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Our world

Share of Average Time Spent per Day with Select
Media by US Adults vs. US Ad Spending Share,
2013-2015
% of total
2013 2014 2015

Time Ad Time Ad Time Ad

spent spending | spent spending | spent spending

share share |share share |[share share

r
Digital 42.6% 27.4% |45.6% 30.6%](48.3% 33.4% More time is
—Desktop/ 22.7% 20.6% | 23.3% 19.0%] | 23.9% 17.0% spent with
laptop* and other mobile than any
connected devices th di
—Mobile 19.8% 68% | 223% 115%| | 24.4% 16.4% othermedia
(nonvoice) except TV
TV** 39.6% 42.2% |37.8% 41.3%] |36.4% 40.2%
T ————

Radio** 13.2% 9.7% [12.8% 9.1% |12.4% 8.6%
Print** 4.7% 20.6% 38% 19.1% | 3.0% 17.8%
—Newspapers 2.6% 11.0% 2.0% 10.0% 1.5% 9.2%
—Magazines 20% 9.6% 1.7%  9.1% 1.4% 8.6%

Source: eMarketer
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How to get started

Do you consider mobile a channel?




Do you see the mobile landscape like this?

Google
You([1)

facebook

Web/Apps
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When the consumer’s experience is like this...

Millennials? They're really attached

always have their smartphone .
@ 8706 at their side, day, and night ® MomS use thelr
phone while
Compared to Gen X shopping in-
Moms, Millennial Moms store
are 2x more likely to be
“cord-nevers”

Today,

of people say they use multiple
screens for everyday activities
such as booking a hotel or
shopping for electronics.s

Pair it with another that says jwe spend 177 minutes on
our phones per day,” and you get a pretty fascinating
reality: mobile sessions that average a mere 1 minute
and 10 seconds long, dozens and dozens of times per
day. It's like we're speed dating with our phones.

of smartphone users who
O/ research on their mobile device
" goon to purchase on a desktop.®

70% agree that now that they are moms, they

are more likely to skip TV commercials Sources:

Think, Google
BabyCenter 21st Century Mom® Insight Series:
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Not Mobile Marketing ...
Marketing in a Mobile World




Ehe ut yourself in thier Shoes.
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State of Mobile @ J&J

>500/ of our website traffic comes from mobile devices, CANVAS
0 : ) :
accelerating our mobile-friendly presence

>50% of searches for our brands have come from mobile since 2014,
crossing threshold a year before Google overall

50+ mobile apps in market across J&J Consumer

-

gvﬁmomge-humt DIGITAL CENTER OF EXCELLENCE 0




Six Getting Started Tips

v Appoint a mobile champion

v Develop a micro-moment insights plan and integrate with your
brand-building framework

v" Ensure all brands have a basic mobile presence
v" Ensure your mobile media is hitting industry benchmarks
v" Create a mobile measurement framework

v Practice “App Abstinence” and sunset apps that aren’t working hard for you

gvﬁmomge-hmm DIGITAL CENTER OF EXCELLENCE




Appoint a Champion to Instill A Mobility Mindset

Define scope of role and appoint a mobile “owner” to:

» Drive mobile-first thinking, elevating the role of mobile ‘ —
within the organization I

* Increase marketer competency; developing training and
learning sessions

» Provide toolsets, governance and standards to increase ¥ & o
effectiveness of mobile assets

* Incubate scalable pilots and integrate new technologies
and ways of working

gvﬁmomge-hmm DIGITAL CENTER OF EXCELLENCE




J&J Is rooted in building trust, improving the lives of
our consumers through solutions to everyday problems

NO MORE TEARS, the first mild
and soap-free shampoo to gently
clean babies without irritating
their eyes

Created first water
resistant sunscreen for kids

1950’s



Today, we are using social listening and analytics to

drive relevance in mobile moments

SAUDI ARABIA: YouTube
users walch an average of
7 videos per day

| US: 8in 10 moms use their E

smartphones while shoppin
Food shopping 2 pRing

R i 3 s
+ Running errands Housework SMARTPHONE
Shares baby phota on
T o il 1l as) TﬁBL-ET Instagram
Philippines + India: Live-in Fall asleep catching
telenovelas

nannies take care of baby
throughout the day/night. Moms in

BRAZIL: Moms tend to be
comfortable sharing photos and
videos on social media, especially
c’b Facebook and Instagram
|

Prepare a meal %0

Family Dinner

the Philippines spend 4+ hours per LAPTOP
day on social networks Shop on Amazon while
watching TV
LAPTOP _ _
Watch videos. UK: 48% of Britons use their mokbile
r catch up on ngwgl phone 1o kill ime during commercial
"? z breaks on TV
Getting ready
for her day \'\\“‘ @%
cecd® _ .
SMART PHONE Family Entertainment
Read email, check ﬁad," Mn-nlj.:,
Facebook and read about : Qleepy TImE
SMARTPHONE

milestones on BabyCenter

Read blogs and search
online forums



Our JOHNSON'S® Brand has developed the
BEDTIME® Baby Sleep App based on these insights

1:33 AM 1:13 AM @ 3 .- ane = 1:22 AM

Bedtime < Bedtime Sleep Analysis

D

Frankie

ranki

0 hs

J My baby moves around a great deal
6 when he is sleeping. Is this normal?

Good

60 56 84 56 72 .‘_. 3 - ‘ Restless sleep is quite common.

However, many things can affect your
baby's ability to sleep comfortably, so
View Analysis & Recommendations be sure to check with your pediatrician if
you are concerned that he is physically
uncomfortable when he is sleeping due
Begin New Sleep Analysis to something like reflux, an ear infection,
or snoring. You should also consult with

Sleep Analysis

= _ 2 your pediatrician if his movements
Sleep Scores, Analysis, and Advice log appear unusual.

Custom sleep analysis by date

Jun 30 Good SleepScore: 68 >

The JOHNSON’'S® BEDTIME® Baby Sleep App provides:

» Sleep Log to track baby’s sleep sessions

» 3-Step nighttime routine with instructive videos and step-by-step advice

» Access to our panel of sleep analysts, who will answer your sleeprelated questions
» Lullabies and Ambient Sounds and Music to help soothe your baby to sleep



Ensure you have a basic mobile presence

WHAT'S TRENDING

soeoe [D

» Sites on our internal web platform, CANVAS, are on average 8-10 points higher on the Google Mobile

Friendliness Score
e Of the 115 sites we've migrated to our new platform, 50% previously didn’t have a mobile-friendly presence,

and none were tablet friendly!
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In Search, our ‘mobile moment’ came about a year
before Google’s

Today, more than half of our brand site traffic around the world is coming
from a mobile device

Mobile % of Total Search Traffic

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

% Total Search Clicks

%) I I I e T I e I I N I N I e T ) ™ ™ ™ ™ ™ ™ ™ ™ ™
T B B B B B B B P B B BB
R N Y A N N N A R N N Y A g N N A A g N N

NN N BN TN I

—Computers —=—=Tablet «—Mobile
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Does your mobile measurement cover these

channels and formats?

Formats

Audio Video Display/Readable  Rich Media

0 Podcast o }-'ggf‘_rrgﬁre‘/m'd‘ O Banners’MMA [ Banner
p Universal Mobile dabl
Q Instream O Value Exchange Ad Package 0 Expandable
(UMAP)2.0 O Interstitial

In stream, sound
(u]

turned off O Non-Standard

Other Interactions  Native Coupons

D Embed aVideo @ In-Feed (Social) [ Click to Print O Static
’ In-Feed Save to Loyalty ]

O Embed Audio (m] (Content) (m] Card O Dynamic
O Play animations @ In-Map O Display

Integrate touch
= interactions 0 In-Game 0 In-App
DO Addaneventto [ Paid Search

the user’s o Recommendatio

calendar n Widgets
DSend a SMS D Custom

message
[OcCall a phone

number

Osavea picture

Channels
Push
Advertising Websites Apps Notifications

O In-App O Responsive @ i0S and/or 0 In-App
O Mobile Web O HTML5 Android O Mobile Web
0O Beacons/In-
Store
Text Marketing Social Search Email

0 sMsS O In-Feed D Paid O Mobile
o MMS O Sponsorship @ Organic Optimized

Source: MMA SMOX
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We’ve just begun reporting deeper on mobile media
to increase sufficiency

Total Global Working Media Spend

\ Total Global Digital Media Spend

UO%I I I I

Social Search Display Online Video

% of total

B Deskiop ®Mobile

o

® Digital ="Traditional"

Goal: Increase our mobile media sufficiency by shifting our mobile share of impressions torightsize
with consumer behavior

Audit completed to quantify total mobile media investment globally for the the 15t time, across display,
social, online video and search

gvfm.wquwﬁﬂmt DIGITAL CENTER OF EXCELLENCE




Is Mobile broken out in your measurement model?

Marketing Return by Channe Marketing Return by Digital Tactic

Sxx l'
t | ‘ I
Fox
. . Print

Digital Paid BBTV Videos Mobile Social Digital Total
Displays Search FSis Digital
ROI
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How we’ve driven effectiveness of media using
mobile data and targeting

-l

Neutrogena

go-ﬁvmomge-humt DIGITAL CENTER OF EXCELLENCE



Practice App Abstinence: Mobility + An App

. . . . Are you able to invest in
Is it as meaningful to Does it have to be or is user acquisition and Can you stand out

the user as the brand? it better as an app? retention? in the category?

With more than 1.5
Are you filling a Define the million apps in the
gap in the experience first, App-installs could App Store and Play
consumer journey not the account for $4.3 Stores;'can.you
with an technology. There billion — nearly a create an
experience based could be less quarter of all U.S. experience that is
on a strong value friction through mobile ad spend differentiated from
proposition? mobile web others in the
market?

gcﬁrmunnqc&nm‘b DIGITAL CENTER OF EXCELLENCE



Where we’ve seen success

THe go!m-m...golmm oA . ohmonafohmon
7 MINUTE WORKOUT 3°3 7 MINUTE WELLNESS

ehmwonfohmon
L] ..
i Qe
) 7 MINUTE
: : ! § WELLNESS 08 - 07 - 15
7 MINUTE . i far Expecting and New Moms™
WORKOUT . ntu Ifl‘! .
o o

. -
fresannt

BICYCLE CRUNCH ~

Nearly 2,000,000 downloads since launch in 2014, this is
J&J’s most popular app to date

Brand new app launch built of the success of the original 7
minute workout app

Launched March 2016, already named “Best New App” b
Apple and featured prominently in App Store

4.5 out of 5 star rating based on 3,500+ reviews Reached Top 50 in US Health & Wellness Category

Highly engaged user-base (100k MAU’s & average time
spent 9:00+ minutes

gvfm.wquwﬁﬂmt DIGITAL CENTER OF EXCELLENCE



The questions you should be asking

v Have you mapped your mobile consumer journey?
v Have you developed creative against those moments?
v Do you review your creative from a mobile device?

v Do you know how much time your consumer spends in mobile-first experiences and are you present in
them?

v Do you know how much of your media is spent in mobile channels?
v How often are you looking at that?

v Do you have a basic mobile presence? Do you understand the performance of your owned and earned
assets in Mobile?

v Do you understand your viewability in Mobile?

v Have you named a mobile “champion”?

gvﬁmomge-hmm DIGITAL CENTER OF EXCELLENCE




Opportunities for all of us

v'Develop standard definitions for mobile
v'Develop Mobile Viewability and performance standards

v'Break out of Mobile Jail to look at Mobile as a percentage of
overall media mix

v'Better incorporate Mobile into our Media/Attribution models

v'Consolidate the mobile vendor landscape

gvfm.wquwﬁﬂmt DIGITAL CENTER OF EXCELLENCE



Our goal

Provide consumers with a frictionless, consistent and continuous
experience across our J&J brands anytime, anywhere, regardless
of the channel, format, location or device — online or offline.
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Thank You
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