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ARFAg 20t Century Marketing

The Research Authority
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Creating Brand Awareness
One Way
Major Mass Media

Media Centric

Interrupt & Repeat



ARFAg-Consumers’ Main Media Choices Have Mushroomed...
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1986

1 Newspapers

2 Magazines

3 Cable TV

4 Broadcast TV

5 Radio

6 Cassette Tapes

7 Walkman

1966 8 VCR

1 Newspapers 9 CableTV
2 Broadcast TV 10 Personal Computer
3 Magazines 11 Console Video Games
4 Broadcast Radio 12 PC Video Games
5 Eight Track
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2006

Newspapers
Magazines

Email

Broadcast TV
Radio

CD Player

Cable TV

Personal Computer
Satellite Television
Internet

Cell Phone

DVD Players
Satellite Radio
MP3 Players
Tivo/ DVR
Slingbox

iPod

Blogs

Online Video
Mobile Internet

Console Video Games

PC Video Games

23 MMORP Games
24 Mobile Games

25 Text Messaging
26 Mobile Video

27 Download Movies
28 Podcasts

29 Instant Messaging
30 Socia Networks

Source: Piper Jaffray & Co.



Internet 1s Number Two Media at Home .

Reach at Home
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Some interesting Presentation



Internet 1s Number One Media at Work .

Reach at Work
60%
56%
40% 43%
20% 1%
14% 15%
0% |
Web Radio TV Newspaper Magazine

Some interesting Presentation
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The Online Smorgasbord

Email

General Information
Surfing

Reading

Hobbies

Froduct Infarmation
Travel Informatian
Work/Busine ss
EntertainmentGames
Buying

Stock Quotes

Job Search

Chat rooms
Homewark
Auctions

Banking

Trading Stocks

36%
36%
27%
26%
24%
21%
13%
12%

46%

0%
7%
69%
67%
63%
62%
54%

7%

10% 20% 30% 40 %

a0%

B0 % 70% 20% 90% 100%

PERCENT OF INTERNET USERS

Source: Sanford University, SQSS



ARF /R

ARF A~ Early Days of Internet

I —

e Take print and move it to web.
o Standard internet ad sizes alter print model.

« Metrics limited to web server logs and early panel data, with little
connection to results

— Clicks
— Audience size



ARF& Two Conceptual Models of Audiences

The Research Authority
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Congregation

« Same time/place
« Same Content
 Same platform

Aggregation

« Same target/person
 Different time/place
 Different Platforms




ARFA&. Online Takes Off: Display Advertising, Search Engine
Marketing and Internet Pure Plays
I ———

The period of eBay, Amazon, Google, Yahoo!, Expedia, etc.

v New Business Models

New Consumer Behavior

Personalization Begins

Online shopping and buying (+28% 2006 vs. 2005)

AN

and

SEARCH!

v' Email sites aggregate the largest audiences, creating big markets for display
advertising

v' Search becomes a valuable information tool and navigation aid.



ARF& Search Goes Mainstream
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“Online search is the primary tool most people rely on to do
everyday research”
Ken Cassar, Nielsen/NetRatings

3.3 billion searches in 2004

!

6.2 billion searches in 2006




ARFAg. Online’s New Targeting: Contextual
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e Research shows context impacts ad, highly relevant
context even greater impact.

v Tiffany’s in Vogue vs. People

v Carnival Cruise on travel site

* Reputation of site, content value and category
Involvement impact purchase intention



ARFA& Online’s New Frontier: Word of Mouth
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« Word of Mouth

— Encourage consumers to talk about brands with friends and
family
— Many methods and approaches
e “Send to a friend” links
 Brand ambassador programs
« Community features

— For brand building, word of mouth is about communicating
Insights or solutions that consumers want to pass along



ARFAg 21 Century Marketing
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Creating Brand Demand

Two Way: Outbound and Inbound

Relevant onsumer Touchpoints

Consumer Centric

Marketing Directly



MASB
Standards Project

On-Line Marketing

August 2008

Joe Plummer
(Dipita Chakraborty)

I\/LA\SB Marketing Accountability Standards Board
of the Marketing Accountability Foundation



Background & Issue
I

The internet has been a revolutionary force in society.

Marketing and Business executives are just beginning to
explore its potential and limits.

Online marketing is diverse, encompassing consumer to

information, brand to consumer, consumer to consumer &
brand to brand.

As an emerging technology, numerous real time and delayed
measurements are available for online media.

There is no standardized approach adopted by the industry for
measuring the impact of online marketing.

Several metrics took center stage starting with hits,
impressions, Pageviews, and click-through rates.

None of these metrics are explicitly linked to any model of on-
line marketing or cash flow drivers.

MASB 15



Practical Considerations & Possibilities
I

There is need for a theory of how on-line marketing works...

A standard framework for measuring the financial impact of
online activity.

In order to link on-line marketing metrics to the financial
performance indicators, we will need data from third parties.

A small number of case studies from co-operating
manufacturers could provide the start, based on which we can
form generalizations.

Then the need for third party data will require co-operation
from third party data and metrics providers.



Data Requirements
I

Search and display advertising lead in the online advertising
format race with 40% and 22% respectively of the $21.4
billion total spending from 2007 (eMarketer, October 2007).

E-mail and ebiz are significantly larger with estimates in the
arena of $200 billion in the US alone.

Work should start on a standard framework for linking online
efforts to cash flow in one of the two established formats.

Co-operating companies should provide data from their
tracking and spending in either search or display.



Recommendation, Key Issues, Objectives
]

Proceed w/project, partnering with Adacube (developing
online dashboard of key metrics and financial performance)
along with Microsoft as quantitative contributors.

Also gain support of Integration & Nielsen.
Focus on Search/Banner advertising or Online Marketing???

If search/banner then research by Randy Bucklin at UCLA
would be a great start.

Project Objective: Identify one or more established metric(s)
that may quantify the relationship of online marketing to the
financial performance of the brand???



Next Steps (On-Line) ??
I

Complete Frame-Up

Move to Case Studies w/P&G, Kraft,
etc.

19



Thank-you!

I\/LA\SB Marketing Accountability Standards Board
of the Marketing Accountability Foundation



ARE /R No Surprise—Online is changing time spent with
traditional media
I ———

% Spending Less TimeWith Medium Dueto Time Spent Online

20%
Internet

10% growth as
measured by
page views.

0%

-10% —

-20% Radio, -19%

-30% :

Magazines, -30% Newspapers, -30%
Television, -33%
-40%

Source: Arbitron/Edison Media Research Internet and Multimedia 2006: On-Demand Media Explodes and comScore Networks.



ARFAg Adults Are Stacking Media
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Percent of Adults 18+ Using Two or More Media
e Online —69.3%

 Radio —-69.0%

e TV -68.1%

e Mail —49.5%

 Newspaper —40.9%

« Magazine — 40.2%

Source: BlGresearch, reported in MediaPost June 15, 2005.
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Choices Spread Consumer Interest

Network TV SharesDrop

1998 — 1999 Broadcast Season

2006 — 2007 Broadcast Season (Through December 17™)

Household Household

Program Rating Share Program Rating Share
E.R. 17.8 29 Dancing with the Stars 13.5 20
Friends 15.7 26 Desperate Housewives 13.3 19
Frasier 15.6 24 Grey’s Anatomy 13.3 20
NFL Monday Night Football 13.9 22 Csli 13.1 19
Jesse 13.7 22 Dancing with the Stars Results 12.7 20
Veronica’'s Closet 13.7 21 CSI Miami 11.3 18
60 Minutes 13.2 22 Sunday Night Football 11.1 17
Touched By An Angel 13.1 20 Criminal Minds 10.8 16
CBS Sunday Movie 12.1 19 Lost 10.7 16
20/20 Wed 11.2 19 CSI: NY 10.6 18
Average 14.0 22.4 Average 12.0 18.3
% decline -14% -18%

Source: Nielsen Media Research



ARFA& Advertisers Follow the Audience Online

The Research Authority

e ——

Advertising Spending by Media: Full Year 2006 v=. Full Year 20051 T
MEDIA FULL YEAR 2006 (Millions) FULL YEAR 2005 (Millions) % CHANGE
TELEVISION MEDIA $65,373.3 $62,103.1 5.3%

NETWORK T 2 522 8792 5223131 25%
SPOTTV ? $17,2337 5156148 10.4%
CABLE TV 516,746.0 516,196.6 3.4%
SPANISH LANGUAGE TV 542793 $3,756.1 13.9%
SYHDICATION - NATIONAL 54,2351 542225 0.3%
NEWSPAPER MEDIA $27,972.1 $28,645.8 -2.4%
NEWSPAPERS (LOCAL) $24,057.5 5243722 -33%
NATIONAL NEWSPAPERS $3,539.2 $34275 3.3%
SPANISH LANGUAGE NEWSP $375.4 53461 a85%
MAGAZINE MEDIA $29,833.4 $28,738.5 3.8%
CONSUMER MAGAZINES 523,190.5 522 169 1 45%
B-TO-B MAGAZINES 541449 54,2602 27%
SUNDAY MAGAZINES 51,881.0 517394 81%
LOCAL MAGAZINES 54616 54232 73%
SPANISH LANGUAGE MAG §155.4 51417 97%
RADIO MEDIA $11,054.5 $11,017.70 0.3%
LOCAL Rapio $7,355.3 57,4036 07%
NATIONAL SPOT RADIO 52,695.0 52,604.1 3.5%
NETWORK RADIO $1,004.5 51,0099 -05%
ALL OTHER MEDIA TYPES $15,415.7 $13,303.4(_ 159% D
INTERNET * 50,756.1 58,318.0 17.3%
OUTDOOR $3,8312 $3,528.8 25%
Fsre © 51,828.4 $14565| 255%
TOTALT $149,649.3 $143,305.4 4.1%

Source: TNS Media Inteligence



ARFAg Broadband is a Big Reason
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= 70% of Internet Users now use
broadband for 24/7 Internet access

 Estimated rise to 83% in 2003

= Broadband users:

 Spend more time online
» Typically spend more dollars online

» Convert from shoppers to buyers at a
higher rate
c
-

* Visit retail websites with greater
frequency

Not just more usage...
but different usage.




ARF R Consumers Find Listings Where Convenient

The Research Authority

L argest volume of references still from print, but internet
rapidly growing

« 16.4 billion references made
to print & internet yellow
pages annually

— 14.6 billion references?! — Mix?d
print yellow pages Media
Users

— 1.8 billion references? —
lYP with a growth rate of
44%

Internet Yellow Pages compliment print Yellow Pages, as 85% of Internet
yellow pages users continue to use print yellow pages

12006 Yellow Pages Association Sudy conducted by Knowledge Networks Source.
2gSearch local report, 1'YP search share report, Nov. 2005



ARF /R

There’s a reason it feels like a “Tipping Point”
I

» Broadband effects

* Interactivity

» Experience

Ing to manage time stress

owing competition/Increased brand choice

» Segmentation sophistication

e Globhalization of culture and brands



The Researc

h Authority

The World Has Changed.
How are Marketers Responding?



ARF /R Early Days of Internet: Another Channel
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Shoehorn online strategy into offline business practices

Reach and Frequency was Focus

e Online Alone

e Online plus Offline
v’ X-MOS Studies by IAB/Marketing Evolution
v' What Sticks?

Briggs and Stewart, 2006

* Use same “Mental Models” of last 75 years
v Interrupt and Repeat
v A2I>D>A
v' Tonnage




ARF.ég. Early Days of Internet: Focus on Basic Targeting

The Research Authority

e

Targeting to the Forefront

“In our experience selecting the right audience is a much
larger driver of campaign performance than message.”

Lee Sherman, Avenue A/Razorfish



ARFAg Early Days of Internet: Targeting
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Targeting ldea Borrowed from Direct Marketing

e Segmentation through technology, such as
connection speed

 Demos lead the way (through site analysis)
o Geographic

e Customers

e Day part



ARFAg Online: Targeting in Action
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* Used for:
— Brand Awareness
— Demand Generation (Budwelser)
— Stimulating Product Trial (KFC)
— Driving Purchase (Tristar “Hollow Man”)



ARFA&- Value in Combining Targeting Approaches
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» Goal: Drive trial of new product,
Popcorn Chicken

» Strategy: Get ‘em when they're
hungry.
— Rectangle ads offering coupons
presented at lunch time to office

workers on top web sites (11a-2p
over 4 time zones)

 Results Over 12 Hours:
— 120mm impressions
— 345,000 clicks
— 2.6% of sales



ARFAg Search Advertising Takes Off

The Research Authority

e

Google, Yahoo!, MSN and AOL — The world of paid search
advertising

 50% of online ad spend in 2006
* Projected to be $12 billion in 2010




ARF /R
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Search Grows Up

e

Search Engine Marketing / Optimization

* Proving its value for:
Traffic
Lead generation

National Instruments Paid Placement campaign.

Site Vigits: +108% Year-over-Year

Compass Guard Paid Placement and Search Engine

Optimization campaign
Sitetraffic: “significantly higher”
Conversion rate: from 0.6% to 9.5%

L eads: near zero to dozens per week.

K
1

Web lmiges Vides™™ Newi Miss mores

GOL)SI_E VIRTUAL INSTRUMENTATION [Erm

Web

Virtual Instrumentation
e il EOM Lishen horw 1 B encsre produc

Resuits 1- 10 of about 5,650,000 o VIRTUAL INSTRUMENTATION ®.31 seconds)

Jwith National instruments Lab'

The leader in low cost DAQ boands. Wl sae you time and menay

A ovitual Inw.nmem OR 5816 1 COMPUNEF SoRwadn tRS! & Uted woild 8mpliy 10 .
Viieua! imstrameration ihus refers 1 he use of general purpose
e i Evalution

ttwaen and phaging
o0 ot il

\-"nuu instrumentation - Wikipadia, the
Wirtual i the uze of saftware and modular moasurement

handware to create user-defined measuremant systems, called vinual ...
on wikipedia orgwikiVintual_insirumentation - 12k
Virtual instrumentation Solutions From Measurement Computing -‘dﬂ gauges, malers,

pights to web &n ndows apps

o digtal vahmater, digtal

Virtual Instrumentation
Nnstrimmantation Contiol ko
5 SOUMCES A you naed
S ingtrum et V4 houtad Instrumantal

Wirtwal Instrumentation
Mirmua! sstramantation Too

ESS) for pulsed and oo
ution Sealberes o . Thi &

T e s )
MPASS-GUARD

Marw Vork SEate Liosmsed Watch,
Patrol hpency

i

¥

3

E

1
3

coll Us Toll Freae:

Lons? Term
(0ikR) 60 -GF00

Temporary Security

Mrast 8 FAST Henpanse

Muwd o itk Gaste?
wlnbostere

plandothes,

securty cfficers ane prepaned to handle any B LA LLC R S

Sat) Ak oen.

- i Lor
SEurTY Gu

ad o
shapping uen-ers thl au

e Back oue comtant
sk and Long [and

pritact ws for your FREE ssourity tonsultation)

O G S

Security Sarsicas provides smed

Compars Secority Sarvicas sfars btk srmad He back sur commmant with yasrs ol industry | Campars
el i ’ ety i i




ARFﬁg Search-Plus: Use Consumer Language

The Research Authority

3.2 o@ﬂ'ﬁ]ﬁ'ﬁé‘"
L Y‘Ffsﬂ%if‘y

w‘vwlhul. RSVIGE- coM |

« Angler’s Vice

— Objective: Build traffic and

— FLY FISHING GEAR
sales through SEM ADepatmee Best Sellers
e or a list of whal's hol
m Register to make this vour Start Page. Help 1. Action Optics
Strat 'R Kk d e
- ra egy . evamp eywor C & F Designs Fly Boxes They should be II d 'fly Wesar these fishing, and then
. organlzat\on systems' or somethin g Whether you choose the out on tbhe tovm —gand don't
lists to more accurately reflect oo Dt e, st b o st o e youlbe b tore vy
ests acks oxes
consumer lan guage an d Luggage Tho‘?pff""g Puafh" ET et S?E’h';t?a'mﬂﬁeci‘;l%iiif but adds [tmorese
. . iung\afses th f ature of stol g n the back for light weight rain gear, water tbh:;;!ugu d Anglersvies fly
target advertising better. | e

Expand keyword list from 50
to 450 fly-fishing and branded
terms.

— Results: No hard data but
company reports increases in
gualified site visits and sales,
and decreases in cost-per-
click fees.



ARFA& Search-Plus: Beyond the Click
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* Focus on the “post-click” brand

experience Ao eB "One of my favorite things/-Oprah
BORCORN| < i Vs and 0727 va TR A

- Dale & ThomaS increased 55“"‘3“_ Go . T e | A

We b Sa|es 13% Optl m | Z | n g th e Gifts Assortments Flavors Busineiipggtri“ﬁ&ﬂgﬁPrders Bbout Us

Extral Extra!
: e Welcome to Dale and Thomas
landing page Smmtane POPCOIM - the best popcorn in the world!

Vacaion

+Gils bor Many Whether you're looking for a unique gift or a snack for yourself, Dale and Thomas Popcorn offers the
I——— most mouthwatering flavors on earth! We start with the freshest, plumpest, most tender kemels of

. Improve sit h to enh =
mprove site search (o enhance [ e e e T
the experience

— Chiasso changed search on
site, stopping complaintsand |CHIiASSO e e

inspired design for the home ™ popular searches

increaSing SaIeS 20%_30%. furniture  accessories rugs & textiles  entertaining  bed & bath  kitchen outdoor forfun  seasonal g-iﬂs sale

home > search > lamp

search

Refine your results:

category occasion price range
modern furniture (1) housewarming (1) Under $20 (1)
modern home accessories (32) $20 - $50 (7)
modern outdoor (2) $50 - $100 (18)

$100 - 200 (16)
200 - $500 (8)




ARFAg Search and Branding
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 Leverage searchto TV or other *_ - £
Bont mmtid - T Approntica: Marbo Sfewarf
programs on MBL, Wesdnasday, Movermiser 1 kor o big
I ennoasnernent o Tl o G
— Wish-Bone and Tide-to-Go were _,""_} il Wi’ v Wi
featured on The Apprentice 1 o Eeer riow bor pour chois Bwnomd
® TRUCARAS |0 i LeD ERESOETE O ST
— Brands optimized their websites | 2
and landing pages to maximize ,I_H_,E,__ ! r'ﬂﬂ.- ket lpomn ':-r.“"";r:'-:":
awareness building, stimulate trial ﬂ_u,__,h,_;,E.J_.-_f,_- e e el
and build a list of prospects ' : kel

— Tracking searches showed
immediate spikes when program
aired, and the brands benefiting
for 2-3 weeks after.



ARFAg Online: Today’s Frontier
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 New Targeting Options to Achieve Results

* Richer, more integrated communications strategy, blurring
distinctions between “branding,” “activation,” “shopping research,”
and “purchase.”

e Interactivity is central
 Word of mouth seen as critical



ARE /R Online’s New Targeting: Yellow Pages and Local

Search Gain Traction
e

 Total U.S. revenues for local search engines and Internet Yellow
pages will grow 26.1 percent (CAGR) through 2011, due to:

— Better ad targeting
— More relevant ads
— Increases in CPC

* For Yellow Pages publishers and other local sale forces, revenues
are driven by selling to businesses with physical locations

» Local search engine advertisers are typically national brands or
resellers that want to target local markets.



ARFAg Online’s New Targeting: Behavioral
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* Presents ads or offers based on consumer site visiting and/or
actions on sites.

e Typical uses:
— Branding (NTT Docomo)
— Targeting Purchase Influencers (Amer. Air)
— Convert Shoppers Researching a Purchase (Vonage)
— Retarget Shoppers Who Abandoned a Purchase (Lane Bryant)



ARF R Online’s New Targeting: Purchase-based
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 Made possible by merging online tracking data with purchase data
to identify “fingerprints.”

« Used for branding and stimulating sales
 CPG Brands use this targeting and analysis to:
— Generate Awareness

— Drive Purchase Intent
— Gauge sales impact by tracking offline purchase



ARFAg Online’s New Targeting: Affinity
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e Whatis it?
— Reaching people who share a common set of beliefs, values,
Interests or lifestyles

— No limit on type or variety
— Key issue is efficient reach

* As Affinity Increases Consumers ...
— Spend more time on the site
— Are more favorable to the site and view it as relevant
— Are more favorable towards advertising



ARFA& Milano Moments (Pepperidge Farm)
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 Aim: deepen relationships with \ /
core customers by increasing Milanomomenx J
engagement, retain customers
and increase sales

o Strategy: Weekly email,
Experience sharing, Site
involvements

e Brand Results:
 Purchase Intent +29%




ARFA& Tide Coldwater Challenge
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fi} SEND TO A FRIEND

« Aim: Educate consumers about
benefits and drive trial

Tt
[ ] ‘
[ ]

8

« Strategy: Incorporate word of

mouth into an integrated N

'“3 END ENERGY BILL

campaign. A SHOCK - SEE HOW
aror coss MUCH YOU CAN SAVE
 Results: DEEP CLEANS IN COLD WATER ©

oo warer @ ¢

—Site visits +90% in one week
—1mm samples in 2 months

GIVES FABRICS 0
EXTRA PROTECTION

Deep Clean. Save Green.



ARFAg Online’s New Frontier: Interactivity, Personalization
The Research Authority and Engagement
I ———

* Interactivity comes in many forms
— Personal expression, like Flip
— Transaction support
— Information requests
— Communications

* Interactivity generally leads to greater:
— Time spent with the brand
— Branding improvements
— Traffic

* Needs to be grounded in penetrating consumer insight



ARF /R
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Scion

e Aim: Generate interest in new
brand

« Strategy: Enable consumers to
get information, engage with
brand and share with friends

— Execution: “Personality Test”

e Results: In-market, results not
yet publicly available.
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 Guest bathroom experience

Research Insight: showers as
key as bed

Created unique experience,
including proprietary
showerhead with Kohler

Online/offline media tailored to
travelers habits

Engaging, fun, effective on-site
creative

Extended the experience by
selling showerheads online for
home

Holiday Inn Express

Pl Stay Smarte
Y Showerhead by Kohler®

#1 Guest-Rated Showerhead.
Do your best thinking in the shower?
Prepare for idea blast off.

implySmart 7’
.I ‘.' GUEST BATHROOM EXPERIENCE

TELL A FRIEND | PURCHASE SHOWERHEAD | AUDIO OFF




ARF& Targeting Exercise

The Research Authority

—_
Goal: 5 Minute Report on New Tarqgeting | deas

« Select a business challenge from your group.

* Define the best customer or prospect
— Why Important

* Brainstorm what we know about the target
— Who are they?
— What are lifestyle patterns?
— Most relevant contact/channels
— Favorite leisure interest

 Decide how you can target even better than last year
— Traditional media
— Online



