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Study Approach & Methodology

Accretive Media utilized a mobile survey-based approach to determine the impact the

ReachTV campaign had on consumer awareness, consideration, and recommendability of
Carnival Cruise Line and their products in the airport

The survey was in field from Jan 1st and Mar 30th followed a validated test and control
methodology. Upon final recruitment, both the test and control cells consisted of 200
consumers each. All aggregate results have a 95% confidence level.*

The following results are broken up into distinct sections:
e Ad Recall & Attitude

e Brand Awareness

e Recommendability and Intent

e Summary & Key Findings

Carnival
CHOOSE FUN TOGETHER

BOOK ON CARNIVAL.COM OR CALL YOUR TRAVEL AGENT.

*All stat testing metrics available upon request.



Unaided Brand Recall

QUESTION OOHABA: Which, if any, of the following brands of
cruise have you heard of? Select all that apply.
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Control Test

QUESTION OOHABA: Which, if any, of the following brands of
cruises have you heard of? Select all that apply.

Disney Cruise Line-

Royal Caribbean -

Carnival Cruise Line-

Norwegian Cruise Line -

Celebrity Cruises -

MSC Cruises - 32/46

Don't know- 4 /2
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Unaided Brand Recall Stat Sig

QUESTION OOHABA: Which, if any, of the following brands of
cruises have you heard of? Select all that apply.

Disney Cruise Line- 176 / 181
Royal Caribbean - 156 / 180
Carnival Cruise Line- 172 /176
Norwegian Cruise Line - 116/ 145
Celebrity Cruises - 75 /90
MSC Cruises - 32 /46

Don't know-4 / 2
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Statistical Signficance Two Sample t-test
For Survey Question OOHABA

SUMMARY: The p-value is large enough (greater than 0.05) that

we fail to reject the null hypothesis and conclude that there is

not enough evidence to support the alternative hypothesis that
showing the Carnival Cruise Line advertisement does have an affect on
the survey respondents' awareness of the Carnival Cruise Line brand.

Sample size: Test Sample=820, Control Sample=731
Mean difference: -0.12

Standard deviation: 2.22

t-statistic: 1.57

p-value: 0.12

Confidence level: 0.95

Confidence interval: (-0.34, 0.10)

600 800 1000 1200 1400 1600



Attitude Toward Carnival Cruise Line Ad

QUESTION OOHABO: How did the Carnival Cruise Line advertisement impact
your opinion of the brand? Would you say it made you feel...?
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Attitude Toward Carnival Cruise Line Ad Stat Sig

QUESTION OOHABO: How did the Carnival Cruise Line advertisement
impact your opinion of the brand? Would you say it made you feel...?

225%-
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200% - For Survey Question OOHABO
SUMMARY: The p-value is small enough (less than 0.05) that we
175% - can reject the null hypothesis and conclude that there is evidence to
© support the alternative hypothesis that the average Test survey
respondent did not feel 'Worse' after viewing the advertisement.
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Carnival Cruise Line Ad Understanding

QUESTION OOHMM: What was the main message of the Carnival Cruise Line
advertisement? Please be as specific as possible.
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to have fun and enjoy family

sail together

choose fun together with family or girifriends » 3 =
book my stay at carnival cruise line

book a carnival cruise a come have fun

family time and choosing fun togetherl!
carnival cruise line is fun for people of all ages. and affordable. fun togheter chase fun together
vou can have all the entertainment you want and food

let’s have fun together

Carnival
CHOOSE FUN TOGETHER

BOOK ON CARNIVAL.COM OR CALL YOUR TRAVEL AGENT.




Carnival Cruise Line Sentiment

QUESTION OOHBO1: Based on what you've seen, heard, or read about QUESTION OOHBO1: Based on what you've seen, heard, or read about
Carnival Cruise Line, how would you rate the brand? Carnival Cruise Line, how would you rate the brand? Would you
say Carnival Cruise Line is...?
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Carnival Cruise Line Recommendation

QUESTION OOHNPS: How likely are you to recommend QUESTION OOHNPS: How likely are you to recommend
Carnival Cruise Line to a friend, colleague, or family member? Carnival Cruise Line to a friend, colleague, or family member?
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Carnival Cruise Line Recommendation Stat Sig

QUESTION OOHNPS: How likely are you to recommend
Carnival Cruise Line to a friend, colleague, or family member?

Audience

Extremely likely - 29.0/49.0 s
Test
Likely - 32.0/32.5
Somewhat Likely - 27.0/ 20.0

Statistical Signficance Two Sample t-test
Very likely - 25.5/19.0 For Survey Question OOHNPS

SUMMARY: The p-value is small enough (less than 0.05) that we
Neither likely nor unlikely - 7.0/9.0 can reject the null hypothesis and conclude that there is evidence
to support the alternative hypothesis that showing the Carnival Cruise Line
advertisement does have an affect on the likelihood to recommend
Somewhat unlikely - 9.0/ 8.0 Carnival Cruise Line to a friend or family member.

Sample size: Test Sample=200, Control Sample=200
Not likely-~ 4.0/ 6.0 Mean difference: -0.32
Standard deviation: 6.14
t-statistic: 1.31
Not at all likely-~ 8.0/5.0 p-value: 0.19
Confidence level: 0.95

Confidence interval: (-1.53, 0.88
Very unlikely-1.0 / 0.0 ( )
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Carnival Cruise Line Purchase

QUESTION OOHPUR: The next time you are going on a cruise, how likely
are you to book a cruise/vacation from Carnival Cruise Line?
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QUESTION OOHPUR: The next time you are going on a cruise, how likely
are you to book a cruise/vacation from Carnival Cruise Line?
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Carnival Cruise Line Purchase Stat Sig

QUESTION OOHPUR: The next time you are going on a cruise, how likely
are you to book a cruise/vacation from Carnival Cruise Line?

Audience
Control

Somewhat likely - 66 /78 Test

Statistical Signficance Two Sample t-test

Very likely - 76 /72 -
=Ry For Survey Question OOHPUR
SUMMARY: The p-value is large enough (greater than 0.05)
that we fail to reject the null hypothesis and conclude
Neither likely nor unlikely- 39 /30 that there is not enough evidence to support the

alternative hypothesis that showing the Carnival Cruise Line
advertisement does have an affect on the likelihood
to purchase a cruise from Carnival Cruise Line.

. Sample size: Test Sample=200, Control Sample=200
Somewhat unlikely -6 / 11 Mean difference: 0.03
Standard deviation: 1.21
t-statistic: -0.32
p-value: 0.75
Confidence level: 0.95
Very unlikely - 13/9 Confidence interval: (-0.20, 0.27)
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Custom Questions

QUESTION OOHAAA2: Which of the following brands contains the following QUESTION OOHLIKE: How much did you like these advertisements?
messaging/tagline: "Choose Fun Together" in its advertising?
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Custom Questions

Very likely -

Extremely likely -

Neither likely nor unlikely

Somewhat unlikely -

Not at all likely -

QUESTION OOHBOZ2: Do you think Carnival Cruise Line
is a brand for people like you?
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QUESTION OOHPO: Do you believe Carnival Cruise Line
is helpful to your family?
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Ethnic & Relationship Status

White -

African-American/Black -

Hispanic -

Asian-

Other -

Ethnic Breakdown
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Single -

Married -

In a relationship -

Living with a domestic partner - 6% | 5%

Separated/Divorced - 5% /| 4%

Widowed -0% / 0%
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Education & Employment

1. Some High School or Less -

2. Finished High School -

3. Some College -

4. Finished College -

5. Post Graduate Study or Degree -

Education Status Breakdown
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11% / 16%

20 40 60 80

Audience
Control
Test

43% | 43%

100

Full-time White Collar-
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Full-time Blue Collar-

Student -

Retired -

Homemaker -

Employment Status Breakdown
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Summary & Key Findings

Campaign showed awareness lifts of 2% unaided; with Carnival Cruise Lines being 3rd of the cruise of
brands most familiar with

Approximately 77% of the respondents felt the ad positively impacted their association with Carnival Cruise
Lines

Roughly 56% of respondents left with a very positive impression of the Carnival Cruise brand
The message of ‘choose fun together’, and ‘family’ rang true in the messaging across videos
Favorability lift is 10% higher among those exposed to the ad

More than 51% of the consumers exposed to the ad were likely to recommend Carnival Cruise Lines Cruises
to family or friend (proxy for purchase); 6% lift versus control

Consideration lift was 6% among exposed audience
Over 51% exposed found Carnival Cruise Lines is the brand for them

Overall, airport was a highly positive environment for Carnival Cruise Line brand
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Appendix



Description of Survey Data & Statistical Significance

SURVEY DATA

There are 79 columns of data in the survey
51 of the columns are the responses to survey questions
11 of the columns are data associated with socio-economic-demographic information about the survey respondents
There are 17 different questions in the survey
There are 400 records of data in the survey data
o 200 Test survey respondents
o 200 Control survey respondents
There appears to be a slight skewness across the survey respondents' socio-economic-demographic information
impacts the measurements - weights are applied to measurements

STATISTICAL SIGNIFICANCE

Statistical significance tests were performed for the following questions:
o OOHABA (unaided recall), OOHAAA (unaided recall), OOHABO (sentiment), OOHNPS (recommendation),
OOHPUR (purchase)
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Thank You




