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Microsoft
Advertising
Research

 Measure the value of advertising investments

* Maximize impact of digital media
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Principles we apply to our research practice

Test & learn to help clients and ourselves
navigate the evolving communications
landscape

Identify best-of-breed research partners and
solutions for today’s marketplace.

Partner for the journey, as well as the
destination




Areas of Research We Pursue

Sales/ROl Channel Evaluationst
Hall & Partners

neuro-based method Audience Profiling

Nielsen//NetRatings
Questus

Marketing Evolution
ACNielsen/NetRatings
ComScore Media Metrix

Online Trade Mktg Buzz/WOM
Brand Effects Nielsen/Buzzmetrics

Dynamic Logic/MB ReS ealrcC h

Insight Express

Channel Planning
MillwardBrown/Greenfield
Essential Research

Cross-Media

Brand Effects
Marketing Evolution

Creative Testing

: MetrixLab
Ml”Wgcr)?r'Eég‘r"én/ DL Millward-Brown/DL
OoTX

~ Microsoft:
Advertising



Many channels, many potential brand contacts
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A network of many choices ...

custom IM

soclal networks

display : .
more optionsy
for reaching®is

search 1

targets,, .4 gaming

e-tailing

mobile

... a unique challenge for Microsoft

~ Microsoft:
Advertising



Understanding
targets’ media
NEHVIES

Determining
how channels
- can best serve
brand comm
needs

Digital
Lifestyles

Best
Practices

ptimization of
Messaging &

Post-evaluation & Positioning

stewardship
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Determining
how channels
can best serve

brand comm

needs

Understanding
targets’ media
NEHVIES

Marketing Mix Analyses

Channel Connect
Best | other qualitative approaches

Practices

Optimization of
Messaging &
Post-evaltfation & Positioning

stewardship
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Marketi ng Mi X ®* Demand Iar.ge.c.latasets with
enough variability to tease out

Analys €S individual media effects

(ROI)

® Has limits in accounting for
small media /vehicles/special
events

® Cannot be used to project ROI
on yet untried strategies, I.e.,
media vehicles yet to be used

® Usually treats digital ad
Investments as a single entity
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Measuring cross-media brand effects

Spot Online

Radio + (among
. National Spot Spot Spot entire Direct
MetI’ICS Radio TV Online pop.) Email Mail

-— 19 | o 2%

Past Purchase (4%) 3% 3% 1% (4%)
Behavior

Purchase Intent (3%) 3% 2% 1% (3%)
(retailer) Top Box

Purchase Intent

(retailer) Top Two

Box

Average Brand

Image

Sample: Adults 30-54 |Sample Size: Pre-289 Post-1048

| o

=
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Media
Contacts
Audit

® Overcomes some of the limitations
with marketing mix analyses

® Heavily dependent on data
analysis system — somewhat of a
black box

® Requires regular “re-calibration”
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Channel Connect

Touchpoints

other qualitative ®*Doesn’t measure ROI
approaches

® Relates channels to various
points of brand engagement

®* Heavily dependent on the
Insights of researcher

® Can uncover nuances of
brand and media
engagements
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Lifestyle of Digitally Savvy Consumers

" ~amll

Expectation of e
everything B / ey’re experts

: : S in ‘stealing’
being readily ’ moments for
Lines between g available  SSeaNM themselves
work and : AN  during the day...
play are B = e -
blurred

...Little time to
pursue interests
and relationships

old “navigate their
networks” B sl so technology
through a A offers them
multitude of - opportunities to

routes connect
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B

kids going crazy ’ email, make personal phone calls, food shopping.
(SAH Personal. Boston)

ENTHUSED PERSONALS (PARENTS): Channel Engagement and Mindsets

I'll only talk to my family and
close friends by phone.
£, Otherwise its email.
Oo% S d@o (SAH Personal. Chicago)

Rushed and busy, multi-tasking. High
energy and chaos levels. Focused on
getting others fed and organized.

Waking up to alarms.

TV as kids distraction,
X (DVR recorded

shows/movies) Some
A\ TV news, newspapers
(quick check)

First real /
breath the
can take a)I/I Anxious, little
day. TV (primetime drama str?ssded F thUt
Exhausted, , ‘to do’ list.
but excited to Fome?ytrecoidlez% or (functional — banking,  Need energy
IoweSOMe | Niydce, onie. PTACL), o est ofcay
‘me time.” e adio/TV in ngaging in
Looking to banking). Personal background. personal tasks
indulge in email. Z with channels
some TV or PN S as company.
fun internet 2 o %, &
browsing. %%, % %, Sy
0’/5//‘ OO@Q 00 §\\(° N
2% R Do NN
’ 220, %% %,.% P S ‘<‘§\$«\% \
% 5,50, N X A\, DTN
NS D NP pr & Y &
%0@;’% %@O% %,)'f’o&O@« TV/Radio in background. ,’Z,\\b*g?\o&o\’)\
7 o8 2, &% %, OOH billboards, in-store AR
/o’??éo 052 %, 2% signage. \Q\\@%‘G\\@\& e
708 5,0, ¢ 3% ¢S
.S . D % @ & NI
% 2,0, 0% ACAECINN
O f%f%f%&% Last chance to get things done before flurry o ® \@@01%“”\\(\%%
Walk in the front door...it’s 9//?'9@%0% ;’00‘7 family activity starts. Spurt of energy to take care ‘bo& P
the witching hour....chaos... 2 D 0. of household duties and personal stuff — check S




Channels Clustered by Needstate: Key Functions

Indulgence / Me-time

Newspaper—
weekends only

Reading in bed

Prime Time TV

Cinema DVDs

Gossip
Magazines (US,

People) DVR/tivo

Online gaming or
Fantasy Leagues
(party poker, mah
jong, Fantasy
Football)

Reality TV Shows

Shopping online
and in stores
(Ebay, Malls)

Recuperating, getting
sense of self back

Wind down/ decompress

Familiar/Re-run TV comedies /
sitcoms

Go through mail

Internet—surfing
(shopping, news
stories, googling
topics of interest)

Primetime
news

Phone calls to friends and family

Transitional, helping
change gears

Productivity/Efficiency

Morning or evening radio

Internet Errands — banking,
bookings etc

Cell phone Blackberry

DVR/tivo own musie
Texting

Facilitating tasks,
sustaining momentum

Social Connection/Bonding

Going to sports event or live
music shows

Some chat at work — coffee
breaks, at the printer

TV Movies / DVDs
Email
Blogs, chats, MySpace

Phone calls with alpha friends
and family

Keeping relationships alive
and feeding them

Diversion /| Escape

Silly clips (email or downloads)

Quick Hit Internet (trade press,
gossip, weather,

travel offers)oytdoor/Transit ads

Car radio .
Magazines

Music downloads
Commuter Press (Red Eye)

Sport scores on ESPN.com

Providing quick reprieve or
light relief / treat

Hooking in / Staying in touch

Morning TV “talk shows”

Sportson TV
Talk radio (AM sports, news)

Checking sport scores on ESPN.com
Internet Portal sites e.g. Yahoo, MSN

Major newspapers—weekends mostly.
Every day for Empty Nesters.

Gossip and entertainment websites

TV Primetime News and Interne
News (CNN.com)

Plugging into and keeping up
with your world
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Lovers of Luxury Study

Beneath the different behaviors and attitudes is a consistent set of
benefits more often than not associated with luxury goods

Rational Emotional

» Heritage, expertise, rep » Success

* Quality of design « Confidence

* Quality of materials * Wealth

» Quality of manufacturing * Elitism

* Quality of experience/service * Desirability
 Indulgence
* Pleasure
* Reward
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A Luxury Brand Engagement Model

Awareness
Ownership Admiration

a luxury brand

Exploration
Purchase

Consideration




MDAS Luxury Brand Solutions

Display Ads

Search

E-mail

Instant
Messaging

Social
MNetworks

Custom
Solutions

Desktop

AWARENESS

Targeting firzt, then
environment

Sponzored links: text +
video

BZC: Newsletters
C2C: Sharing, WOMK

C2C: Sharing, WOMK
BOT=

C2C: Sharing, WO

Microzeite(z)

Gadgetz,
Productivity =oftware®
RSS feed=: news,

eventz, launches,
zales, etc

ADMIRATION

Sponzored links: video

C2C: Sharing

C2C: Sharing ads

Sponzored
destinationz

Microzeite(z)

Screenzavers!
wallpaper

EXPLORATION

Link to content, e.q.
Fazhion week

Sponzored links: text +
video

BZC: Newsletters
C2C: Sharing, WOMK

C2C: Sharing, WOM
BOT=

Sponsored
destinationz

Microzoite(s)

CONSIDERATION

Spongored links

BZC: Newsletters
C2C: Sharing, WOM
My Gift Wizh List

BOT=
C2C: Sharing, WOM
My Gift Wizh List

C2C: Sharing, WOM
My Gift Wizh List

Microzoite(s)

PURCHASE

Sponzsored links

OWNERSHIP

Downloadable!
zhareable

BZC: Excluzive
newszletters
UGC

Perzonalized content

Gadgetz
Screenzavers!
wallpaper

*Office Live, Works
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Microsoft Advertising Touchpoints

121 million U.S. customers

A -
Windows Live Windows Live
Hotmail Messenger

Broad Reach

Awareness msn® mndm'me O
Video Spaces
msn’
Money
- . WindowsLive - entertainment ~ H'estyle
Consideration -

FEOX msn®. ., !
\'-‘-E.-'-x{n Games | Office

" Live Search

" Live Search Local

Action B e msri

Shopping  Autos  Travel

Source: comScore Media Metrix, March 2008







Best World

Qualitative =l Quantitative




R A e W

Navigating through a Fragmented World




