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Marketer Perspective W

“It was the
best of timesa
it was the
worst of
times. It was
the age of
wisdom+ it was
the age of
foolishness-

Charles Dickens, A Tale of Two Cities

3




Our Effectiveness Framework

RIGHT CONTENT QUALITY

REACHING

THE RIGHT AUDIENCE
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* Branded Awareness
* Persuasion

* Unique

Reach/Frequency

* Targeting Index
* Viewability

}

* Effectiveness/ROI
* GSV/S Spent
* Equity




Cross-Platform Measurement W

It has been a time of (Challenges

Complexity

What are the Standards

Do we have Confidence

Where 1is “True North"




Cross-Platform Measurement W

It is now a time of Excitement

//f Dramatic Progress i\\

due to:

Technology
Data

Collaboration

\_ /




The Current Challenge




Marketers Want Simplicity W

Per 2013 ANA/Nielsen Optimizing Integrated Multi-Screen Campaigns

Current/Preferred Measurement of Effectiveness/ROI of Multi-Screen Campaigns

Base- 176

= Current

" Preferred

T1%
Usze variety of metrics specific to individual screens

Don't measure effectiveness/ROI

Use one set of metrics across all screens
73%

JE. How are you ewvremtly measuning the effectivensss/RO| of your infegrated muwiti-screan campaigns, and how would you
prefer to measure the effectivenessROI of your integrated multi-screen campaigns?®

Source. 2013 AMATScsan Integraled Mull-Scrasn Sumvey
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Cross=-Platform

Measurement Land
Grab'! -
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ARE WE WATCHING LESS TV NOW

THAT WE HAVE MORE SCREENS?




The Current State
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Cross Platform Value is Indisputable %el&%a

Market Mix Analysis TV Effectiveness Alone and
Within Cross Platform

Modeled Sales
Effectiveness
results of
campaigns which
utilized TV only vs 100
those utilizing
cross-platform
touchpoints

290

192

122

TV Only TV + Print TV + Digital TV + Print + Digital

M Effectiveness Indexed to TV Only



Enabling Data Driven Marketing

Helbloggs

The most effective marketers of the future
will utilize decision making capability
which optimizes 1n real time:
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WHO to
communicate
with
(finding our media target
based on interpretation
of: cookie data, set top

box data, mobile phone
#, email, etc)
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WHERE to
best reach the

consumer

(as all touchpoints
become addressable,
determining the right

one based on their point
in the P2P or frequency

of exposure to
k messaging) /

WHAT to tell

the consumer
(is it a ‘desire’ message
or a ‘decide’ message;
which piece of content is
right for this consumer;
what is their brand
propensity, etc.)

- J

WHEN to talk

to them

(based on how
frequently | want them
to hear from me, and
sequencing of
touchpoints)

- J



http://www.google.com/imgres?imgurl=http://www.clker.com/cliparts/c/a/c/2/12316861951931359250rg1024_cartoon_tv.svg.med.png&imgrefurl=http://www.clker.com/clipart-cartoon-tv.html&usg=__iSh7ycgSBYoA-kxyVJMjSEHz5Cc=&h=299&w=264&sz=15&hl=en&start=32&zoom=1&itbs=1&tbnid=_85YtgkYiMsnqM:&tbnh=116&tbnw=102&prev=/images?q=cartoon+tv+set&start=18&hl=en&sa=N&gbv=2&ndsp=18&tbs=isch:1

The Call to Action










Can We Achieve: ﬂ/% . .

Measures as simple as “Screentime”?

Confident Planning and Measurement of
True Unique Reach and True Frequency?

Enablement of true Data Driven
Marketing?



We Will Achieve: ﬂ/% e

The Age of Wisdom



