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• For Better Communication
• For Better Accountability
• For Better Marketing
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• Marketing Works . . .
– But some marketing works better than others
– There is significant financial benefit from doing more of 

what works well, and less of what doesn’t

• Continuous Improvement will drive growth
– Making successful campaigns even more effective
– Increasing the efficiency of marketing spending
– Understanding and improving marketing ROI

• Continuous Improvement requires timely and 
accurate communication
– To enable feedback from marketplace results
– In time to make mid-course corrections
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The planning cycle moves from objectives to execution, 
informed by marketplace results for feedback 

Business
Objectives

Marketing
Insight

Marketing
Plan

Tactical
Execution

Marketing
Results

CEO and CFO

CMO

Brand Managers

Agency Partners 

Marketplace Measurement 

Yet the feedback 
loop is often too late 

for mid-course 
corrections

Feedback Loop
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Business
Objectives

Marketing
Insight

Marketing
Plan

Tactical
Execution

Marketing
Results

Portfolio management, Volume, Profit, Share

Consumers, Category, Channel, Competition

Product, Price, Promotion, Distribution

What to do, When and Where to do it

Spend, Delivery, Response, Sales

Marketing Information systems

Marketing Mix Modeling systems

Trade, Promotion, Agency systems

Each constituency in the marketing chain uses 
different systems, definitions and data sources

Agency/Client Reporting, BI systems

Financial Accounting, ERP systems

Feedback Loop
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Business
Objectives

Marketing
Insight

Marketing
Plan

Tactical
Execution

Marketing
Results

Portfolio management, Volume, Profit, Share

Consumers, Category, Channel, Competition

Product, Price, Promotion, Distribution

What to do, When and Where to do it

MS Office documents are the primary medium of 
communication between constituencies 

Marketing Information systems

Marketing Mix Modeling systems

Trade, Promotion, Agency systems
E-mail with

Spreadsheets,
PowerPoint decks,

Word docs

Financial Accounting, ERP systems

Agency/Client Reporting, BI systems
Spend, Delivery, Response, Sales

Feedback Loop
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Business
Objectives

Marketing
Insight

Marketing
Plan

Tactical
Execution

Marketing
Results

Portfolio management, Volume, Profit, Share

Consumers, Category, Channel, Competition

Product, Price, Promotion, Distribution

What to do, When and Where to do it

Inefficient communication at each step slows 
feedback and makes accountability difficult

Marketing Information systems

Marketing Mix Modeling systems

Trade, Promotion, Agency systems
Inefficient

Communication
between
functions

Financial Accounting, ERP systems

Agency/Client Reporting, BI systems
Spend, Delivery, Response, Sales

Feedback Loop
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Portfolio management, Volume, Profit, Share

Consumers, Category, Channel, Competition

Product, Price, Promotion, Distribution

What to do, When and Where to do it

An “Information Chain” using common definitions to 
share data between functions is the solution

Financial Accounting, ERP systems

Marketing Information systems

Marketing Mix Modeling systems

Trade, Promotion, Agency systems

Agency/Client Reporting, BI systems

How can this be
accomplished?

Spend, Delivery, Response, Sales

Feedback Loop
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Common
Definitions
and Shared

Data

An Information Chain is based on a central repository 
of common definitions and shared data

Business
Objectives

Marketing
Insight

Tactical
Execution

Marketing
Results

CEO and CFO

CMO

Brand ManagementAgency Partners

Marketplace
Measurement

Marketing
Plan

Marketing
Plan
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Common
Definitions
and Shared

Data

Automation speeds up the feedback loop, enabling 
mid-course corrections and continuous improvement

Business
Objectives

Marketing
Insight

Tactical
Execution

Marketing
Results

CEO and CFO

CMO

Brand ManagementAgency Partners

Marketplace
Measurement

Marketing
Plan

Marketing
Plan
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• Efficient information sharing between all business 
stakeholders

– Finance, Marketing, Brand Management, and Agencies

• Ongoing feedback and learning
– Derived from comparing actual results to planned objectives
– “Year-to-Date”, “Year-to-Go” generates “Need-to-Do”

• Accountability
– Accurate, transparent, and consistent information
– Supporting the measurement, forecasting and improvement of 

financial return from the investment of marketing resources

• Timely communication
– Continuous improvement requires understanding what is 

happening now . . . in time to react!

Information Chain Automation provides significant 
benefits for Marketers and their business partners
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Data Reconciliation 
and Reporting

Financial Control 
and Improved 

Spending Efficiency

Analysis for Continuous 
Improvement in Marketing

90%

10%

Information Chain Automation frees up all 
constituencies to focus on better Marketing

Professional time 
spent without

Information Chain 
Automation

Professional time 
spent with

Information Chain 
Automation

20%

50%

30%
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Geographic 
Differentiation

National

Local

Brand / Campaign 
Portfolio

ManyFew

The amount of added value from Information Chain 
Automation depends on the complexity of the business
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The benefits of Information Chain Automation derive 
from the sharing of common data across systems

Business
Objectives

Marketing
Insight

Tactical
Execution

Marketing
Results

Financial Accounting, 
ERP

Marketing 
Information Systems

Marketing Mix 
Modeling Systems

Trade, Promotion, 
Advertising Agency 

Systems

Agency/Client 
Reporting, BI 

Systems

Marketing
Plan

Marketing
Plan

Common
Definitions
and Shared

Data
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Some definitions are already universal and are used 
consistently throughout the marketing industry

Common
Definitions
and Shared

Data

Examples:
UPC
DMA

Zip + 4



Confidential & Proprietary 
Copyright © 2008 The Nielsen Company

Project Middleware Draft
For discussion purposes only Page 15

But many definitions vary among marketing 
constituencies – making working together harder 

Common
Definitions
and Shared

Data

Examples:
Brands

Campaigns
Media
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Nielsen is launching NielsenLinx – a “master data” 
service which provides these common definitions 

Common
Definitions
and Shared

Data
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NielsenLinx will provide and maintain global master data 
for Brands, Locations, Media and Entertainment

• NielsenLinx Codes – Unique Identifiers that Facilitate Integration
• Syndicated Organizational and Media Ownership Hierarchies
• MarketSync Process – Encoding Client Data with NielsenLinx IDs

P&G

Ahold

B 1234000

M 3007743

L 0563390

Tide

NBC

Stop
& Shop

GE

B 1234567

M 3005633

L 0524227

BRAND

MEDIA

LOCATION

394-0123-0812121

NBC 1234

S&S523 12DC
LI

EN
T
N

ielsenLinx 
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Common
Definitions
and Shared

Data

NielsenLinx enables different business functions and 
systems to work together better

Business
Objectives

Marketing
Insight

Tactical
Execution

Marketing
Results

Financial Accounting, 
ERP

Marketing 
Information Systems

Marketing Mix 
Modeling Systems

Trade, Promotion, 
Advertising Agency 

Systems

Agency/Client 
Reporting, BI 

systems

Marketing
Plan

Marketing
Plan
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Service ProvidersSe
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Agencies

Marketers

Retailers

Media/Entertainment

Measurement
Services

Monitoring
Systems

Transaction
Systems

Payment
Systems

The NielsenLinx Network

Common Language Throughout the Marketing Information Chain
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Next Steps
• Continue to solicit feedback from industry stakeholders
• Refine Marketing Information Chain Automation vision
• Finalize NielsenLinx Automation technology plan

– Web service
– Scheduled or “on demand” delivery
– Processes to improve the Marketing Information Chain

• Prepare Deployment Timeline 
– Three Year Plan
– Initiate pilot projects to validate benefits
– Scheduled releases beginning in 2008

• Industry Consortium Business Model
– Universal acceptance of NielsenLinx definitions and codes
– In liaison with all industry groups (4As, ARF, ANA, MASB) 
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