall it follow’s
a similar pattern, gradually growing in
engagement throughout.

Note: the average score it taken from internally
created benchmarks for adverts we have tested.

YouGov



Looking at some of the adverts in more detail

Who are the target audiences and consumers during Christmas 20147
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T
Telling a good and memorable story is key to making a successful Christmas advert.

Which, if any of the following statements, would you associate with this advert?
80% -

70% - 67% The story and the memorability
of the Sainsbury’s advert are
what really makes it stand out
as the favourite for 2014.

60%
50%

This also means it is the most
likely to create a dialogue
amongst its audience and has
the highest shareability.

40%

30%

20%

10%

0%

This advert told a really This is a really memorable | would talk about/share | could relate to the story
great story advert this advert with other in this advert
people

® John Lewis ™ Boots Deb ®WM&S mSainsbury's B Waitrose YouGov
12 Source: YouGov survey

Base: Nationally Representative of 18+ UK adults: n=1017



Boots could really benefit
from getting their customers
to shop online via apps this
Christmas and integrating
their TV and online offering

Just over 1in 4 fans of the

Boots advert who are likely
to shop there at Christmas
use apps for shopping.

Source: YouGov survey and YouGovProfiles

% using different apps

Social Media _ 44%
Weather _ 42%
Messaging and Email _ 42%
News | /0
Navigation and Travel ||| GGl 30~
Gaming || G 2s%
Shopping _ 27%

13 Base: Those that like the Boots advert and would be likely to shop there over Christmas 2014
Versus - Nationally Representative of 18+ UK adults: n=1017

Boots' Christmas customers shop online whilst watching TV and are more likely to
use shopping apps

“Kept me watching to the very end to see
what would happen. Real people, not all
airbrushed and perfect.”

“The music was perfect, the ending just as
perfect and | had no idea what was
coming.”

“Family coming together to show
love/support for those who have to work
at Christmas, as | have had to do many
years.”

“Gosh, had me in tears - all for Mum! What
more can | say”.

“A very human story which I can relate to”

You



Despite some controversy, the Sainsbury’s advert had broad appeal.

Vs. UK adult population

18-24 (12%)
25-34 (16%)
35-44 (20%)
45-54 (19%)

55+ (33%)

Female (55%)

Male (45%)

0%
2%
-1%
1%
-3%

Source: YouGov survey and YouGovProfiles
Base: Nationally Representative of 18+ UK adults: n=1017 — those that like the Sainsbury’s advert and likely to shop there this Christmas: n=444
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It is important for John Lewis to have easy access to shopping online via mobile apps,
and also to tie in their TV advertising with their online offering.
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expenditure compared 10% They are pI’O“fiC users of
with last month (44%) mob”e Shopplng
licati d “Loved the imaginary penguin by the boy's side,
applications and are more and how it found it's soul mate, even though it
Use mobile shopping o likely to shop online whilst was not real. Worked well - hope JL have lots of
apps (28%) watching TV. penguins”
”| liked that the penguin turned out to be a
_ _ ) stuffed toy and it does link back to Christmas
Online shopping whilst 29 This group has a higher household presents that you could get from John Lewis.”
watching TV (47%) . .
expenditure now than they did a “| found the interaction between the penguin
month ago, and are |ike|y to be h]gher and the boy enchanting. The story line is good
. . . and | didn't guess the penguin was a much
Go to cinema in spare spenders during the Christmas period. e gD

. 8%
time (55%)

Source: YouGov survey and YouGovProfiles I ou

1 5 Base: Those that like the John Lewis advert and would be likely to shop there over Christmas 2014
Versus - Nationally Representative of 18+ UK adults: n=1017



Source: YouGov survey and YouGovProfiles
Base: Those that like the Debenhams advert and would be likely to shop there over Christmas 2014
Versus - Nationally Representative of 18+ UK adults: n=1017

The Debenhams advert is well targeted.

Vs. UK adult population

Live in the north of
England (30%)
6%

More household
expenditure compared

with last month (44%) 10%

Have children in household

10%

Good time to make major
purchases compared with

last month (24%) 10%

Those that like the advert and are
likely to shop there over Christmas
are more likely to have children in
their household.

They are spending more than they
were a month ago and see it is a good
time to make major purchases. They
also enjoy shopping in their spare
time

They are spending more than they
were a month ago and see it is a good
time to make major purchases. They
also enjoy shopping in their spare
time

YouGov



Magic & Sparkle

Those that like the M&S

Vs. UK adult population advert and are likely to
18-24 (7%) -5% shop there over Christmas
are more likely to be aged
35-54.

25-34 (11%)  -3%

35-44 (25%) 4%
The look and feel of the
45-54 (23%) 5% advert and the music are
what stands out, and it
55+ (34%) 1% has that Christmassy feel.
Do housework/cooking 8%
whilst watching TV (40%) ’
Children in household
7%

(35%)

Source: YouGov survey and YouGovProfiles
17 Base: Those that like the M&S advert and would be likely to shop there over Christmas 2014
Versus - Nationally Representative of 18+ UK adults: n=1017

“Oh it's wonderful, every little (and not so little) girls
dreams about fairies, keep it up Magic & Sparkle!”

“It uses a theme that was followed in stores, by giving
out random acts of kindness as part of #followthefaries”

“It identifies with the magic and excitement Christmas
can bring”
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Waitrose works in the South

Vs. UK adult population

London (22%)

South (31%)

Good time to make major
purchases compared with
last month (26%)

Use social media whilst
watching TV (51%)

Use a tablet whilst
watching TV (40%)

Source: YouGov survey and YouGovProfiles
Base: Those that like the Waitrose advert and would be likely to shop there over Christmas 2014
Versus - Nationally Representative of 18+ UK adults: n=1017

10%

12%

The Waitrose advert appeals to, and is
most likely to encourage shopping over
Christmas amongst, residents of the
South-east who are willing to make
major purchases during the season but
do not need to make massive sacrifices
to their usual expenditure.

They are avid social media users whilst
watching TV, so it is important for
Waitrose to have a social media strategy
that will appeal to this market, and also
one that ties in with their TV advertising
campaign.

YouGov



What do those that liked the advert and would be likely to shop with each brand watch on TV?

Which TV slot is worth a lot?

YouGo

=

What the world thinks



ITV is the place to advertise at Christmas: amongst those that like each advert and would be likely to
shop with the brand over Christmas, it is ITV reality shows and soaps that gain the highest audience.

“I'm a Celebrity...” was the most

‘r‘ £ Eli_%B“ watched for fans of all adverts

set Me Out OFf Herel Emmerdale and Corrie are also
popular amongst all groups

Top programmes watched (excluding BBC): % of watched each programme (from November 15t 2014)

21% ZM o o
20%
189 19% % 19% . 0 9o 19% 18%
© . 16% 16%
9 e 13% 13% 13% 13%
12% 11%
10% 10% 10% g,
I I I ) I I I ]
I'm a Celebrity... Emmerdale Coronation Street The X Factor/Results

H Nat Rep John Lewis HBoots Debenhams ®M&S ™ Sainsbury’s B Waitrose

YouGov

Source: YouGov survey and YouGovProfiles
20 Time frame for TV: November



Top 10 (incl. BBC)

Coronation Street G 3%
Emmerdale IE— ) 3%
I'm a Celebrity... IEEEEE—— ) Y%
Regional News and Weather IS 19%
EastEnders I 13%
The X Factor Results IEE— 13%
BBC News at Ten I 1%
Strictly Come Dancing I 12%
Breakfast mmmmm 10%
The X Factor mmmmm 10%

2 1 Source: YouGov survey and YouGovProfiles
Time frame for TV: November

Coronation Street and Emmerdale are the most popular programmes
amongst this audience of potential Christmas shoppers

The Debenhams advert premiered during Saturday night X
Factor on 8™ November

But looking at the data, the X Factor Results show would have been
a better place to air the advert than the Saturday night show, as the
former gained a higher % of viewers

You



Summary

= John Lewis and Sainsbury’s are the most liked in equal measure, but when asked to pick their favourite
Sainsbury’s come out on top

= Sainsbury’s is the favourite of most age groups, appealing most of all to the 18-24s, half (53%) of which
choose it as their favourite

= Of the brands advertised and tested, Sainsbury’s is likely to see the most shoppers through its doors during
the Christmas period as well as after

= Looking at the second by second engagement with the adverts, the recipe for success is grabbing the
audience’s attention in the first 20 seconds, then gradually building engagement throughout - this is how
Sainsbury’s and John Lewis have ensured their position at the top of the pile this year

= Telling a good and memorable story is key to making a successful Christmas advert. The story and the
memorability of the Sainsbury’s advert are what really makes it stand out as the favourite for 2014

= [TV is the place to advertise at Christmas: amongst those that like each advert and would be likely to shop
with the brand over Christmas, it is ITV reality shows and soaps that gain the highest audience

. YouGov



Further Information

Angharad Houlden

Shaun Austin

Email: Angharad.Houlden@YouGov.com Email: Shaun.Austin@YouGov.com
Phone: 0207 012 6206 Phone: 0207 012 6090
YouGov Website

https://vougov.co.uk/find-solutions/custom-research/dial-tests/

YouGov Reel

http://reel.yougov.com/

. YouGov
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