Q&A with Facebook Head of Measurement
Research Development and Partnerships Sean
Bruich

° Comment

Brittany DarwelleFeb 14th, 2013

Advertising, Data, Facebook, Featured, Insights, Marketing, Metrics, Mobile

As Facebook puts more emphasis on monetization and more advertisers are spending on its
platform, measurement is increasingly important.

The social network is still so new and comes with unique ad types and its own vocabulary, so many
advertisers still aren’t sure how it fits in with the rest of their marketing efforts. The Facebook
measurement team is working to put its ads in a more familiar context for advertisers and apply its
research findings to offer better ad types and systems.

We spoke to Head of Measurement Research Development and Partnerships Sean Bruich about the
questions Facebook is trying to answer, the value of a Like, how Facebook ads compare to more
traditional channels and what needs to happen as marketers begin thinking cross-platform instead of
in silos.

The following is an edited transcript from that interview.
Tell me more about your role and what your team does.

My team is the research development team, we also work on partnerships with third-party research
companies like Nielsen and Datalogix. Our goal is twofold: to help build the right tools to help
advertisers buy media to capture the value they’re trying to get, and the second piece to build out the
measurement systems that help quantify that value and optimize campaigns, not just for e-commerce
transactions, but a broader set of marketing outcomes like offline sales. It’s pretty simple, we’re trying
to solve how you value an ad campaign online if one of your objectives is offline sales impact or one
your objectives is staying top of mind. And the second piece is how do you translate all of those
things that you know about other forms of marketing and understand whether online is accomplishing
those same goals and how you would execute against those goals online.

It seems your latest research has really focused on how successful campaigns aren’t just
about clicks, but reach and frequency and other factors. Are you finding that’s resonating in
the industry and advertisers are changing their strategy?

Definitely. | think what happened was digital came up as this really specific type of marketing and
there was a lot of building up of the infrastructure there, the direct response stuff. But it’s getting
harder and harder to plan your campaign because there are more ways to reach consumers. It’s not
just TV and online. It’s TV and Facebook and tablets and smartphones. | think there’s a growing
realization on the part of marketers that they want to reach people across these devices because if
they’re reaching the same person on each of these and counting it as a distinct person, that’s not
good. It becomes really hard to plan an ad campaign if you’re just buying in these silos.
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So that’s what Nielsen’s cross-platform ratings address, and over time you’re going to be able to say
‘OK, for this type of consumer | can reach them more cheaply with one TV impression on this show
and then a couple ad impression on Facebook mobile’ versus saying ‘I’'m going to do my TV buy, my
online buy and I’'m not going to know how those overlap.

| think you’re starting to see publishers adopt this way of seeing the world that looks more like
traditional media, and you’re starting to see advertisers do this. Unilever has talked about this very
publicly. They buy a lot of television, but they want to buy online the same way and they want to use
Nielsen to guarantee or at least assess that what they’re getting from publishers what they’re
promised, that they’re getting the reach. Because if you’re just buying impressions those could all be
going to one person or people outside your demographic target.

So last year was about identifying factors that are more important than clicks, and | remember
the year before that Facebook did a lot of research that talked about the value of friends of
fans. What’s important for Facebook to measure and get across next?

4 I think it’s putting all of those things together. Describing
the keys to generatlng offline sales by different audiences. | think so far when you think of mass
market campaigns, they’re not really focused on particular subsets of consumers. One of the
powerful things about digital is that rather than offering one piece of content that sort of works for
everybody, you can separate out your audiences. You're still reaching everybody, but it’s going to be
the right message for the right person at the right frequency. The sum of which should be more
effective than a ‘safe’ message or a somewhat effective message for both.

That’s creative, but | think the same thing applies for how many impressions you should serve
somebody — are you willing to pay a lot of money to acquire a new customer versus remind an
existing customer? | think some of the data and ad serving pieces of the web are going to be really
powerful at getting you the scale of mass marketing but actually getting to the precision that has
never existed before, whether it’s more or less impressions or different creative or different flighting of
the ad campaign.

Are those things Facebook can do for advertisers or are some of these things so specific that
it’s more about creating the tools for each advertiser to do them for themselves and with their
partners?

| think it has to be both. One of the things | like doing is looking back to how TV came about and how
those things were figured out. And they did both for TV. There were some great industry researchers
who found some general things to be true, flighting of ad campaigns, effective frequency. That
narrows the window of all possibilities to ‘in general we see these things to be true.’ | think we’re
starting to see some of those things converge for Facebook. We know that the range for advertisers
is ‘this big’ rather than ‘this big’ but for each particular campaign, they’re going to have to figure out
exactly.

A common thing | hear from advertisers is that Facebook doesn’t share enough data to make it
possible to track and measure the things they want. Is that changing or is it more about moving
slowly and working with the right partners?

Certainly we have to be careful at Facebook given the data situation. We’ve had a lot of success

working with really trusted and well-respected third parties. They are going to do a good job to make
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sure data is treated well, they maintain privacy protections and have security things figured out. The
flipside is that we also want to partner with people who are going to be really compelling to the
advertisers. Why work with Nielsen? Well because Nielsen already works so closely with these
advertisers on television media buys, they have a lot of credibility to say ‘if you shift some dollars to
Facebook or online or digital, you could increase efficiency.’

The issue with that approach though is that it focuses on a few major brands. How do you take
the learnings that you get from big clients and apply it to a broader set of advertisers?

That’s exactly what we’re worried about every day. | think it falls into a couple of buckets. One of the
things you can do is provide a combination of scaled products plus case studies or general learnings,
which is really important. Not every advertiser is going to need Nielsen XCR (cross-platform ratings),
but for Unilever it matters a ton. They need XCR and it needs to be incredibly precise. On the other
hand, managing to reach and frequency, that probably matters for every advertiser. Insights can help
for someone who just manages on Facebook to make sure they’re monitoring reach and frequency.

So for example a local pub in Palo Alto, we want to make sure they’re aware of our research findings
and try to put it in the context of what they already know about marketing, but we also want to
provide some very low cost tools that maybe don’t do the same thing as some these bigger research
partnerships, but at least allow them to manage their campaigns in a way that drives better ROL. It’s
about putting the research things that we figure out into our tools. So with social context, we know
that delivers more effective advertising. We know that from Datalogix and Nielsen surveys. That
doesn’t mean everyone needs a custom Nielsen study, but we need to make sure there’s a white
paper that describes the impact and then we’ve got to make sure that the tools we offer and insights
show social coverage and our marketing materials teach them how to do more Sponsored Stories.

And actually the latest version of the ad tool by default automatically creates Sponsored
Stories when people go in to make an ad.

Yeah. Another thing we found through research two years ago was that lightweight users respond
very strongly to advertising, and so we actually made a change to how our ad server picks how to
deliver impressions. We were able to increase the reach of ad campaigns and increase the lift
advertisers would see in ad recall or other brand effect metrics based on the fact that we could do a
better job of choosing ‘should we serve an extra impression to this user or serve two users each an
impression?’ We were able to figure out optimal user targeting and frequency, and we saw
substantial increase in value in these ads that we delivered.

Sponsored Stories Sample News Feed Story

: get ' Jane Doe lkes Facebook Studio
> ‘ Facebook Studio
Stores about

Y| People ling your page

b 13

frends

It seems like there are a lot of things we could see as a result of your research, for instance in
the ad tool, but there’s probably so much more that we won’t see, but that can just be built into
how ads are served.
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The nice thing about measurement is that it is really accretive across all these groups. Measurement
means that advertisers can plan better campaigns. Facebook’s able to build better ad products. And
then users are seeing better ads at a more reasonable or more optimal frequency. They’re not seeing
ads they don’t want to see, the creative gets better. And so the whole thing rises. | think that’s a really
nice piece of measurement. When | go home at night that’s what makes me happiest. You build this
system and it’s not a zero-sum game, it’s all summing together making the system better. The more
measurement you have, the more you learn, the more it improves and improves and improves.

What are the biggest or most common questions or doubts that people have that you guys are
really focused on?

The biggest thing by far is ‘how much do | know about marketing can | translate to Facebook?’ It’s a
great question because it’s a totally different way of delivering an ad and communicating with people,
but it’s still marketing. You look at an agency and they’re experts in how to do TV or magazine and
they’ve been doing that for years, so it’s not really about the data, it’s about instinct: ‘This is a good
ad, this is a bad ad, this is a smart way to spend our money, this is a bad way to spend our money.’
And not many people have instincts on digital and certainly not for these big consumer-oriented ad
campaigns.

| think that’s one of the biggest questions, so a lot of our research is around trying to create some
comparability to the other options advertisers have. So when we did creative research, rather than
invent a new scoring system around social, we applied the Advertising Research Foundation’s
creative best practices guidelines. We started with that scoring system and asked, can marketers
using that scoring system predict which ads would be successful in the Facebook market? We found
that, yes, these things were predictive. Strength of creative can be described in this traditional way
and actually do perform better and marketers actually fortunately can translate a lot of their expertise.

That’s really interesting. One of the questions | had wanted to ask you was whether Facebook
was more similar or more different than the other channels that advertisers and marketers are
used to.

It seems like it’s more similar to the type of advertising, to the objective of the advertising you’re
doing. So DR (direct-response) advertising on Facebook is a lot like DR advertising in the rest of
online. We’ve seen this with FBX. People thought, ‘no way Facebook works as a direct response
channel, people aren’t looking for anything while they’re there.” That was totally the meme, and we
launched FBX and turns out it works great. Then for TV and print, which is more the offline sales,
brand-focused, awareness raising, it looks like that (on Facebook too). You’ve got to have creative
that’s relevant that has a clear visual of what you’re trying to represent, that it’s rewarding to the
consumer, there’s a value proposition there, and then you have to reach your target audience at an
effective frequency.

When there’s a new form of media, people notice the things that are different, and that’s actually a
good thing. | don’t think we want to minimize the importance of some of those things. You can
imagine a more personal tone works better on Facebook. Or if you want to run an ad in News Feed,
it's probably better if it doesn’t look like a classified ad. | don’t have data around that, but my guess is
that it’s better if it looks like content and you do something cool that’s going to look awesome in
News Feed. But | think sometimes we lose the similarities. One of the things we try to do is point out
what are the similarities and what are the things you still have to keep in mind when planning an ad
campaign on Facebook. You don’t want to get so worried about the tone of the ad being familiar or
honest and open that you fail to deliver a value proposition about the product. | think it’s tweaks; it’s
not rethinking marketing.

It sounds like it comes down to having focus, and | think that the message you guys are putting
out there is more focused in identifying the tools and channels and ad types for direct
response, for brand building, for app downloads or different things. As opposed to ‘here is
Facebook, here are ads, get Likes.” So you had a lot of people doing that before but not being
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clear why they were doing that. Now it seems like you guys are maybe steering people more
the right way.

That’s what we’re trying to do. | think all good marketing has an objective, and a big part of what
measurement can do is make sure you’re measuring the objective of the campaign. If your goal is to
have Likes — and there may be a lot of good reasons to acquire Likes — then you should monitor
how much they cost and make sure the people who are Liking your product are the type of people
you want. But if the goal is offline sales, then you should be measuring offline sales. If your goal is to
extend a TV campaign onto the Internet and add incremental reach or incremental frequency or spark
a conversation, then you should be measuring against those business outcomes.

A question a lot of people want to know is, what is the value of a Like? What is Facebook’s
perspective on that question?

g5 Like
| think there’s often two questions wrapped up into that. One

is, on average, are the people who Like your brand better customers? And we looked at this a
number of ways with surveys and Datalogix, and the answers are remarkably similar across
categories of pages and ways of measuring these things. They are better consumers, between 1.5
and 2x better consumers. This aligns with comScore’s data in the Power of a Like paper, so we’re
seeing a lot convergence around this answer that fans are, on average, more valuable than average.
So that’s the audience question.

| think the second thing people often mean when they ask this question is ‘how does that Like change
their behavior?’ That one’s very dependent on what the subsequent marketing objectives are and the
subsequent execution. It’'s much harder to give one answer across all brands because of the diversity
of objectives. We see some advertisers where the Like is just an opportunity to do very low cost CRM
type loyalty brand building. But for others, maybe an entertainment studio ahead of a movie release,
it’s more of a stepping stone to having a more effective advertising campaign. If you add half a million
Likes, what does that do in terms of your incremental optimization capabilities? Were you able to
deliver more social ads, more viral impressions? So you sort of don’t want to think about the Like
itself in that case, but what did the Like enable, which is a much more important question | think.

What are the biggest challenges for your team in the near term and long term?

The biggest challenge is how do you accelerate the learning? We’ve had 40 years or so of television
to get good at it, 200 years of print to get good at it. We don’t want this to take 40 years, we don’t
want it to take a hundred years. Every ad campaign that’s running that we’re not informing with this
exciting research is a missed opportunity. | think that’s the real challenge. What are the really big
research bets we need to be making and then what’s the most effective way to get that information
out to a large set of marketers and advertisers in a way that’s going to help them build better
campaigns? That’s the short term challenge.
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| think the long term challenge is really about
cross-platform marketing. Think about a world where a given consumer is watching TV, reading
magazines on their iPad, checking out Facebook on their mobile phone and checking out ESPN or
something. That’s a tough world for media planners. What a marketer now is going to have to do is
figure out which creative and which people and which platform and manage that in a way that’s not
four times as complicated or two to the fourth times as complicated. | think that’s the long term
challenge.

We’re going to have see a change in the way marketing works from being very siloed and platform-
focused to very consumer-focused. And sorta say, based on what we know about this anonymous
person which is Elizabeth, she does awesome with video ads. It’s inexpensive to buy video ads in this
place where | can reach her really efficiently, but | gotta follow it up with a lot of Facebook advertising
on mobile as she gets closer to the point of purchase. That requires a big change in advertisers,
agencies, publishers, research agencies. It’s going to be really cool, but it’s going to be the biggest
shift in marketing since the advent of TV.

| think that’s the fun part about this. This job isn’t going to be done any time soon. | think we’re going
to be talking about this stuff for five, ten years as this shift occurs. And it’s only accelerating. You
can’t keep adding silos. You have to be able to say, these are the types of people | want to influence,
and what’s the right way to reach and influence them.

It’s been interesting to see the type of advertisers who are getting active in advertising in the
mobile feed because when we think about who was advertising on mobile before, it wasn’t the
same people who were advertising on Facebook. It was developers or people who have mobile
things to sell. To see now that you didn’t just get people to advertise on Facebook mobile, but
you got many advertisers to advertise on mobile for the first time, has been an interesting thing
to see happen.

| think it goes back to this idea that advertising on Facebook must be really different and mobile
advertising must be really different. Like you’ve gotta have this SMS thing that’s location-based.
Some of that may be true. | don’t doubt there’s going to be amazing SMS-based location advertising
in the future. I’'m sure somebody will figure that out. But at the end of the day, people who see TV ads
don’t buy on television.

So lots of people are looking at their mobile phones and engaging with something on their mobile
phones, why wouldn’t it make sense that it would influence people later, just like TV influences people
later, just like radio or print ads. It’s another place to reach consumers and we’ve gotta figure out
what consumers, what type of content, what type of ad is optimal. The shift to online was almost
understood as ‘this is really different’ and now with mobile there’s another shift and tablets are
another shift, but | think what we’re actually seeing is that we’re still reaching consumers.

Ovi Music — on the go (Photo credit: Nokia RSA)
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Facebook Inks Deal With Acxiom, Epsilon, and
Others to Show Ads Based On Shopping Habits

Acxiom, Epsilon, Datalogix, BlueKai Announced As Partners
By:
Cotton Delo

Published: February 27, 2013
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Facebook is formally announcing its partnership with data behemoths Acxiom,
Epsilon and Datalogix to target ads to users based on their recent in-store
purchases.

Ad Age reported last week that the social network was already beta-testing the
product -- which will enable brands to match data gathered through shopper
loyalty programs to individual Facebook profiles for ad targeting on the platform -
- with top agency partners like OMD. Aimed at CPG marketers, it would
hypothetically would enable Pampers to deliver ads to Facebook users who have
recently purchased baby products, or Coca-Cola to market to teenagers in Atlanta
who've bought soda in the past month.

° ILLUSTATON by }\IhLEMs

The targeting will function through anonymized matching of loyalty-program
members and Facebook users through email addresses and phone numbers.
Holders of loyalty cards from retailers are asked for their email or phone number
when they register, and Facebook users sign into the site using one or the other,
and a match between two corresponding data points needs to be detected to enable
delivery of an ad.

REL\'I'ED STORIES

Exclusive Survey: What Advertisers Really Think About Facebook

A Warming Trend Among Advertisers Since Summer 2012

Facebook Set to Announce Microsoft Atlas Acquisition Tomorrow

Acquiring Ad Tech to Prove Its Ads Work
It functions similarly to another Facebook ad product that was rolled out last fall:

"custom audiences." In that case, brands can upload their CRM databases
consisting of phone numbers, emails and addresses into Facebook to target their
existing customer base with ads. The technology in place to protect consumer
privacy in that instance is the same as for the new ad targeting powered by
shopper data. Through a process calling "hashing," a match can be found without
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allowing Facebook data to be intelligible to the data vendors, or vice versa,
according to a Facebook spokeswoman.

« Facebook is also announcing a partnership with a fourth big-data purveyor:
BlueKai. That company's integration with Facebook will be cookie-based and not
connected to offline purchases, and thus akin to the Facebook Exchange but with
some distinctions. It will enable brands to target cookie clusters that BlueKai may
have stored for them over a longer period of time, whereas FBX is designed to
function in real-time to show ads to Facebook who have relatively recently visited
a website and had a cookie dropped on them.

« BlueKai's integration will also allow for ads delivered through cookie matching to
show up as sponsored stories or other formats, whereas FBX ads are only shown
on Facebook's right-hand rail.

« For example, an automaker can potentially target people who visited its website a
year ago to configure a car, according to a Facebook spokeswoman.

Advertisers Shouldn't Bet Too Heavily On Facebook's Ad Exchange

Heather Leonard Feb. 22, 2013, 8:01 AM 1
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Social Media Insights is a daily newsletter from Business Insider that collects and delivers the top social media news first thing every morning. You
can sign up to receive Social Media Insights here or at the bottom of this post.

Don't Bet Too Heavily On Facebook’s Ad Exchange (TechCrunch)
Retargeting company AdRoll has released data intended to suggest that advertisers shouldn’t rush too quickly to embrace
Facebook Exchange. At least not at the expense of other forms of retargeting.
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AdRoll

What did AdRoll find? Well, some of the costs for advertisers were much lower on Facebook Exchange campaigns — CPMs (cost per thousand
impressions) were 82 percent lower, while CPCs (cost per clicks) were 70 percent lower. However, click through rates were 40.18 percent

Borrell Associates

Virtually every media entity is being forced to reinvent how they
generate revenue because digital advertising is not paying the bills.
Read >>

Why Businesses Can't Get Enough Of Pinterest (SteamFeed)
Not only are consumers spending their time on the site (upwards of
90 minutes per month), they are also spending more money and at a
higher frequency than they do on any of the other top five social
media sites. Here are four reasons you should consider expanding
your social sphere through a broader and more integrated marketing
strategy:

1. Cost effective: Businesses can gain access to the very people they
seek
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2. Simple and straightforward: today’s online social media
generation has provided an endless abundance of marketing
possibilities

3. Integration with other social media platforms: promote products
in a variety of ways through images and words

4. Research and data mining: pin pictures that will engage and
connect with the right consumer

Pinterest has become an addiction for all types of businesses
because it works if it is pursued alongside an overall marketing
strategy. Read >>

Request a Reprint of this article.

Facebook to Partner With Acxiom, Epsilon to Match
Store Purchases With User Profiles

Can Facebook Ads Drive Offline Buying?
By:

Cotton Delo

Published: February 22, 2013
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Use a loyalty card for discounts at the drug store? The ads you see on Facebook could
start looking familiar.

Facebook is testing out a new kind of ad targeting that will let brands market to users
based on what they've bought in stores, according to execs briefed on their plans.

Facebook is partnering with data giants including Epsilon, Acxiom and Datalogix to
allow brands to match data gathered through shopper loyalty program to individual
Facebook profiles, much like it's done previously with marketers' customer data from
their CRM databases. Datalogix, a company with a rich trove of loyalty-program data,
gained notice last fall after Facebook partnered with the firm to decipher whether users
exposed to ads on the social network ended up buying any of those products in stores.

The targeting would hypothetically enable Coca-Cola to target to teenagers who've
bought soda in the last month, or Pampers to show ads to North Carolina residents
who've recently bought baby products, since Facebook's own array of demographic and
interest-based targeting options can be added to further refine audience segments. But
adoption will be contingent on acceptance by corporate legal departments wary of
becoming embroiled in a consumer privacy scare.

The targeting will function through anonymized matching of loyalty-program members
and Facebook users through email addresses and phone numbers, according to sources
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with knowledge of the product. (Holders of loyalty cards from retailers are asked for their
email or phone number when they register, and Facebook users sign into the site using
one or the other, and a match between two corresponding data points needs to be detected
to enable delivery of an ad.)

The product seems aimed at CPG marketers, whom Facebook has been assiduously
courting of late, hosting its first CPG Summit in New York last month. That event put a
spotlight on "custom audiences," which lets brands upload emails, phone numbers and
addresses from their CRM databases to show ads to their existing customers on
Facebook. The ad targeting powered by shopper data uses the same technology, called
"hashing," to find a match without allowing Facebook data to be intelligible to data
vendors, or vice versa.

OMD is part of the ongoing beta test, and its social media director Colin Sutton said he's
enthusiastic about the measurement potential implicit in being able to connect the dots
between Facebook ads and offline sales, as well as the specificity of the targeting.

"Our CPG clients can begin to micro-target specific sets of consumers based on their in-
store activity and buying behaviors and customize the messaging," he said.

The notion of targeting people online based on their offline purchase history isn't new,
and Datalogix partners with any number of ad-tech companies, including AppNexus,
Invite Media and MediaMath. A key distinction is that until now, it's just been possible to
buy an aggregate population of cookies, and it can be difficult to discern how many
unique users out of the pool have seen the ad or whether 20% of them have been targeted
several times, according to Tousanna Durgan, MEC's senior director for audience buying.

"Because of the recency and accuracy of Facebook, the likelihood of seeing the whole
population throughout your campaign is greater," she said.

Though purchase-based targeting will be enticing to brands, adoption will hinge on
Facebook demonstrating that it's crossed every "t" and dotted every "i" with respect to
protecting consumer privacy. MEC's social lead Kristine Segrist noted that adoption of
"custom audiences" -- or targeting using data from CRM databases -- has been slow,
since approval often needs to be obtained from beyond the marketing function at brands.

"Facebook's challenge is going to be breaking down the process in ways that are simple
to understand and fostering confidence that this powerful data can be handled in a
responsible way," she said.

Epsilon referred a call to Facebook, which declined comment on the new tool. Acxiom
and Datalogix didn't immediately respond to requests for comment.
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. Facebook Cranks Up Ad
Targeting in User News Feeds

While local TV has made progress growing a digital audience, its main business for now remains over

the air, and that business is losing customers. The biggest problem for local TV news is a drop-off in

television viewing in general - not just for news. In May, for example, the only broadcast network

that gained viewers in prime time was the Spanish-language Univision, driven by the growth of the
U.S. Hispanic population. All of the top four television networks saw their prime-time ratings slide,
from CBS at the low end with a 5% loss to Fox at the high end with a loss of 25%.° As a result, local

stations’ newscasts find themselves competing for a piece of a shrinking pie.

* Facebook Exchange Ads Will Start Appearing in Desktop News Feeds, But Not Mobile
Yet

L[] By

®  Cotton Delo

®  Published: March 26, 2013

« Dawdle on an e-commerce site? Expect ads for that site--even the items you
browsed--to stalk you for days, even weeks in ads on other sites. Now those so-
called "retargeted" ads are going somewhere else: Facebook's news feed.

« Starting today, Facebook will start placing ads purchased through its ad exchange,
FBX, in the newsfeeds of users, including retargeted ads from the likes of Zappos,

Zipcar, Bonobos and many others as it ramps up advertising in its prime real
estate.

« The move will give exchange-purchased ads more visibility, and theoretically
boost prices across FBX by making the bidding more competitive.

« Facebook's exchange allows advertisers to match their own data to Facebook
inventory, allowing many types of behaviorally-targeted ads, including
retargeting, which is the leading way e-commerce sites make a sale after a
shopper has left their online storefront behind.

*  FACEboOk's dIrECTOr of produ€TmArkETIng BriAn BoLAnd
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Behaviorally-targeted FBX ads had formerly only been available on the less
conspicuous right-hand rail of Facebook pages, but now advertisers and agencies
can buy ads that will show up in users' news feeds via demand-side platforms.
(Just three of FBX's 15-plus partners -- TellApart, MediaMath and Nanigans --
have the capability as of today.)

REL\'IED STORIES

Facebook's FBX Success Proves It: Social Data Are Worthless
FBX Gives Advertisers Value With Links to Behavioral Data, the Social Data Aren't Enough

The ads don't include social context from a user's friends, since for privacy
reasons FBX is fenced off from Facebook's user data and targeted purely based on
users' browsing activity off of the social network.

They also won't show up on mobile devices just yet, but Facebook hinted that's
coming, too.

Facebook hasn't revealed how lucrative FBX has been since it officially launched
in September, but chief operating officer Sheryl Sandberg did offer up some
nuggets about advertiser adoption during the company's most recent earnings call
in January. She said then that FBX was serving a billion impressions and 1,300
advertisers per day.

Including more coveted and visible ad real estate could be a means of raising FBX
prices, which have been relatively low. In the latter half of 2012, the average
CPM -- or cost-per-thousand impressions -- on FBX was 82% lower than for
traditional web retargeting, according to the retargeting firm AdRoll.

"More demand will always make the auction more competitive," said Facebook's
director of product marketing Brian Boland.

Mr. Boland also observed that FBX ads were being brought to desktop news feeds
first (ahead of mobile) because it's a natural migration from the desktop right rail,
but also because advertisers' goal in real-time bidding is typically to send people
back to a desktop site they've recently visited.

Since they're targeted based on a user's web history, FBX ads are in the domain of
the online ad industry's self-regulatory program, which stipulates that
behaviorally-targeted ads should disclose their origins and give users an opt-out
from tracking. Facebook began complying with the program in February when it
developed a way for users to see where right-rail ads came from by clicking on a
drop-down menu in the ad. (It's not meeting the same bar as other publishers,
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however, since the program's "AdChoices" icon isn't currently being delivered in
the ad creative itself.)

« In the same vein as on the right rail, news feed FBX ads will show the AdChoices
icon when users click on a drop-down menu to learn more about the post, Mr.
Boland

Chartbeat Aims to Show Publishers
If Their Ads Work

Below-the-Fold Isn't an Advertising Wasteland After All
By:

Jason Del Rey
Published: March 18, 2013
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Many a news operation has fallen in love with Chartbeat, the web-analytics software that gives reporters and editors a
real-time look into which parts of their websites readers are visiting. Now Chartbeat has begun mining that same
publisher data to help digital-media salespeople sell ads on parts of their websites historically dismissed as advertising
wastelands.

In December, Chartbeat began offering a handful of publisher sales teams a beta version
of a new dashboard that displays the amount of engaged time website visitors are
spending in front of certain ad-unit placements and certain sections of the site. By arming
sales teams with this information, Chartbeat believes it can help them make a case to
brand advertisers that certain parts of webpages are more valuable than originally
assumed. (Direct-response advertisers already use audience buying to find the best
impressions to buy, often no matter page placement.)

"The lesson is that the place where readers are spending their time is not where we
traditionally assumed," said Alex Carusillo, a product manager at Chartbeat.

In conversations with editorial departments, Chartbeat kept hearing that a big challenge
for them is striking a balance between creating compelling, high-end work while at the
same time churning out as many posts as possible to increase page views because most
ads are sold on an impression basis.
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HEATMAP OF ENGAGED TIME

65.7%

Engaged time of 1 million visitors on
10 publishers over a 24 hour period

So Chartbeat conducted an online study with 1,500 people to see if pages that have high levels of engagement -- what
Chartbeat tracks and calls "engaged time" -- get higher brand recall for the ads on them. When an article that contained
an ad was placed in front of a reader for five seconds, only 50% of readers were able to identify the advertiser
afterward. But when Chartbeat extended viewing time to 15 seconds, about 70% of readers recalled the brand's name.
Chartbeat is now working with a third party to further validate the correlation.

Beyond that, Chartbeat identified another interesting trend in its publisher data. When it
looked at 1 million anonymous readers across 10 websites: 66% of the "engaged time"
over a 24-hour period happened "below the fold" -- or below the part of page that
originally showed up in the browser when a reader first opened a page. Not surprisingly,
the data analysis also showed that web visitors are only engaged for a few seconds at the
top of the page, where the highest-priced ads often sit.

"We've been placing value in the wrong places," Mr. Carusillo said. "We decided banners
on top were the most valuable ... because they were easy to measure because you know
people saw them even if they flew by."

The "engaged time" essentially measures how long a person is showing some signs of
activity -- such as scrolling or moving a cursor -- while a browser tab is open. The
company believes its engagement metric is more accurate than most others, because
Chartbeat checks for signs of activity every second.

Buzzmedia, one publisher with beta access to the advertising dashboard, believes the
"engaged time" metric could eventually help it create new ad products and packages,
such as one that would run an advertiser's ads exclusively next to the 10 articles with the
highest engagement time, said Director of Product Max Engel.

15
SOLU+IONS



Craig Atkinson, chief digital officer at media agency PHD, said the industry could benefit
from a new type of engagement metric if the correlation between "engaged time" and
branding performance holds up.

"We want to find the highest-value areas of any partner sites," he said. "I'm all for
changing the conversation about pricing if we can prove the value piece."

Chartbeat plans to eventually charge for the product once it's out of beta

Google Tool Can Calculate What That Mobile Ad Is
Really Worth

Adidas tested the AdWords-only calculatorBy Tim Peterson

« March 26, 2013, 9:00 AM EDT
» Technology

Mobile doesn't get enough credit. That’s largely the reason industry experts cite for
mobile advertising’s pitiful pricing, often described as reaping pennies compared to the
dimes online ads attract. To help rectify matters, Google has created a tool to let
AdWords advertisers measure how mobile clicks lead to dollars.

"People are interested in the broad idea of, does mobile have a conversion problem.
[Instead] we believe mobile has a measurement problem," said Jason Spero, Google's
head of mobile global sales and strategy.

The new tool, the Full Value of Mobile Calculator, aims to measure what various mobile
ad campaigns mean to a marketer's bottom line, taking into account whether the
campaign initially intended to drive calls, app installs, in-store traffic, mobile site visits or
attribute cross-device attention and plugging in those metrics by connecting with an
advertiser’s AdWords account.

To oversimplify the calculator's formula, it basically multiplies the number of people who
take the initial call to action, like clicking to call a store, by the percentage who complete
the next actions down the conversion funnel (i.e., completing a call and/or buying
something), then multiplied by the value of the actual conversion (i.e., how much money
the person spent). The result is the estimated revenue an advertiser received from the
campaign.

The calculator arose from a partnership between Google and Adidas to help the
sportswear brand determine how its search ads were driving people into the company's
owned-and-operated stores and how that translated into revenue. First, Google populated
stats from Adidas' AdWords account on how many people clicked its ads to get directions
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to a store. Then Adidas and its agency iProspect ran some A/B tests, comparing markets
in which it ran ads with those in which it didn’t and correlating foot traffic, to estimate
how percentage of people who clicked for directions ended up in an Adidas store.
(Twenty percent, it turns out.) Next, the brand factored in the portion of people who walk
into a store and make a purchase—about one in five—followed by the average
transaction amount, which was $70 to $75. After crunching all those figures, the
companies were able to compute that each click on the ad’s store locator button was
worth $3.20.

Adidas could take that $3.20 stat and conclude that that's how much it would be willing
to bid for click-to-store campaigns (though not necessarily how much it would need to
bid, since AdWords operates as a second-price auction). That type of understanding is
particularly important as Google migrates AdWords advertisers to the new Enhanced
Campaigns bidding process. Rather than setting independent bids for desktop and mobile
campaigns, Enhanced Campaigns tie the two together with advertisers placing a desktop
bid price and how much more or less they’d be willing to pay to reach a mobile user. The
change has been seen as Google attempting to buoy mobile ad rates by tethering them to
their higher desktop counterparts. Spero said the Full Value of Mobile Calculator is
"directly connected" to Enhanced Campaigns by providing the attribution to help
marketers understand whether they’re effectively toggling their mobile and desktop buys.

While the calculator can be crucial to maximizing AdWords campaigns, Spero stressed
that it's only an estimator. For example, the ability to measure cross-device performance
isn’t available yet and would be limited to users who are logged on to the Chrome
browser on their phone and desktop computer with one account. To that end, the
calculator doesn’t cycle its computations back to AdWords so that an advertiser can
compute a mobile campaign’s value and have that instantly adjust its bid prices in
AdWords.

"It's not meant to be a real-time updating tool," said Spero, noting that advertisers have to
upload their AdWords data each time they want to use the tool and that if Google were to
build a similar product to be used for bidding, it would launch through AdWords, not on
a stand-alone site. The calculator will be available on the Full Value of Mobile microsite
along with educational videos, case studies and tips

Facebook Craves Conversions More Than Clicks
Measurement head previews Re:think 2013 speech todayBy Tim Peterson

« March 20, 2013, 8:00 AM EDT
» Technology

Facebook isn't crazy about clicks as digital advertising’s be-all, end-all performance
metric. Rather, the company is more concerned with conversions.
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In the fall, Facebook partnered with data provider Datalogix to launch a tool that helps
advertisers figure out how many ads it should show a given user. The tool compiles this
Goldilocks recipe based on Facebook's ad impression data and Datalogix’s offline
purchase data. Now, Facebook is opening up a bit about results.

Across 29 campaigns, Facebook found that splitting households into four subgroups
based on how much they've purchased a brand’s products or a product in a given category
has produced an average 22 percent lift in profits, said Brad Smallwood, the company’s
vp of measurement and insights, in a preview of a presentation he'll make today at the
Advertising Research Foundation’s Re:think 2013 conference.

In an interview with Adweek before the presentation, Smallwood acknowledged that not
all advertisers will achieve such results given the number of variables involved in
constructing the Goldilocks recipe. Instead, the idea is to change how advertisers view
digital advertising, which obviously includes ads on Facebook. That is, to get away from
a narrow focus on an ad's immediate return on investment (did it get enough clicks to
justify its cost?) and refocus on whether it fulfilled a brand’s ultimate goals (read: sales).

As a hypothetical example of what the Facebook-Datalogix tool can do, Charmin could
determine the number of ads it should show someone who regularly buys their toilet
paper compared with someone who doesn't buy their toilet paper, someone who buys a
lot of toilet paper but isn’t loyal to any brand and someone who doesn’t really buy toilet
paper (i.e., a gross person). Charmin could then retool their ad buy to make sure they’re
not wasting impressions or dollars on any of the subgroups or leaving potential sales on
the table by not investing enough.

Smallwood referred to this mix-modeling as finding the "effective frequency" for a
campaign or advertiser. Again, he stressed that the mix changes from brand to brand,
even product to product, and especially user to user. That's where Facebook comes in.

Not only does Facebook have almost the widest reach of any online property, but the
wealth of demographic and interest information that users supply gives the company a
unique position from which to evaluate and tweak their campaigns. It's easy to see how
this tool could be Facebook’s biggest bait in luring TV budgets to online.

As with any conversation around getting advertisers to release their reliance on
clickthrough rates, Smallwood, who was joined in the interview by Facebook's head of
measurement platforms and standards Sean Bruich, invoked TV advertising, particularly
the broad reach of TV and the evolution of TV advertisers’ ability to measure reach and
fine-tune frequency. Bruich cited research from in the early 1980s that helped advertisers
determine the right reach for their TV campaigns and balance the frequency with which
those ads were shown to ensure a profitable campaign.

"What we've found is those truths researchers back in the *80s found about TV seem to
be true about online," Bruich said. That said, online, and more specifically Facebook,
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takes things a step further in being able to dial that reach and frequency mix for more
specific audiences than available through TV.

"The ROI of a campaign is made up of a lot of pieces of a campaign. We want to figure
out what's good and fix what’s not as good," Bruich explained.

When Adweek asked Smallwood what the ROI of his talk on Wednesday would be, he
replied simply, "Success is getting [industry executives] to think beyond just ROIL."

No communications campaign brief worth its salt omits some kind of definition of
emotional tonality. To date, factoring in the emotional when planning and allocation
media spend -- and shaping creative messaging -- has been largely informed by primary
qualitative research.

However, USA TouchPoints systematically -- and uniquely -- captures emotional data at
scale to enable planners and others to identify the emotional profile of target audiences as
it relates to media use, time of day, social setting, activity and location.

This analysis provides a snapshot of the utility of emotional data as it relates to one
particular medium and one content format within it: Adult Contemporary AM/FM Radio.
Which emotions feature most prominently among listeners while tuning in at different
location -- in this case Home, Work and Car?

Interestingly, the top six emotions across the three locations show significant overlap and
are all basically net positive, never dipping below Indifference -- which is the mid-point
of neutrality on the 17-point emotional scale -- when listening at work. Indeed,
Indifference only registers in the top six emotions in the workplace, suggesting that the
emotion is perhaps an environmental factor more than a content-driven factor.

The fact that emotions for Adult Contemporary Radio across all three locations is so
uniformly positive is particularly noteworthy, as emotions are frequently inconsistent
when analyzed in the context of specific media use. Emotions are influenced by
situational factors unrelated to the medium and conten: a tough day at work, kids arguing,
etc.

HowEvEr, ThE powEr of musi€ To INfLUENCE mood And EmoTon, €oupLEd with ThE
fACTThAT pEOPLE OfTENn USE ITTO boTh shApE And rEfLEETmood, Is WELL

do€umENTEd In An ArrAy of both ACAJEMIC And IndusTry rESEAr€h EndEAvors.

WhILE furthEr AnALysls InTo TIME of dAay, soCIAL SETANgS, nArrowEr AudIEnCE
TArgETS ETC. WoulLd LIKELY rEVEAL morE nuAnCE ThAn This briEf AnALysls of TOTAL
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AudIEnCE, ThE formAT As A whoLE dELIVErs LISTEnErs In A posIMVE frAmE of mind --
ThE FEELgood FormAT-- somEThIng pLANnErs And CrEATIVE ALIKE CAn USE TO ThEIr
AdvANTAQE.

\slmlulr AnALysls of OThEr formATs su€h As sporTs And TALK — ALong WITh OThEr
musli€ formATs — would ALsO bE INTErESTINg TO IdENTfy VArIANCE by dIffErENT
SITUATIONAL fACTOrs ThAT ArE rELEVANTTO MArkETErs And mEdIA pLANNErS.

Exchange Measure Up?

Print
Email
Free Newsletter

More retargeting impressions go through FBX

When Facebook Exchange (FBX) debuted in 2012, it garnered significant excitement
among advertisers. For the first time, the real-time bidding platform allowed advertisers
to buy and serve retargeted impressions on Facebook. For example, when a user clicks on
a product on a retailer’s website but doesn’t purchase, FBX can display an ad for that
product on the user’s social network page.

Retargeting company AdRoll partnered with FBX early on and has since brought over
700 advertisers worldwide onto the platform. At the end of 2012, the firm examined the
performance of its advertisers running both online display and FBX retargeting
campaigns.

AdRoll found that Facebook is taking a substantial percentage of retargeted impressions,
suggesting that brands are increasingly moving their retargeting campaigns onto the
social site. In December 2012, Facebook accounted for nearly two-thirds of AdRoll’s
advertisers’ retargeted impressions, that’s compared with August, after FBX’s initial
debut, when the platform accounted for only 3% of impressions.
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Retargeting Impressions Among Online Display and
Facebook Exchange (FBX) Ads* Worldwide, H2 2012
% share

July 2012

Aug 2012

Sep 2012

Oct 2012
27% 73%

Nov 2012
a7r% 53%

Dec 2012
63% 7%

[l Facebook [ Non-Facebook

Note: *among advertisers who were running both display and Facebook
Exchange campaigns

Source: AdRofl &s cited in company blog, Feb 20, 2013
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Facebook has a significant hand in overall online display inventory, accounting for more
than 25% of display impressions across the web, according to AdRoll. So it makes sense
that when Facebook inserts itself into the retargeting mix, a significant percentage of

impressions follow.

The share of retargeted clicks going to Facebook has increased along a similar trajectory
to impressions, though the pace has not quite kept up. As of December, Facebook
garnered 45% of total retargeted clicks. Other online display retargeting campaigns

received the remaining 55% of clicks, despite accounting for only 37% of impressions.

Retargeting Clicks Among Online Display and
Facebook Exchange (FBX) Ads* Worldwide, H2 2012
% share

Juli 2012

Aug 2012
- 2% 98%

Sep 2012
8% 92%

Oct 2012
20% 80%

Nov 2012
35% 65%

Dec 2012
45% 55%

M Facebook M Non-Facebook

Note: *among advertisers who were running both display and Facebook
Exchange campaigns
Source: AdRofl as cited in company blog, Feb 20, 2013

152537 wwceMarketer.com
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Clickthrough rates (CTRs) may help account for this disparity. The CTR for FBX ads
was 40% lower than for traditional web retargeting ads. And the price per unique click
did even better on the web, costing 80% less than on Facebook.

There’s still plenty of upside for Facebook retargeting advertisers, however. Cost per
impression (CPM) and cost per click (CPC) were both significantly lower on Facebook,
proving that the social site does offer some substantial monetary benefits, along with
wide reach.

For the time being, FBX remains a limited proposition among marketers. According to an
Advertising Age and Citigroup survey from January 2013, only 12.8% of US marketers
reported using the platform. Still, there is no question that the newness of the service is
part of what is holding back advertisers.

Use of Facebook Exchange by US Marketers, Jan 2013
% of respondents

Note: among those who use Facebook as 8 marketing tactic

Source: Ad Age and Citigroup, "Survey of Marketer Attitudes Toward
Facebook,” Feb 25, 2013

152599 Wi eMarketer.com

The study also found that more than three of out five respondents bought ads of some
kind on Facebook. As marketers get a better understanding of the uses and metrics behind
FBX, they will surely buy a greater percentage of Facebook ad inventory through the
service.

Corporate subscribers have access to all eMarketer analyst reports, articles, data and

more. Join the over 750 companies already benefiting from eMarketer’s approach. Learn
more

Facebook News Feed Redesign Gives
Marketers What They've Pined For:
Bigger Ads

Potential Fragmentation of Facebook Audience Could Make it Harder to Reach Fans
Organically
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By:
Cotton Delo
Published: March 07, 2013
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Facebook today announced its grand plan to make its news feed into "the best
personalized newspaper," in CEO Mark Zuckerberg's words, where users can peruse
streams consisting entirely of photos, events, music-related content or of posts from
brands or public figures they follow.

The Hangover -
This summesr. expenence the conclusion to the rfogy of mayhem and bad !’L_,
GECONS. Pressnting he offcal ieaser 1or The Mangover Pal s .

The social network also characterized the redesign of its core product as a bid to utilize
more of the real estate within a Facebook page (news feed in its outgoing form took up
only 40% of the screen) by making posts larger. Friends' photos and ads that show up in
news feed alike will be bigger and more eye-catching.

The updates start rolling out for desktop today and for mobile devices in the coming
weeks.

Here are five early takeaways.

Ads are (much) bigger. Yes, everything else is bigger too. But creatives may now have a
canvas they can sink their teeth into. A look at this reporter's newly reformatted news
feed showed an ad with a video of the trailer for the upcoming "The Hangover Part I11"
that took up almost the whole height of her laptop screen. Even Facebook's original ads
that don't contain any rich media on the right-hand rail look bigger.

The higher engagement that larger ads are bound to bring will please marketers. But
there's always a risk of ads being annoying to users, who now have to scroll down more
to see the content they're most interested in.
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"If it's not elegantly executed, you're going to see consumer backlash," said Gian
LaVecchia, MEC's digital lead.

Consumer engagement in new feeds is a question mark.

Mr. Zuckerberg was emphatic that there's been a great deal of consumer demand for a
better way to consume filtered content like photos and music (a feed that in its current
incarnation includes posts from bands that users and their friends have liked, as well as
songs friends have listened to on services like Rdio and Spotify). But it remains to be
seen how high a percentage of users will have a use for it.

"I really wonder how many people are going to take an effort with all of those," said
eMarketer's principal analyst Debra Aho Williamson.

Facebook users with access to the redesign can see the new feeds by clicking on a tab on
the right-hand corner of their screen. Initially, the new feeds won't have ads, but
Facebook execs confirmed they're coming.

But if the new feeds do take off, it could make it harder to reach fans on Facebook.
If the feeds end up engrossing a wide swath of users, it could mean that the Facebook
audience becomes more fragmented. Which could exacerbate the frustration of brands
who have already observed the organic reach of their posts declining due to algorithm
changes.

So if users spend significantly less time in their main news feed, where posts from brand
marketers are most likely to surface, it could become necessary to buy back the lost
reach.

Users might also conceivably find the option to filter down to see only posts from their
friends to be more tantalizing than the main news feed.

"If people continuously opt for this filter, it will greatly diminish brand engagement
opportunities outside of paid reach," said Chris Copeland, CEO of GroupM Next.

There won't be algorithmic changes. Users will see just as much of the content posted
by brands they follow in the main news feed as they were prior to the change, according
to a Facebook spokeswoman.

Potential sponsorship opportunities down the road? If the music feed winds up
getting a lot of usage, it's not a leap to imagine that an entertainment-focused brand like
Pepsi would be interesting in sponsoring it. While Facebook currently has no such plans,
VP-product Chris Cox said the idea of news-feed sponsorships has been discussed.

Organic's VP-strategy and planning Anna Banks said that sponsorships could be a less
intrusive way for brands to market on Facebook, with less risk of irritating users.
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"It could move to [brands] sponsoring parts of streams or feeds, and then eventually to
them owning streams," she said.

In Atlas Deal, Facebook Gets Serious About Measuring
Ads

Says Deal Is About Measurement, Not an Ad Network

By:
Cotton Delo
Published: February 28, 2013

Facebook today formally announced a long-rumored deal to acquire Microsoft's Atlas
Solutions division today and that its interest in the technology stack boils down to
measurement.

Ad Age previously reported that Facebook had agreed to buy the ad-serving business,
which Microsoft had busily been seeking a buyer for over the past six months. Microsoft
has acknowledged that it's looking to focus on developing the ad business for its owned
and operated products like xBox and Windows 8, not on its ad tech.

BriAn BoLand

The deal price was not disclosed, and the parties would only say that a "commercial
agreement" will be put in place whereby Microsoft will continue to buy its own ads
through Atlas. The price had been expected to be less than $100 million, based on prior
bids for Atlas, which were in the $30 to $50 million range.

REL\'I'ED STORIES

Facebook Set to Announce Microsoft Atlas Acquisition Tomorrow
Acquiring Ad Tech to Prove Its Ads Work

Facebook Deal to Buy Microsoft's Atlas Coming As Soon As Next Week
Social Network Is Building An Ad Stack to Rival Google

Atlas had looked like a potential building block for Facebook to start building an external
ad network powered by its social data, but the social network's director of product
marketing Brian Boland said that's not the plan. He said that Facebook's advertisers have
been clamoring for more tools to let them see how effective their spend is across online
channels, and that's where Atlas comes in.

Facebook has been steadfast that the effectiveness of its ads shouldn't be gauged by clicks
alone. Owning an ad server will allow the social network to track actions after a user is
exposed to an add, so-called "attribution." Atlas can help Facebook prove that exposing
users to its ads does spur them to take an action — whether it's providing their email
address or making a purchase — even if they've never clicked on a Facebook ad. Atlas
released a tool last year to help advertisers measure their Facebook ads and get into
deeper insight into how they drove conversions.

"This acquisition is about measurement, it is not about building an ad network," Mr.
Boland said, adding that Facebook intends to invest in Atlas's core technology, as well as

25
SOLU+IONS



new areas like mobile ROI. He acknowledged Atlas's reputation in the marketplace for
having antiquated technology due to years of neglect.

"We're excited to apply the same level of focus and investment in Atlas that we've
applied to mobile over the last year, and really accelerate the development of its core
features," he said.

Mr. Boland declined to say whether all Facebook advertisers would eventually be given
access to Atlas's measurement tools. He noted that Facebook will continue to support
existing Atlas customers -- comprised of agencies, major marketers, and publishers like
Microsoft -- in their contracts.

Atlas's team will continue to be based out of Seattle, which is also where most of
Facebook's engineers who develop ad products are based. "Most if not all of Atlas's
employees" will join Facebook in the deal, Mr. Boland said.

More Americans are taking a vacation from Facebook. Facebook provides a critical tool for
real-time conversations with listeners but a new Pew Research study shows Facebook fatigue
has set in for some. Six in ten Facebook users say they’ve taken a voluntary break from the site
for several weeks or more. One in four plan to spend less time on the site this coming year. Of
those who'’ve taken a Facebook vacation, the largest group said it was a result of being too busy
with other demands. Others pointed toward a general lack of interest in the site itself, an absence
of compelling content, and excessive gossip or “drama” from their friends. One in five online
adults say they used Facebook in the past but no longer do so. One-third say the site has
become less important to them — and just as many say they’re spending less time on the site
compared to a year ago. Pew says the younger the demo, the greater the decrease: four in ten
Facebook users aged 18-29 say they’re spending less time on the site and expect to pull back
more in 2013. The feeling isn’t universal however — two-thirds of online adults are Facebook
users and a majority of users say it’s as important now as it was a year ago
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Plans for spending time on Facebook in the coming year
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When Facebook (FB) Chief Executive Officer Mark Zuckerberg unveiled Graph Search
on Jan. 15, he hailed his company’s latest innovation as a great leap forward for search.
Facebook members who want to know their friends’ preferences before making decisions
on restaurants, vacations, career choices, and maybe even life partners, can look for, say,
“single friends in San Francisco who like sushi,” and be rewarded with meaningful
results.

It’s a nice advance, but the real leap Facebook hopes to make is to overtake Google
(GOOG)—and maybe LinkedIn (LNKD) and Match.com (IACI), too. Facebook has not
yet detailed any advertising products that Graph Search will inevitably spawn down the
road, but clearly Zuckerberg thinks he can offer his customers the grand prize of
advertising: perfect microtargeting.

Facebook is expected to report $5.02 billion in sales for 2012, according to analyst
estimates tracked by Bloomberg. Google’s revenue sailed past $50 billion last year. At
least some analysts say that Graph Search has the potential to close the gap by creating a
virtuous feedback loop between advertisers and Facebook users. In social searches,
businesses with the most “likes” and “check-ins” may shoot to the top of search results.
The hope is that advertisers seeking better Graph Search results will purchase more ads
on the social network in order to get them.

STORY': Facebook Radically Revamps Its Search Engine

Michael Pachter, an analyst at Wedbush Securities in Los Angeles, predicts Graph Search
will grow to about a quarter of Facebook’s revenue, or $3 billion to $4 billion in 2015.
“The way we did the math: a tiny slice of Google, a bigger slice of Yelp, a bigger slice of
Groupon (GRPN) and LivingSocial. Graph Search gives you the potential to do all those
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things,” says Pachter. He adds that Graph Search will keep people “using Facebook
longer.” That, in turn, will provide Facebook with “a tremendous amount of data that
allows [Facebook] to deliver a lot more relevant ads.”

Dan Levy, Facebook’s director of small business, says the search tool could help more
than 13 million plumbers, doctors, pizza parlors, and other small businesses on the social
network get their pages discovered. The company eventually plans to offer mobile Graph
Search, which would be a more robust version of the recently released “nearby” feature
that recommends restaurants and landmarks close to a mobile user’s location.

Whether those cool features can be translated into a predictable source of revenue—and
ultimately profits—depends largely on whether Facebook can deliver the kind of results
its engineers promise. Presumably the company could charge more per search ad if it can
prove that its highly targeted results are more likely than Google’s to convert seekers into
buyers.

VIDEO: What Does Facebook Graph Search Actually Do?

Technology is one concern. Changing behavior is another. “Facebook has trained its
audience to live and breathe on the news feed,” says Brian Yamada, an executive director
at digital marketing agency VML, owned by ad giant WPP. That leads to a passive users,
accustomed to content finding them. For Graph Search to work, the social network’s
billion-plus members will have to, you know, get active—albeit without leaving the
walled garden Facebook provides. “In general, Web search is designed to take any open-
ended query and return to you links that may have answers to the question that you might
be trying to ask,” Zuckerberg said at the launch. “Now, Graph Search is very different.
Graph Search is designed to take a precise query and return to you the answer, not links
to other places where you might get the answer.”

Ultimately, Graph Search’s success will be determined by whether Facebook members
buy in. Its search results must “start to become relevant enough that users end up
switching,” says Hussein Fazal, CEO of AdParlor, which helps companies buy ads on
Facebook. If they do, advertisers will follow, which poses another risk for Facebook:
alienating users by having too many ads.

Facebook today took one more step in making its advertising more accountable for media buyers: it has now rolled out a
conversion measurement system across its global footprint. Aimed at direct marketers, the optimization and conversion
toll was first announced back in November; now it’s available globally, and can be used on all Facebook ads and
sponsored stories, the company says, as well as in combination with any other targeting services. And, in a sign of
increasing cross-platform marketing, Facebook says that its conversion measurement tool is can report when a user
views an ad on one platform, like mobile, but then converts on another, like a PC. It’s the only tool so far that can do this
— but as Facebook continues to expand its advertising business, it’s not likely to be the last.

That is a win-win for Facebook: if it can show that marketers can save money by using these tools as part of their
campaigns, it will also mean that they will ultimately spend more money and effort advertising on the social network. It’s
also one more sign of how Facebook is continuing to extend its influence outside of its own platform and walled garden —
although it’s still stopping short of advertising on third-party sites.

What the tool does is it allows advertisers to put some code on their sites to track when actions like checkouts/payments
or registrations have been driven by an advert seen on Facebook. This then feeds back into how marketers run their
campaigns on optimized CPMs for more effective responses.
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The conversion tool is largely aimed at direct marketing campaigns tied to specific actions, and are most suitable for sites
that have transactional elements to them, such as those for e-commerce, travel, retail, and financial services, says
Facebook. It notes that hip home goods site Fab was an early tester, and it reduced its cost per new customer acquisition
by 39%.

Another early tester shows that the tool could be used for less commercial efforts, too: the Democratic Governors
Association used it to track mailing list sign-ups, and using it reduced its cost-per-conversion rate by 85%.

Facebook says that the conversion tool is currently available for marketers using three of its different ad products power
editor, the ads manager, and for its large-scale marketers that use Facebooks advertising API, and the service is now live

Study: Facebook Leads to 24% Sales Boost

Social network brings new users at lower cost, per Aggregate KnowledgeBy Tim
Peterson

« January 23, 2013, 7:30 AM EST
» Technology

Supposedly social advertising doesn’t generate sales. But Media intelligence company
Aggregate Knowledge, which analyzes and attributes media buys, says otherwise. In a
study of 25 campaigns that ran during the fourth quarter, the company found that media
plans that included Facebook saw 24 percent more new sales than those that didn't.

Aggregate Knowledge CEO David Jakubowski said the media plans with Facebook
centered on using the social network’s premium ad units as the anchor with the
marketplace ads running along the right rail in a supporting role to extend advertisers’
reach. In addition to Facebook, those media mixes typically included display, social,
search and sometimes mobile Web and email, he said. Video also entered the fold at time,
with that channel and Facebook "occupying the upper funnel," said Jakubowski.

While Facebook has rolled out lower-funnel ad products such as the retargeting-oriented
Facebook Exchange, Aggregate Knowledge saw the social network maintains its place
atop the funnel. Forty-five percent of the total users reached in Q4 were unique to
Facebook and not seen on other channels included in a media plan, according to
Aggregate Knowledge. "Marketers marketing on Facebook are starting to get to people
up the funnel in consideration sets," Jakubowski said.

Facebook’s head of measurement and insights Brad Smallwood said Aggregate
Knowledge’s findings are "pretty consistent with independent studies we run looking at
offline transactions." He pointed to one announced in October with Datalogix that
indicated campaigns focused on reach saw a 70 percent higher ROI than those aimed at
clicks.
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Facebook was "very strong" when it came to channels that first encountered a user,
Jakubowski said, but was not usually the last channel to see a user before they convert.
That last-click attribution, for better or worse, is what helped Google establish a
multibillion dollar advertising business. “Where Facebook gets last-touch credit is where
it’s the only place on the planet that reached that user,” Jakubowski said. Facebook tends
to factor in a couple days or weeks before a user converts, he noted. Smallwood
emphasized that marketers shouldn’t look at Facebook in silo but consider an entire
media mix and attribute success through multi-touch attribution.

However, Facebook has been correcting advertisers’ reliance on last-click attribution and
adding ways for them to analyze its longer-term impact on conversions. For example,
Aggregate Knowledge relied on Facebook’s view-through pixels for its study,
Smallwood said. And last week Facebook modified its policies for preferred marketing
developers to only require firms to separate Facebook reporting from other channels
when using last-click attribution; otherwise PMDs have the new option to "show multi-
touch attribution results side-by-side with last-click attribution results."

Because Aggregate Knowledge is able to attribute Facebook’s impact on conversions
through the view-through pixels, the firm was able to see that during Q4 Facebook
delivered a 68 percent lower cost-per-acquisition than other channels, though Jakubowski
declined to specific the average CPA advertisers saw on Facebook. "Facebook is a
bargain right now. My customers would like to keep it that way," he said

Facebook Rolls Out Conversion Tracking Tool
by Mark Walsh, Yesterday, 5:13 PM

Facebook on Tuesday launched a self-serve conversion measurement and optimization
tool for direct-response marketers. First announced in November, the service allows
advertisers to place a piece of code on a Web site to track when desired actions, like
shopping cart checkouts or registrations, are driven by someone seeing an ad on
Facebook.

When marketers choose the Optimized CPM bidding option, they can see which ads drive
the most conversion and adjust their campaigns accordingly. Facebook suggested thst
marketers involved in e-commerce, retail, travel, financial services and other direct-
response categories would benefit most from the new feature.

Among case studies of campaigns using conversion measurement with Optimized CPM
during the beta period last year:

*Retail site Fab.com was able to reduce its cost per new customer acquisition by 39%
when it used this type of bidding to serve ads to consumers deemed most likely to
convert.
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*The Democratic Governors Association used the option to deliver ads to users who were
most likely to sign up for its mailing list. According to Mark Giangreco, digital director
of the DGA, the association saw a substantial decrease in its cost per conversion -- 85%
lower than any other campaign the DGA had run online.

Conversion measurement and optimization can be used on all Facebook ads and
sponsored stories, and in combination with any targeting capabilities. It’s also the only
analytics tool that can report when a user views an ad on one device (e.g. mobile phone)
but converts on another (desktop computer).

Given that Facebook has expanded mobile advertising dramatically since last spring, the
service is suited to tracking performance in cross-platform ad campaigns. Conversion
measurement is available through its Power Editor tool for managing multiple campaigns
and ads, the Ads Manager and its API partners.

Facebook Rolls out Ad Conversion Measurement
System: Will It Help Marketers ??

By ShiLpA ShreE on JAnuAry 23, 2013 9:23 V In FACEbook, JusTIn, SoCIAL /ﬁsdu, SoClAL NEws, TEChnoLogy / 0 €ommENTs

FACEbOOK hAS vLauncreds A NEw €onvVErsion MEASUrEmENT opTimizATon sysTEm for
dIrECT rEsponsE MArkETErs To hELp ThEm mEAsurE ThE ROI of ThEIr FACEbook Ads.
ITMEASUrEs UsEr's rELEVANT ACTIons ThAT ArE drivEn by pEOpLE SEEINg
AJVErMISEMENTS on FACEbOOK. ThE rELEVANT ACTIONS INCLUJE; LIKE rEgISTFATIONS,
shopping €ArTChECkoUTS.

UniquELy ThE sysTEm €An bE usEd with ALL FACEbook Ads And sponsorEd sTorlEs And ALSoO €An bE usgd In €CombiInATion with Any
TArgETIng. ThE ConvErsion Tool Is SpECIICALLY dESIgnEd for dIrECT rEsponsE mArkETErs -su€h As onLINE rETAILErs And TrAVEL
WEDSITES And mAny su€h whi€h AdVErmISE with ThE goAL of pumps up IMMEJIATE SALES rAThEr ThAn for LongEr-TErm brAnd bulkding.

FACEbook whEn €onduCTEd THALs on FAb.€om using This €onvErsion MEASUrEMENT, ITACTUALLY rEJUCEd ITS COST pEr nEw
CusTomEr ACquisimon by 39%. ThE THALS ALso WErE €onduCTEd on DEmo€rAmE GovErnors \ssocumon And ThE rESULTS showEd
ThATITS COSTpEr €onvErsion dECrEASEd by 85% €ompArEd To Any oThEr CAmpAIgn IThAd run onLINE. ThE FACEbook €onvErsion
MEASUrEMENT SySTEM Is CurrEnTLy AVAILADLE for mArkETErs using ThrEE of ITS dIffErEnT Ad produCTs - powEr EdITor, ThE Ads mANAQEr,
And for ITS LArgE-SCALE mArkETErs ThAT usE FACEbook’s AdVErmsing k\PI, And ThE SErvICE Is ALrEAdy LIVE To USE.

TO NOTE, This Is NoTThE firsTAIME FACEbook hAs roLLEd ouTsu€h TooL, LASTyEAr NovEmbEr, FACEbook InTroduCEd A simiLAr
€onvErslon mMEASUrEmENT SErviCE for blg brAnd AdVErmsErs su€h As — AuTo MANUfACTUrErs, pArThEring with dATA mining firm
DATALOgIX To hELp on €onsumEr spEnding ATbri€k And morTAr And FACEbook Ads. \Lso, FACEbook hAd roLLEd ouTnEw mArkETIng
Tools for LOCAL busInEssEs su€h As rESTAUrAnTs And CoffEE shops. ThE LIST ALso INCLUJEs A rEvAMpEd onLINE €oupon SErviCE And

sImpLIflIEd AdVErfising CApADILIMIES known As promoTEd posTs.
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Though This SEEms As A LATE ChrisTnAs gifTTo qunl.,/ulrkEIErs, ThE TooL doEsn’ThELP unLEss onE Is A AbsoLUTE EXpErTIn onLInE
MArkETIng And SALES proCEss. ThE €ConCEpTof €onvErsion Is ALWAys bEEn A grEAT Confuslon. k\n ACCUrATE MEASUrEMENT SySTEM
€An bE hELpful In A grEAT WAy for ThosE who fALL In ThE €onfuslon CATEgory. FACEbook Is onE of ThE mosTwIdELy usid sITE for
su€h €onvErsion MLL dATE And with This €onvErsion MEASUrEMENT TooL ITCANn hELp dIrECT mArkETErs To €run€h ThESE
MEASUrEMENTS.

l\pllr‘rfrom This, If ThE TooL provEs ThATITCouLd sAVE monEy bEComing A pArT of mArkETIng ThEn, dEfINITELY A SLEw of mArkETErs
€ouLd hEAd TowArds FACEbook pLATform for AdVErmising ThEIr brAnds.

Purchase Influence of Marketing Messages

(% of respondents indicating they have ever made a purchase as the direct result of a
marketing message they received through the listed channels)

January 2013

93%
® Marketers

Consumers with a smartphone

u Consumers without a smartphone

Email Direct mail Deal site Facebook Twitter

m MARKETINGCHARTS.COM
Source: ExactTarget

. 3 Things to Know About Facebook's
Graph Search

* Data, data, and more data. Facebook's newest feature could mean great news for advertisers--
if users are willing to play along.

32
SOLU+IONS



Mission Mission

Make the world more open Make the world more of
and connected and connected

® CEO/IIIrk ZuCKkErbErg Announ€Ed ThE nEw fEATUrE AT A prEss EVENTIn ThE company's/]EnLo PArk hEAdqQuArTErs.

® 96

INShArE

* In a much-anticipated product announcement Tuesday, Facebook unveiled a new feature that will let
users--and presumably marketers--dig even deeper into the company's massive database of personal
information. It's called Graph Search, and the idea is to enable users to search for people, places, photos,
and interests within their Facebook network.

*  Potential queries could range from the benign (“Mexican food restaurants in San Francisco that my
friends like”) to the creepy (“single women in Boston who are friends with my friends and like Justin
Bieber”), but all had at least two things in common: They do what several other notable Web services
already do (watch out Google, Yelp, and LinkedIn); and they offer some potentially important advertising
opportunities for businesses. Although CEO Mark Zuckerberg said the company isn't yet focused on
monetizing the search feature--"right now we're focused on user feedback," he told the audience of
reporters at the Menlo Park, Calif. event--he hinted that it wouldn't be long before marketers would be let
in.

* Inthe meantime, here are three aspects of Graph Search you should know about:

* 1. Word-of-mouth recommendations are going to be even more powerful.

*  This is where Graph Search acts a lot like Yelp, only more personalized. You can search for restaurants,
music, activities--pretty much anything--based on things like location and number of friends' likes. In
other words, users are not just browsing random reviews; they have the ability to gather word-of-mouth
recommendations from friends, without actually having a word-of-mouth conversation. Plus, they can
prioritize the results based on how close they are to the friends. If Facebook can't return the results you're
looking for, it will direct users to a Bing search.

* 2, Recruiting via Facebook just became easier.

®*  You probably already use a popular online network to look for qualified job candidates and referrals,
right? So what sets Facebook’s new tool apart from LinkedIn? The fact that Graph Search lets businesses
create hyper-specific searches within their existing Facebook networks, such as “employees of my
company who are friends with employees of Google” or "people who have been project managers and
founders."
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*  Facebook aims to go beyond the basic search for talent and let you dig deeper into your existing
connections--so they can dig deeper into their own connections.

* 3. More personal data means even finer-grained ad targeting.

*  Though Facebook repeatedly stresses time and again its commitment to user privacy, the fact of the
matter is this: Facebook needs its users to generate revenue. By sharing information about what they like,
what music they listen to, where they vacation, and who they know, each user creates a specific marketing
profile valuable to companies and advertisers. Expect that data profile to get even more detailed with
Graph Search.

* But there is at least potential hiccup: In order for Graph Search to really work, it relies on users to keep
their information detailed and accurate--by registering their current city, favorite music, interests, places,
etc. It will be even "more important [for users] to make sure that all of their information is up to date,"
said Tom Stocky, product management director of Facebook. Given users' increasing privacy concerns,

that's no easy task.
*  Will users be willing to participate, not to mention ditch those other Web services and start using
Facebook in new ways? Stay tuned.

Facebook Deal to Buy Microsoft's Atlas Coming As
Soon As Next Week

Social Network Is Building An Ad Stack to Rival Google
.

ston Del Rey

Published: February 07, 2013

6_74share this page

Microsoft's attempt to find a new home for its Atlas ad-serving business may finally be
coming to an end. The company is expected to announce a deal to sell it to Facebook as
early as next week, according to multiple people familiar with the plans.

The acquisition price is not known, but is expected to be less than $100 million, based on
prior bids for Atlas, which have been in the $30 to $50 million range.

The acquisition would be the surest sign yet that Facebook has designs on becoming an
even bigger player in advertising than it currently is now. Facebook is methodically
laying the groundwork for an off-Facebook ad network powered by social data, but that's
not the only reason it wants Atlas.

RELI\ED STORIES

Facebook to Make Targeted Ads More Transparent For Users
Move Is Another Step Toward Web-Wide Ad Network

How Facebook's Graph Search Will Dethrone Google Search
Searches Not for What People Want, But What They Like

Facebook is very focused on proving the worth of the data it sits on as well as the
effectiveness of its ads. Owning an ad server would allow big advertisers and agencies to
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connect directly to Facebook to better measure the effectiveness of their campaigns.
Now, most advertisers use one of the many Facebook ads API partners, third parties that
connect to Facebook's display tools and exchange.

Controlling the ad technology stack from end to end could also help Facebook eventually
open up its data to advertisers in a more controlled way, without exposing it to
intermediaries.

Essentially, Facebook is looking to build a full array of digital-advertising technologies to
rival Google. Yes, Facebook wants its own ad-tech stack.

Atlas still has some big agency and brand clients, such as AT&T, who use it to serve,
track and measure online ad campaigns. But its market share has suffered in recent years
as it lost out to other top ad servers, such as Google's Doubleclick for Advertisers.
Facebook will likely continue to serve Atlas' biggest customers and may feel that if it
invests in Atlas it will have a chance of building an ad-serving product that once again
rivals Doubleclick

Stores Seeking Shoppers Find E-Mail Outdraws
Facebook
By Sapna Maheshwari and Matt Townsend on December 18, 2012

Even as retailers debate the efficacy of social-media marketing on Facebook and Twitter,
they have no doubts about the power of a decades-old technology to drive sales. The
killer app is called e-mail.

Retailers as disparate as Williams-Sonoma Inc. (WSM) and Home Depot Inc. (HD) have
become much better at tailoring e-mails to specific customers rather than the one-size-
fits-all blasts that once dominated this type of marketing. Measured by sales per dollar
spent, e-mail outperforms social-media advertising three to one, according to the Direct
Marketing Association, a trade group founded to provide accurate marketing data. That
explains why retailers will send 19 percent more e-mails this year.

Compared with social-media, e-mail marketing will never be sexy, said Ted Wham, a
vice president at Responsys Inc., a San Bruno, California firm that helps companies build
digital relationships with customers.

“But it depends on what’s sexy to you,” he said. “In my opinion, making a high profit
rate and bringing in a lot of incremental dollars is very sexy.”

Competition is fierce this holiday shopping season as the National Retail Federation

predicts sales will rise 4.1 percent to about $586.1 billion in the period, compared with a
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5.6 percent increase in 2011. Online sales may grow to a record $43.4 billion in the last
two months of the year, a 17 percent increase from last year, according to ComScore Inc.

At the same time, the number of Black Friday and Cyber Monday shoppers making
purchases after clicking through from social networks such as Facebook, Twitter,
LinkedIn and YouTube declined by at least 26 percent this year from 2011, even as
online sales soared, IBM Digital Analytics Benchmark said last month. So-called social
sales contributed less than 0.5 percent of online revenue both days.

Smartphone Boom

Major retailers are on track to send subscribers an average of 211 promotional e-mails in
2012 compared with 177 last year, according to Responsys. The boom in smartphones
means consumers check e-mail more often, at a time when data and web tracking are
becoming more mainstream and easier to use.

The numbers drive a compelling case for that -- e-mail provided $39.40 in sales per dollar
of advertising this year, followed by $22.38 through Web search, $19.71 from Internet
display ads and $12.90 from social networks, according to the Direct Marketing
Association.

Home Depot has been honing its targeted marketing, sending e-mails that incorporate
customer preferences and previous behavior, because it’s 10 times more effective than
blasts to a general audience, Chief Marketing Officer Trish Mueller said in June.

Painting Electricians

For instance, if customer data shows electricians are no longer sub-contracting the
painting portion of remodeling jobs and doing it themselves, an electrician that just
bought copper wire may soon receive an e-mail for a discount on paint, she said. In the
past, that person would just get an e-mail offer relevant to their known skills, she said.

Williams-Sonoma’s e-mail and browsing data is so expansive the company can use it to
drive product recommendations by customer to specific stores, Patrick Connolly, the San
Francisco-based company’s CMO said in October.

While stores still use old tricks including limited-time offers -- a Bloomingdale’s e-mail
on Dec. 12 read “FINAL HOURS! Mystery Savings” -- they’re increasingly tailoring
message content and timing to demographics, previously purchased or viewed products
and items left in virtual shopping carts.

Williams-Sonoma’s West Elm urban furniture chain has sent e-mails to customers who
have forgotten about items in their shopping carts with subject lines asking if they are
still thinking about that particular merchandise. In the body of the e-mail, customers are
warned: “Get it before it’s gone,” and “Don’t miss out on the things you love.”
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Ad Portal

They’re also using e-mail as a “portal” to a flurry of ads across the Web, said Chris
Saridakis, president of EBay Inc.’s GSI Commerce, which provides e-commerce services
to hundreds of retailers.

Once a user clicks from an e-mail to a retailer’s website to see that forgotten organic
cotton duvet at West Elm, say, or to browse the 30 percent-off shoes at Asos Plc, third-
party trackers called cookies recall the activity. Later, while visiting a news website or
Googling “clothes,” consumers may see banner or Google Inc. (GOOG) ads designed to
lure them back to those retailers’ sites.

“It extends the life of an e-mail and we see that driving an incredible amount of return
behavior back to the retailer’s site with a higher conversion rate,” Saridakis said in a
telephone interview.

Retarget Customers

Williams-Sonoma may use as many as 200 different Internet advertisements per brand to
retarget customers after they leave the company’s websites, which, while potentially
surprising, is “very effective,” Connolly said in October.

It can take a lot of e-mails to hit the mark. A successful e-mail campaign may result in a
20 percent open rate with 5 percent of people clicking through and 1 percent making a
purchase, though figures vary around targeted messages and holiday specials, Chad
White, research director at Responsys, said in a telephone interview. On the other hand,
about half of consumers will read postcards, the most effective form of direct mail, which
is pricier, according to a report from the Direct Marketing Association.

Facebook Prepares to Bring Video Ads to News
Feed, Aims for TV Dollars

But Will TV Ads Disrupt Social Experience?
By: Jason Del Rey Published: December 18, 2012

1._1 Kshare this page
o
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Get ready for video ads in your news feed.
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Facebook is set to unveil a new video-ad product in the first half of next year in its largest
attempt to date to attract big swaths of ad dollars from TV advertisers, according to
several industry executives who have been briefed on the company's plans over the past
few weeks.

FACEbook on ThE dAy of ITs IPO.

Facebook is still debating several product features, but has decided on this much to date,
these executives said: By April at the latest, it will offer video advertisers the chance to
target video ads to large numbers of Facebook users in their news feeds on both the
desktop version of Facebook as well as on Facebook apps on mobile phones and tablets.

Facebook is leaning toward capping the length of these video ads at 15 seconds -- a move
that could push ad agencies normally reluctant to cut down their 30-second commercials
to do so. That decision could also mean that 15-second video ads would become more
prevalent elsewhere on the web.

'Autoplay' ads

In what's sure to be a controversial move, the visual component of the Facebook video
ads will start playing automatically -- a dynamic known as "autoplay" -- according to two
of the executives. Facebook is still debating whether to have the audio component of the
ads activated automatically as well, one of these people said.

On the desktop version of Facebook, the video ads are expected to grab a user's attention
by expanding out of the news feed into webpage real estate in both the left and right
columns -- or rails -- of the screen. Facebook is also working on a way to ensure that the
video ads stand out on the mobile apps as well, though it is unclear how exactly the
company will accomplish this. (Some details about the video-ad plans remain vague and
could change as Facebook gets more feedback from clients.)

Advertisers will be able to shows their video ads to desktop users of Facebook, but
Facebook has been highlighting the mobile versions of the product in meetings with ad
agencies, demonstrating the product on both tablets and mobile phones. Advertisers will
be able to show the same video ad to a Facebook user up to three times a day across
various devices, two of the executives said.

All of the executives interviewed view the new video ad product as a blatant attempt on
Facebook's part to wrest big ad dollars from TV budgets. Ad agencies have plenty of TV
spots and increasingly want to extend their reach on the web. But TV-like inventory on
the web is scarce, which is why ad rates at places such as Hulu are so high.

Inventory from scratch

Adding video ads to Facebook would create a huge new trough of inventory created
essentially from scratch. With Facebook's scale, advertisers could target demographics as
they do on TV as well as use the gross ratings point currency, which they use for TV.
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Yet questions remain. How widely will advertisers be able to distribute these TV
commercials on Facebook? Will they only be able to show them to their Facebook fans,
and friends of their fans, or to the Facebook user base at large?

For the most part, videos from advertisers currently only appear in a user's news feed if
that person, or a friend of that person, has "liked" that advertiser's brand page on the
social network and the brand has posted a video to its page. But several of the executives
Ad Age interviewed are suspecting that advertisers will be able to target these video ads
to Facebook users whether or not the user or his friends has any relationship on Facebook
with the advertiser.

"The assumption is that these would be widespread campaigns," one of the execs said.
"They are looking to grab big chunks of money ... millions of dollars."

These executives stressed that Facebook has not indicated yet whether this will be case,
but they note that the product would otherwise carry much less appeal to advertisers. It is
not clear how Facebook will charge for the video ads. Video-ad prices are typically
higher than other forms of web advertising.

Facebook Is Quietly Implementing A Plan To Destroy Television

Jim Edwards'Dec. 8, 2012, 11:25 AM11,184 24

Facebook's management has recently adopted a new mantra: that Facebook's
audience is the equivalent of three Super Bowls every day. COO Sheryl
Sandberg said it on the Q3 2012 earnings call. And vp/global marketing solutions
Carolyn Everson said it at our Ignition 2012 conference in New York recently.

It turns out that this mantra is a clue to how Facebook intends to start stealing the
advertising dollars that currently go to television. Facebook has made three
recent moves that all point to an attack on the ad dollars that previously went to
TV:

« Facebook is now the second biggest server of online video, behind
YouTube. Although Facebook is a distant second to YouTube, that's still
huge progress. Facebook now shows more video than Yahoo!, Vevo,
Microsoft, AOL and everyone else.

- Facebook has a partnership with Nielsen, to develop "Nielsen Online
Campaign Ratings" (OCR), which measure the audience for Facebook ad
campaigns in a similar way to how Nielsen measures TV audiences, by
reach and frequency. The result is that it is now a lot easier for big
advertisers to compare their TV ROI with their Facebook ROI.

- Facebook has a partnership with Datalogix, a consumer data
company. It allows advertisers — patrticularly big packaged goods
companies like Procter & Gamble and Unilever — to target their own
customers with ads inside Facebook, and to compare those campaigns
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against control groups that did not see them, and thus calculate exactly
how many sales any Facebook campaign created.

Put this altogether — along with the notion that Facebook is bigger than the
Super Bowl, TV's ne plus ultra of audiences — and it appears that Facebook
sees TV's old media dollars as ripe for the picking.

Lucy Jacobs / Spruce Media
Spruce COO Lucy Jacobs

"Facebook is 100 percent primed to take down those TV budgets," according to
Lucy Jacobs, COO of Spruce Media, which handles about $150 million in
Facebook ad buying annually, from advertisers like Samsung and P&G. The
Nielsen aspect allows Facebook campaigns to be measured with "gross ratings
points," which are a measure of the reach and frequency of a campaign as a
seen by the target consumers. "They are building a case for moving TV dollars to
Facebook as they help brands quantify how Facebook reach and frequency
maps to GRP's," Jacobs tells us.

She notes, of course, that this is not going to happen overnight. It's still really
"easy" for advertisers to continue buying TV: The infrastructure and the habits
have been in place for years and will not easily be dismantled.

But it could happen, if Facebook gets its way.

Of course, Facebook, can't offer illegally copied movies. But it can do what
Google's YouTube has done — offer a huge amount of rights-managed video for
free. Online video watching is already eating into TV ratings and ad dollars.

This is where it gets really interesting: The main difference between Facebook
video and YouTube is that Facebook's audience is logged-in while it watches,
and Facebook can let advertisers target viewers using all its available data on

each user. On vouTube, by contrast, a huge chunk of the audience watches anonymously because you do not need to sign-in to
see the content.

Guess What Percent Of Black Friday Online Sales Came From Twitter

Referrals? .68% of online sales came from Facebook
Henry Blodget'Nov. 25, 2012, 9:11 PM'8,561/12
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Pandora, Twitter the Two Most Mobile-Centric
Media Properties

Microsoft, Viacom and Disney Lag in Attracting Mobile Audience
By: John McDermott Published: November 29, 2012
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As the media industry continues to adapt to an increasingly mobile audience, it's evident
that Pandora and Twitter are ahead of the curve.

A new report released by digital research firm ComScore tracked unique viewers across
all devices (laptops, PCs, smartphones and tablets) for the 30 most heavily trafficked
digital media properties in the U.S., and found that Pandora and Twitter were the most
well-indexed on mobile. Older, more well-established media properties like Viacom and
Disney lagged behind their competitors in terms of having a significant portion of their
audience come from mobile.

The Media Metrix Multi-Platform -- which is still in beta -- found that a whopping 81.2%
of Pandora's users access the music-streaming service from mobile devices. For
comparison, the study found that 54% of all the 243 million unique viewers in the study
accessed properties via mobile.
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View the Media Metrix Multi-Platform in full
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Based on solely PC viewer data, Pandora is the 61st-ranked media property on
ComScore's Media Metrix index. Using the multi-platform ranking, however, Pandora is
No. 23, the largest jump in the study.

More than half (53.6%) of Twitter's unique viewers use mobile. Google, meanwhile,
receives 51.6% of its uniques from mobile and was the only property to have more than
100 million uniques on both PC and mobile.

Not far behind was Facebook, the social network that's repeatedly said it wants to be a
mobile company, with 51.2% of its unique viewer audience using the network from
mobile.

The New York Times was the only newspaper to rank in the multi-platform top 30,
coming in at 15 with mobile accounting for 40.9% of its uniques viewers.

On the opposite end of the spectrum were Disney Online (27.7% of uniques from
mobile), Viacom (25.4%) and Microsoft (24.4%), who is the midst of a billion-dollar
marketing push for its Windows 8 operating system and accompanying tablet, the Surface

This Is How Much Time You Spend on Facebook,
Twitter, Tumblr
November 28, 2012 by Zoe Fox 9

Social media now accounts for 18% of time spent online, according to a new infographic.

Since 2006, the amount of time that the average person spent on social-networking sites
has more than doubled, from 2.7 hours to 6.9 hours per month (14 MINUTES/DAY).
More people are using social media, as well. While only 24% of Americans had a single
social-media profile in 2008, 56% of Americans do now.

Between the different social media sites, Facebook is, unsurprisingly, king. The average
Facebook user spends almost seven hours each month on the site — that’s well ahead of
Tumblr and Pinterest, which tie for second place for most time spent. The average visitor
to Twitter, LinkedIn and Google+ spends less than half an hour on the site per month
(LESS THAN 1 MINUTE/DAY).

Facebook Exchange allows for advertising retargeting by extracting users’ online
behavior off Facebook. Advertisers can now retarget customers who have already shown
some interest in the product or service. It’s a real-time bidding service for ads — big-time.
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During this vear’s season of giving, Facebook will be rolling out a conversion
measurement tool specifically engineered for direct-response marketers that will not
only show companies how their Facebook ads drove actions on their own sites but
also use that conversion data to inform future ad buys.

“Marketers have been asking for this system for a long time from us. We know it’s
incredibly important to marketers that they be able to measure the effectiveness of their
ads, and the holidays are a great opportunity for direct-response marketers to drive sales
and really see the effectiveness of [their ad campaigns],” Baser said.

Here’s how the self-serve tool works. Marketers add a piece of code from Facebook to
whichever site pages they want to measure conversions on, be it a checkout page or an
email newsletter sign-up page. When users click on a Facebook ad that leads them to that
page, Facebook will see that the page loaded and count it as a conversion in the
marketer’s Ads Manager dashboard.

The real key is that the tool can unlock the full path to conversion from a Facebook ad.
For example, a retailer could run a Facebook ad promoting a shoe product. That ad could
link to the shoe’s product page on the retailer’s site. Retailer adds the conversion code to
that page, Facebook counts the conversion, easy. But what the retailer really wants is for
the user to put the shoe in their online shopping cart and then check out. So long as the
retailer adds the Facebook code to those pages as well, Facebook will be able to see that
those pages loaded and count each step to conversion

"While digital media continues to explode in popularity and
affect traditional media usage, the underlying trust of media
consumers toward digital compared to traditional media are not
yet equal,” said Triton VP of Business Strategy Jim Kerr.
"Similarly, traditional media advertising continues to prove
effective and more likely to influence purchase decisions than
digital ads."

US Facebook Users Who Believe Ads on Facebook Are
Relevant to Their Interests, May 2012
% of respondents

| don't ever notice
ads on Facebook

20.4%
They are not
relevant at all Yes, somewhat relevant
9.5% 42.8%

They are not
very relevant
20.4%

Note: n=348 )
Source: AYTM Market Research as cited in company blog, May 24, 2012
141050 wwceMarketer.com
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COMPETE ArguEs ThATThE numbEr of LIKES A brAnd COLLECTS VIA
FACEboOkK Is A €Common buTpoTENTALLY mISLEAdINg MEASUrE bECAuUSE

it’s cumulative rather than current. Using a weather analogy, it
compares the obsession with Likes to looking at how much snow has
fallen in total over the past 10 years versus how much is falling now
or this winter

Study: Onky 1% of FACEbook 'FAns' EngAgE WiTh BrAnds

NoT /ﬁAny FAns \rE CrEATIng CONTENT, Buﬂhar/ﬁlghrNorBE ABAd
Thing

By: /ﬁATIha CrEAMEr

JAnuAry 27, 2012

For A f;W yEArs now, brands hAvE bEEn TouTing frothy FACEbOOK "LIKE"
numbErs As EVIDENCE of ThEIr SOCIAL-mMEdIA ACumEn. BuThow mAny of
ThosE fAns ArE ACTUALLY boThEring TO TAKE pArTIn €onvErsATion with
brAnds?

NoTToo mAny, As ITTUrns ouT.

SLIghTLy morE ThAn 1% of fAns of ThE biggEsT brAnds on FACEbook ArE
ACTUALLy EngAgIng wiTh ThE brands, A€Cording To 4 sTudy from ThE
EhrEnbErg-BAss INSTITUTE, An F\usl'MLM-bAsEd MArkETIng Think TAnk
ThATCounTs ProCTEr & GAmMbLE, €COCA-CoLA And oThEr major
AJVErNSErs As ITS supporTers.

TO gETTO ThESE findings, ThE rESEArChErs
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Ad Age Survey: Marketers Love
Facebook, But Many Have No Idea If
Their Ads Work

OnE In ThrEE \rEn'TConvlnCEd FACEbOOK Is UsSEfuL In Driving Pur€hAsE INTENT

By:,/llchAEL LEArmonTh PubLIshEd: JunE 27, 2012

WhEn ITComEs To FACEbook, ThE nATlon's mArkETErs hAVE rEAChEd An
OoVErwhELmMIng €onsEnsus: you sImpLy hAVE To bE ThErE.

Facebook Says It Can Take A YEAR To Get Results From Its Ads

Jim Edwards ' Jul. 3, 2012, 9:57 AM | 1,354 | 2

FACEbOOk SEEMS poIsSEd To snATEh somE good pubLICITy AhEAd of ITS
Q2 2012 EArnings rEporTfrom ThE dIS€LOSUrE In ThE \WALL STIEET
JournAL ThATThE CompaAny Is In TALKS TO qETGEnErAL/Ao‘I‘brs bACK As

An AdVErnsing CLIENT.

BuTburlEd In ThE SAME rEpOrTIS A STATEMENT ATIHbUTEd To FACEDbOOK's
"hEAd of MEASUrEmENT And InsighT," BrAd SmaALLwood, ThAT sAays Ad

CAMpAIgns running on FACEbook €An TAKE up To A YEAr TO SEE

rESULTS.

Facebook More for Awareness Than
Likes or Leads

BulLding '\wannEss And SENTIMENT \WELL \hud of FAn \ccumuunon

By: €oTron DELo PubLishEd: Juky 09, 2012
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/ulrkElErs who buy Ads on FACEbook ArE morE fo€usgd on bulkding brand
AWArENEss ThAn ACCumuLATIng fAns, A€Cording To A nEw survEy of k\d k\qE
subseribErs by \d \gE And emgroup.

\skEd TO IdENTfy ThEIr primAry goAL In FACEbooK Ads, 45.9% of rEspondEnTs puT
bulLding AWArEnEss And SEnTImEnT for ThEIr brAnds ATThE Top. Driving TTAffiC To
brAnd wEbSITES wWAS ThE SE€ond mOST-CITEd goAL, With 17.6% of rEspondEnTs
SAyIng ITIs ThEIr MoSTIMpPOrTAnT objECTVE, foLLOWEd by bullding fAns or LIKEs,
STAyIng In TouCh with CusTomErs, gENErATINg SALES LEAds And soClAL COmmMErCE

LASTH ugusT, NIELSEn dEbUTEd A4 produ€TENAbLINg AJVErMISErs To MEASUrE ThEIr
onLINE €AMpAIgns -- In€Luding FACEbook -- In GRPs, And IT's gOTIEN TFACTION
Among AdJVErmsErs And AQENCIEs, su€h As UnILEVEr And Groupyi, buTonLy 4s A
rEporfing mETHE And noTfor buylng. (€omSE€orE has ALso INTroduCEd A sImILAr
produ€T.) HowEVEr, ThE ULTIMATE vislon Is for A mEdIA buyEr To pur€hAsE, for
ExAmpLE, 100 GRPs on TV And ThE EquIVALENnT of 50 GRPs on FACEbook, whi€h
TogEThEr mighT gENErATE ThE EQUIVALENT of AnoThEr 20 GRPs Through ownEd And
EArnEd mEdIA on FACEbook. ThE buyEr woukd ThEn hAVE ThE undErsTAnding ThAT
ALL TOgEThEr hE goT 170 GRPs.

Dead Air More Effective Than Facebook Ads

ThE broAd€ASTINdusTry hAs A TErm CALLEd "dEAd Alr." ITo€Curs whEn
ThErE's A MISTAKE or A TEChnICAL gLITCh ThAT rESULTS In no Audlo on
rAdlo, or no pICTUrE on A TV SCrEEN. \ bLANK TV sCrEEN Is "dEAd Alr."

In An AbSOLUTELY AsTounding EXpErImENT, ThE bAnnEr AJVErmsIing

EqQUIVALENT of dEAd Alr -- A bLANK dispLAy Ad -- pErformEd bDETIEr ThAn
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ThE AVErAgE FACEboOK Ad; TWICE As good As ThE AVErAgE "brAnding”
dispLAy Ad; And onLy onE CLICK In TEn ThousAnd worsgE ThAn ThE

AVErAgE of ALL dispLAy Ads.

Now brAnds €An TArgET ThEIr posTs AT dIffErENT SEQMENTS of ThEIr fAn
bASE bASEd on A hugE rAngE of fA€Tors. IT's NnoTjusT AgE, SEx And
Lo€ATon — This goEs As fAr As rELATIonship sTATUS, EJuCATIoN,
UNIVErsITy/CoLLEgE And EVEn WOrkpLACE. ITTrAnsforms A brAnd's fAn
pAQE from A dumb broAd€AsTTooL INTO A hypEr ACCUrATE And ALWAYS
up-To-dATE MArkETIng dATADASE, ALLowing ThEm To AddrEss dIffErEnT
SEgMENTS of ThEIr fAn bASE with CusTomizEd ConTENT. IT ALSO ALLOWS
ThEm TO TAKE INTO ACCounT ThE dIffEring usEr bEhAviors of dIffErEnT
SEgMENTS, And opTimizing ThE Timing And frEqQUENCY of ThEIr updATES
TO mATCh This. Both of ThESE fA€Tors €ombInEd shoulLd gENErATE
highEr EngAgEMENT And ThErEforE highEr rETUrns.

The secret, which Facebook released earlier this year, is that most users only see about 16
percent of updates from brand pages like yours.

Whenever I share this, there is a collective gasp heard throughout the room. “That’s not
fair! We did all of this work connecting with them and now there’s a chance they won’t
even see it? What gives?”

What gives is Facebook’s notorious EdgeRank algorithm. Born from Facebook’s desire
to present you with only the most relevant and valuable updates from your network, this
formula is one marketers can’t afford to ignore as they engage on Facebook

Here’s a quick primer on FBX. A Facebook user visits a third-party website, such as a travel
site where they view prices for a hotel in Hawaii. That website drops a cookie on the user’s
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browser, and then hands a demand side platform (DSP) the complementary cookie. The
DSP identifies the user to Facebook and tells it it wants to advertise to them the next time
they visit Facebook.

The user visits Facebook, which pings the DSP asking for a real-time bid for how much
they’d pay per impression to show that user a Facebook sidebar ad. If the bid is high
enough, the ad gets shown, Facebook charges the DSP, and the DSP charges the website
owner.

Your Posts are only reaching a minority of your fans.

According to Datamation.com, “For the most popular businesses on Facebook, those with more
than a million "fans," fewer than 3 percent of those fans are seeing the companies' daily
updates... The picture improves for smaller companies. For those with between one thousand

and ten thousand "fans," the percentage is just under 10 percent.

The report found a general reverse correlation between number of fans and percentage of fans

seeing updates every day.”

Almost half of Facebook users say they accidentally clicking on Facebook ads
at least some of the time, according to Sterne Agee in October 2012 survey
results. While most of those (38.7%) overall say they only do so some of the
time, 8% say they do so at least half the time. These Facebook users don’t
appear to be very receptive to advertising, either. About two-thirds of
respondents find the ads annoying, ranging from slightly annoying (24.2%) to
moderately (19.4%) and extremely (23.1%) annoying. Still, 25.9% are neutral,
describing the ads as neither helpful nor annoying. 5.7% find them slightly
helpful, while no one reported finding them extremely helpful.

“Ads via mobile are a slippery slope, you are disrupting a very personal experience and
anything overt will send users to less cluttered spaces,” said Craig Elimeliah, vice
president and director of technology and digital solutions at RAPP, New York.

“Ads need to be highly contextual and extremely relevant to the user at that particular
place and time while on the mobile platform,” he said.

Television is still the “primary action driver through the consumer purchase tunnel,” he
said, citing Nielsen surveys that show 37% of respondents believe television is the most
influential medium impacting their purchase decisions.
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Clearly, the amount of time people spend watching TV on a daily basis -- more than five
hours -- wouldn’t suggest a medium that is dying. By comparison, he noted that the
average daily time spent with Facebook and Pinterest is about 13 minutes and 1.6
minutes, respectively

Other key findings for the third quarter of 2012:
« US sEAr€h speEnd grew 11% YQY, while search ROl improved 26%. GrowTh
rATEs for SEAr€h spEnd In ThE UK And GErmAny rosk 36% And 25%,
rESpECTIVELY.

Google CPCs decreased 10% YOY, likely attributed to an increasing share
of mobile clicks, for which CPCs are less expensive

Although Adobe recently reported that Facebook fan engagement rates surged in
Q3, they still remain quite low. According to a NapkinLabs study of brand pages
with between 200,000 and 1 million fans (reported by Mashable), just 6% of
Facebook fans engage with brands’ Facebook pages by liking, sharing, or

commenting.

Data from both sources suggests that smartphones are used more on the go
than are the larger-form tablets, although it’s important to remember that
smartphone use is also above-average in the evening hours, suggesting that
much of the time spent with smartphones occurs in the home. Indeed, a study
released in October by AOL and BBDO found that 68% of consumer mobile
phone use occurs in the home. Nevertheless, the differences in usage for
smartphones and tablets means that advertisers should consider day-parting in
mobile campaigns to reach the different form factors based on time of day

The Bigger You Are, The More Challenging It Gets

Naturally, the bigger your Facebook page gets the more people your posts will reach. But
the percentage reached will gradually decrease, as it will represent a smaller fraction of
your fan base. Yes, the bigger you are, the harder it is to reach and engage a larger
percentage of your fans. While a smaller page with less than one thousand Likes reaches
on average 33.2% of its fan base with a single post, a bigger page with between 100 and
999 thousand fans reaches“only” 8.2% of them, but of course the actual number of fans
reached is larger.
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Which mobile device you use says a lot about your buying habits. That’s why Facebook has
begun allowing advertisers to select which devices and operating systems their Facebook
mobile ads appear on. This lets Android app developers avoid wasting money advertising to
iPhone users, and lets luxury brands target people with iPads

For each person who creates content and shares it across an enthusiast community, about
266 people interact with the content. In comparison, the average news feed story from a
Facebook user reaches 12% of friends. Given the average Facebook user has 229 friends,
about 27 people see the post, estimates from Pew Internet & American Life Project
research.

The Facebook Exchange allows approved third-party platforms to place
retargeting ads on Facebook after users visit external websites marked with
cookies.

When a user visits a site that has hired one of Facebook’s partner platforms
(DSPs), a cookie will be placed on that user’s browser when the person reaches
a stage that implies purchase intent. If a user does not complete a transaction,
the DSP will be able to bid on retargeting ads that appear in the right-hand
column of Facebook when the user returns to the social network. See examples
below, which happen to be retargeted ads about ad retargeting.

Has the rate of accidental “Likes” and clicks increased substantially as Facebook usage
has shifted to mobile? We view this as a critical issue, as accidentally clicking on an ad
on most mobile websites causes you to see an unwanted ad, but clicking Like
accidentally on Facebook causes you and all of your friends to be spammed by that brand
daily going forward

Does Retargeting Undermine Social Marketing? Retargeting is a fairly common
practice on the Internet. Facebook appears excited by the early results of its Facebook
Exchange employing retargeting techniques onto Facebook.com. However, we question
whether this relative success of retargeting undermines the concept of social marketing

This Is WhErE FACEbook pulLs ThE provErblAL bAIT And swiTth. ThEy offEr This so-
CALLEd grEATJEAL — An Ad AT A diIsCounTEd rATE — LLE. promoTEd posTTo rEACh
ThousAnds of pEopLE for diIrT€hEAp priCEs $5 — $30. WhAT's ThE CATCh? k\ good
pormon of ThE AudIEnCE Is nOTEVEN In your €ounTry of rEsIdEnCE! So, If you ArE

promoTing To your TArgET mArkET, (LET's sAy for INSTANCE, I'VE bEEn bulLding An
AudIENCE In ThE METrO F\'Iulnﬂl, GEorglA ArEA) And 1 usg ThE promoTEd posTfor $5
And ITsAys ITWILL rEACh up To 3,000 pEOpLE. I THINK I'm gETIINg A grEAT dEAL
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bECAUSE I'VE workEd LIKE €rAzy To buld my fAn-bAsE In ThE mETro \Mnrll ArEA.
Look who This Ad ACTUALLY rEAChEd. YES, ThE Ad DID rEACh somE pEOpLE In ThE
UnITEd STATES, buTLoOK AT ALL ThE OThEr CounTHES! How maAny of Thoskg 3,020
ImprEssions do you Think wErE ACTUALLY shown To /1Y TArgET MArkET?

XXXXXXXXXXXXXXXXX XXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX
XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX

1200% ROI with Facebook ads according to Facebook
by Jim Dougherty on December 2, 2012

inShare
SRR -

~

L 2 ;“.::ﬁ.é‘_?z_,;..*'
You may have heard of the Samsung Galaxy S3 smartphone. Right now it’s outselling

the iPhone, selling about 200,000 units per day. And according to Facebook Global
Marketing Solutions VP Carolyn Everson, Facebook ads returned nearly 1200% ROI for
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Samsung’s three month campaign. Everson revealed at the Business Insider IGNITION
conference that Samsung spent $10 million dollars and achieved $129 million in sales
directly attributable to their Facebook campaign.

1200% return on their investment? As it turns out Samsung has sold over 30 million of
the S3 phones, so 1.3 million units attributable to Facebook isn’t implausible. But I find
that calculation highly suspect and here’s why:

Did 8% of Samsung’s Facebook fans buy an S3?

Samsung has 15,680,000 fans on their Facebook page. Assuming the cost of the S3 to be
$100 (their most recent cost), Samsung would have to sell about 1.3 million units to their
Facebook fans to have $129 million in sales, which amounts to about 8% of their
Facebook fans. That would be a fairly unprecedented rate of conversion, especially
difficult to attribute primarily to Facebook. Because the sales figures are such a large
percentage of total Facebook fans, we have to assume that they are attributing a larger
sales amount per unit to calculate sales.

Of course the vast majority of those fans own a Samsung phone. By a rudimentary
calculation 2 million phone owners would be eligible for a phone upgrade (if a cell
company allows one every two years). So converting 60% of eligible cell customers
makes Facebook’s claim even more unlikely.

There’s also the issue of the campaign itself, which was at one point hijacked by Apple
fans. In fact, that particular post (what electronic item would you take with you on a
desert island?) continues to be commented on primarily by Apple fans. So there’s a
question as to the effectiveness of the advertising content Samsung placed on Facebook
as well.

Everything | know about the Samsung Galaxy S3 I learned from
72andSunny

There are a couple other aspects to the story which merit consideration:

First, a Google India study from last week concluding that 70% of electronics customers
participate in ROPO (research online purchase offline) behavior. It’s reasonable to
assume that people are going to do research before making a phone purchase that is going
to tie them to a device and a phone contract for two years. Facebook really doesn’t have a
great deal of information to offer customers looking for earnest reviews and technical
details. Facebook can increase awareness for a product like the Samsung Galaxy S3, but
Facebook ads and pages are ill-equipped to convert a sale for a smartphone for ROPO
consumers.

Secondly, you may not know advertising agency 72andSunny but you probably know
their work. They created two of the best campaigns of recent memory, not-so-
coincidentally for the Samsung Galaxy S3 (both embedded below). In their first
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campaign, they lampoon Apple users for waiting in line for an iPhone culminating in the
reveal that Samsung users are holding a place in the Apple line for their parents. In the
second campaign, a husband is leaving for a trip and as his family says goodbye his wife
shares two videos: one from the kids to watch on the airplane and one from her that is not
suitable for the airplane (prompting one of my favorite headlines from c|net’s Chris
Matyszczyk, “New Samsung Galaxy S3 ad: It’s good for sharing sex tapes!*). The point
being that there was incredibly effective creative product that did a phenomenal job
differentiating the features of the phone from its competition in a memorable way.

Back to the numbers though: if Samsung sold 30 million units and 1 million (generously)
is attributable to Facebook maybe there’s another way to look at this? AdAge estimated
Samsung’s ad spend for the Galaxy S3 phone would be a little over $280 million. So
even if you take Facebook at their word, their ads are still underperforming compared to
Samsung’s other advertising.

...but they’re not telling the truth

Facebook has value. Samsung wouldn’t have invested 3.5% of their ad spend with
Facebook. But anyone expecting to get $12 for every $1 spent on Facebook advertising is
going to be awfully disappointed. The Galaxy S3 just happens to be a hot item, primarily
because effectiveness of the 96.5% of their ad spend that didn’t go to Facebook (and in
large part due to some extraordinary creative by 72andSunny). The fact that Facebook
can’t discuss a campaign like this with pragmatism, choosing instead to take credit for far
more than they could possible have accomplished is probably a good indication of the
current state of Facebook advertising today.

What do you think? Did Facebook hit this campaign out of the park or are they taking
credit for too much? And what does it say about Facebook that an executive makes these
sort of claims?

eas

Mark Cuban said it best...

A few weeks ago, Mark Cuban caught dissension from all over the Internet for calling Facebook a “Time Waster”. The purpose of this article

is to point out the simple fact that for Businesses, he could not have been more correct. If you run a business, and you are looking to make
money through driving people from Facebook to your products or services, Facebook is very likely not in any way worth the amount of time

or expense required.

IBM has released a couple of reports that are positively devastating to the notion of Social Media as a platform for driving commerce. The
IBM Digital Analytics Benchmarks Social Summary metrics for “Black Friday” and “Cyber Monday” should be enough to put to bed the

misguided idea that advertising on Social Media platforms is an effective strategy for driving sales.

Is Facebook Becoming Irrelevant?
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Remember those spam emails that used to annoy us? The ones that gave us the heads up that Facebook was going to ask us to pay and
the only way to avoid it was to post some nonsensical message on our Wall? Yep, that’s the one Facebook felt obliged to debunk saying

that it was free and would always be so. Well, they really are so last year.

Facebook, the world’s ‘favorite’ social network, these days seems intent on doing a couple of things exceedingly well: reneging on its

promises and annoying the hell out of its membership.

Now on the face of it Facebook is not really doing anything that any other online business should not or would not do: it’s trying to use its
substantial global membership to create several commercial income streams. But that’s as far as my understanding nature is prepared to
go. The reason I'm not cutting the social network much slack is because when you get to that size and believe you have that much clout

you need to also be able to understand that the only way to translate it into cold, hard cash is by remaining relevant.

Relevancy is turning out to be an online quantity that resides at the very heart of online monetization and the reason for that lies in the

simple fact that by being relevant you also become able to best use that other incredibly important digital marketing quality: context.

Consider this simple example for a moment: You’re walking down the street looking for a hardware store in a new neighborhood. Suddenly,
in front of you, you see a guy handing out leaflets touting hardware tools. Unable to believe the serendipity of this you grab one. Not only do
you find that the store is near you but it also has a special offer on, limited to the very same day! You're in luck. It would take an immediate
act of God akin to the Earth opening up and swallowing you whole to stop you from traipsing down to that hardware store and giving them

your cold, hard cash.

By appearing the moment it did, as if by magic, that particular ad not only made the hardware store relevant to what you were doing at that
particular moment in time but its context was also spot on. You were actively looking to spend on hardware tools and it suddenly became

imperative you did so, in order to take advantage of the offer.

Relevancy and context are frequently mistaken for targeting and personalization but they are not the same thing at all.

To prove it consider this example: You’re lounging down the pub shooting the wind with your besties. You're right in the middle of some
story about a party when in comes a guy with a bunch of leaflets. It’s the same hardware store with the very same tools and the very same

offer as before. | am giving away no prizes for anyone guessing just how effective that kind of marketing really is.

Yet, that is the kind of marketing Facebook is betting its future on, at present.

The danger of that approach is that Facebook, that began life as the place to hangout on, is beginning to piss off its membership base
sufficiently for them to look for alternatives. And the moment the membership base begins to dissipate, businesses and their advertising

dollars will not be far behind.

Right now this is not yet happening in sufficient numbers to worry anyone. Given the built-in latency in online trends however the chances
are that by the time it becomes apparent and Facebook responds, it'll be too late. The world’s favorite social network will have truly become

irrelevant.
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Facebook: Finding The Wobbles

WE ATEEndEd A €onfErENCE whi€h fo€usEd upon FACEbook mArkETIng This wEEK. OnE prESEnTIng
MArkETEr providEd onE of ThE bEST ExpLAnAmMons WE hAVE hEArd To dATE AbouT how FACEbook
budgETs hAVE bEENn jusTifiEd glvEn ThE AbSENCE of An obvious TIE bETWEEn FB €Amp4igns And SALEs
for mAny mArkETErs.

ThE mArkETEr bEgAn with 4 "guT' fEEL ThAT ThEy shoulLd bE AdVErfising on FACEbook, As so mAny
MArkETErs hAvE donE. PoinTing To NF\S\'S hunT for pLANETsS ouTsIidE of ThE SoLAr SysTEm by
LookIng for "wobbLEs" of LIghT, ThE mArkETEr pErformEd EXTENSIVE AnALYTIC AL EXErCISEs (EmpLoying
Blg DATA AnALyTMCS CoNSULTANTS) whi€h INTENndEd To Look for mArkETIng ouT€omE "wobbLEs". WiTh
EXTENSIVE TESTIng, ThEy €OnCLUSIVELY dEMONSTTATEd A posSIMVE IMpACT ACross A rAngE of mETHECS.
TowArds This End, An ImporTAnT noTlon Around AssEssing FACEbook In mEdIA mix modELs Is ThAT

the objective is less about proving cause-and-effect and more about providing confidence
that a budgeting choice is "less wrong" than alternative choices.

This VIEw provEs morE INnTErEsTing In ThE ConTEXT of nEws whi€h EmErgEd LATEr In ThE WEEK
rEgArding FACEbook's prospECTMVE INTErEST In /ﬁlCrosofl‘s F\Ms division. To ThE EXTENT ThAT
FACEboOK Is In fACT INTErESTEd, IT woukd highLIghT ThAT ThE €CompAny Is sErlousLy INTErESTEd In
ESTAbLIShing An Ad nETwork, As \Ms hAs somE of ThE mosT WELL-ESTAbLIShEd (If, In rECENT yEArs,
undEr-InvESTEd-In) TEChnoLogy ThAT fACILITATES ThE dELIVEry of Ads from buyErs To SELLErS. \Ms -
or Any Ad sErving businEss dEVELOpPEd In-houskE - woukd dEEpEn ThE pubLIShEr-sidE rELATIonships
ThAT FACEbOOK hAs bEEn bulLding Through ThE dEVELOpmMENT of ITS \PI In rECENT yEArsS.

How Blank Display Ads Managed to
Tot Up Some Impressive Numbers

And No, Most People Didn't Click on Them by Mistake
By: Ted McConnell Published: July 23, 2012

1.5Kshare this page

+

' = print BNY

This is the story of a blank display ad that notched twice the click-through rate of the
average branding one.
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It all started over lunch with my friend Charlie.

Ed /lcconnsu.

"When I want to make quick money on clicks," he said, "I just buy late-night impressions on women's gaming sites. [
guess the users are tired. They click like crazy. I make a lot of money."

Maybe, I thought, there's an ambient mistake-click-rate on the web, like cosmic
background noise. I wondered if that rate was high enough to create misleading
conclusions about ad effectiveness or mess up the algorithms that drive automated buying
and selling.

The online-ad ecosystem is constantly adjusting itself to place messages where they will
get clicks. This learning loop takes mere minutes in the automated model.

Clicks are counted as a surrogate for attention, and still used as our most important
currency (i.e. cost-per-click). They are also the principal signal in a control system that
governs a giant machine.

Sure, every control system has a little noise in its signals. Sunspots cause garage doors to
open, I suppose.

But in this case, the issue for advertisers would arise when clicks that mean nothing
(noise) overwhelm the clicks that indicate, or result from, interest in the advertising
message (signal). When the signal gets below some threshold—"you're breaking up!"—
even a little noise can render it useless.

If indeed there are a lot of mistakes, those with low click rates are most exposed to the
noise. And this is often the case for brands that absent a strong call to action, have click
rates in the order of 0.02% to 0.04%.

So what is the mistake rate?
To find out, we built and trafficked an ad. But not just any ad.

The skunk works included an astrophysicist at online-analytics firm Moat, an ad-platform
wizard from buying and optimization company Accordant Media, and a measurement
maven from the Advertising Research Foundation. We equipped every ad with Moat's
tag, and correlated that with traditional server-provided measures. Each ad was wired to
reliably measure everything that happened to it, anywhere it ran.

56
SOLU+IONS



The brief was simple: Create an ad that offered no message. Blank.
Surely, clicks on blank ads would qualify as noise.

We also enabled the ad to ask anyone who clicked: Why did you click? "Mistake" or
"Curious"?

We created six blank ads in three IAB standard sizes, and two colors, white and orange.
We trafficked the ads via a demand-side platform (DSP) with a low bid. We started with
run of exchange, and in another phase trafficked to "named publishers" that would accept
unaudited copy.

The average click-through rate across half a million ads served was 0.08%, which would
be good for a brand campaign, and so-so for a direct response campaign. We detected no
click fraud in the data we counted. Half the clickers told us they were curious, the other
half admitted to a mistaken click. To obtain further insights, we tracked hovers,
interactions, "mouse downs," heat maps—everything. (Heat maps detect click fraud
because bots tend to click on the same spot every time.)

Our data suggest that about four clicks in every 10,000 impressions are unintentional, and
there was some variance by site.

This does raise a question. What is a click? Is it just an indication of a person solving a
little mystery along the route of his quest? Is it an experiment? Is it a nervous tick? Or all
of the above?

Considering that clicks are the core of our digital nervous system, and the key to the
online economic system, we know little.

At a minimum, the data suggest that if you think a click-through rate of 0.04% is an
indication of anything in particular, you might be stone-cold wrong.

Is this research flawed? Yes, because we trafficked a blank, not an ad. Still, it's indicative
that below some threshold, there is a lot of noise to confound our delicate signal.

And now it's over. The team will celebrate. The dinner bill might exceed the cost of the
test, which was $480 dollars. That's a pretty good deal for a diagnostic check-up on a
$100 billion machine, don't you think?

Ted McConnell is exec VP-digital for the Advertising Research Foundation.
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Guess What Percent Of Black Friday Online Sales Came From Twitter
Referrals?
Henry Blodget'Nov. 25, 2012, 9:11 PM'8,561/12

What percent of online sales on Black Friday do you think came from Twitter referrals?

How about Facebook?

While you're pondering those questions, here are some other factoids from a report on Black Friday online sales by IBM:

The average Black Friday online shopper bought 5.6 items per order. That's down 13% from last year. It's also
down 40% from Friday, November 16th, a week earlier. Hard to know what to make of that.

The average shopping "session" length was 6 minutes and 39 seconds. That's down about 10% from last year.
Compare that to the average hellish shopping session in a physical store, and you'll see why ecommerce is continuing
to grow as a percent over overall retail sales.

The "conversion rate" of online shoppers--the percentage of those who visited the site who actually bought
something--was 4.58%. That's up 9% from last year.

Mobile devices (smartphones and tablets) accounted for 16% of sales. That's up from 10% last year.
Mobile devices accounted for 24% of site traffic. That's up from 14% last year.

iPads accounted for 10% of site traffic, up from 5% last year.

iPhones accounted for 9% of site traffic, up from 5% last year.

Android phones and tablets accounted for 5.5% of site traffic, up from 4% last year.

The key observations here would seem to be:

Mobile is continuing to grow rapidly as a percentage of traffic and sales, but it's not taking over by any means.
6 years into the smartphone era, with smartphones now accounting for more than 55% of U.S. handsets, traffic to
mobile sites (including traffic from tablets) is still less than 25% of overall traffic.

Apple devices continue to crush Android devices in terms of commerce engagement. Android users just don't
seem to do all that much with their gadgets.

And now to social referrals...

It wasn't long ago that many people were arguing that Facebook was eventually going to be bigger than Google. Word of mouth,
after all, is the most powerful form of marketing known to man. And people lived on Facebook, so they would soon be shopping on
Facebook. And so forth.

Well, so far, anyway, that ain't happening.

Only 0.68% of Black Friday online sales came from Facebook referrals--two-thirds of one percent. That was a
decline of 1% from last year.

And how about Twitter?

A couple of years ago, people were excited about Twitter's potential as a commerce platform, too.

But Twitter's impact on ecommerce, it seems, is zero.

Not "basically zero."
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Zero.

. Commerce site traffic from Twitter accounted for exactly 0.00% of Black Friday traffic. That was down from
0.02% last year.

So much for the idea that Twitter or Facebook's business models are going to have much to do with commerce.

Facebook testing new analytics to
help Page owners understand how
fans find their updates

668

oon, based on testing that the social network has done over the past few months. Seen in
the wild, at least some Pages administrators are now able to see the breakdown of who’s

viewed specific posts by organic and viral means.

UPDATE: By way of clarification, although this feature is already well established on
Facebook Pages, it appears that what is new is that these stats are now available for
posts to Pages made not by Page administrators, but by visitors who have Liked the

Page. We will update with further clarification as soon as we have heard from Facebook.

Normally, administrators will see within each of their posts a count of how many people
saw a specific post. However, some users are reporting that, by hovering their mouse
over it, a pop-up window will appear that will show you how many came directly from
your post and how many were from a friend of a friend. In addition, the new metric will

show how that specific story ranks against the most popular one of that Page’s existence.
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Misleading "Native Ad" Types

% of online consumers that find advertising that appears as content (l.e. native ads) to be misleading

November 2012
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KnikkoLETIE | Nov 05, 2012 | €ommENTs 0

WhaAT? Facebook noTbEIng €COmpLETELY TTANSPArENT on ThEIr on pAgE promoTed
posTs? Don’TgETmE wrong — 1 LOVE FACEbOOK, And unTL rECENTLY | wAs dupEd
And EVEN usiEd ThEIr promoTEd posTs A fEw TImEs.

fulny FACEbOOK pAQE ownErs And AdmInISTrATors ArE CArEfuL To fo€us on spECHIC
TArgET MArkETS To bulld ThEIr fAn bASE or promoTE A produ€Tor SErviCE. ThAT bEIng
sAld, ThEy usE ThEIr STTATEgy To fo€us ThEIr FACEbook Ads To ThE SAME TArgET
MArkETs. WouLdn'Tyou Think, If you puTThAT mu€h EfforTTo Ensurg your pAgE
rEAChEs A spECIIC MArkET And your Ads rEACh A spECIIC MArkET ThAT ThE
promoTEd posTs woulkd usg ThAT SAME InformATon In ThEIr promoTEd posTs? If so,

you would bE wrong.

This Is WhErE FACEboOk pulLs ThE provErblAL bAIT And swiTth. ThEy offEr This so-
CALLEd grEATJEAL — An Ad AT A diIsCounTEd rATE — LE. promoTEd posTTo rEACh
ThousAnds of pEopLE for diIrT€hEAp priCEs $5 — $30. WhAT's ThE CATCh? k\ good

60
SOLU+IONS



pormon of ThE AudIEnCE Is nOTEVEN In your €ounTry of rEsIdEnCE! So, If you ArE

promoTing To your TArgET mArkET, (LET's sAy for INSTANCE, I'VE bEEn bulLding An
AudIENCE In ThE METrO F\'Iulnﬂl, GEorglA ArEA) And 1 usg ThE promoTEd posTfor $5
And ITsAys ITWILL rEACh up To 3,000 pEOpLE. I THINK I'm gETIINg A grEAT dEAL
bECAUSE I'VE workEd LIKE €rAzy 1o bulLd my fAn-bASE In ThE mETro \Mnrll AEA.
Look who This Ad ACTUALLY rEAChEd. YES, ThE Ad DID rEACh somE pEOpLE In ThE
UnITEd STATES, buTLoOK AT ALL ThE OThEr €CounTHES! How maAny of Thoskg 3,020
ImprEssions do you Think WErE ACTUALLY shown To /1Y TArgET MArkET? So, do you
Think ThE $5 INVESTMENTWAS suCh A grEAT dEAL AfTEr ALL? EVEn Though ThErE WETE
SOmME rEACTIons, COMMENTS, ETC... If ThE Ad hAd bEEn morE foCusEd on /ﬁY TArgeT
MArKET, ThErE wouLd hAVE bEENn A LOTmoOrE ACTIVITY.

Ad Preview # Edr Targeting # Edt

This ad targets 3,020 users:

So, ThE NEXTTIME you dECIJE T pur€hAsE A FACEbook Ad, mAKE surk you pAy
ATEENTION TO EXACTLY Who WILL bE SEEINg ThE Ad bEforE you CLICK ThAT pur€hAsE
buTon!

Premium Content Publishers Favored Over
Facebook For Brand-Focused Ad Campaigns

November 8, 2012 by MarketingCharts staff

Agencies and marketers rate premium content publishers higher than Facebook
for brand-focused advertising, according to [pdf] the Online Publishers
Association (OPA), in survey results released November 2012. For example,
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respondents were more likely to favor premium content publishers in areas such
as brand safety (71% vs. 36%), capturing audience attention (63% vs. 29%),
providing cross-platform opportunities (60% vs. 29%), and viewability of ads
(59% vs. 42%).

As data from “Branding on Display” reveals, 78% of agencies and marketing
decision-makers report positive brand-advertising experiences overall through
premium content publishers, compared to 51% who say the same about
Facebook. Survey results released in July found that marketers and advertisers
(not limited to brand-focused advertisers) are turning their attention away from
Facebook and increasingly focusing their attention elsewhere on the internet.

Premium Content Publishers Deliver on Brand Goals

Media Types That Best Deliver Most Important Brand Goals
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investment (ROI) can be a fairly elusive measure in brand advertising. Still, 55%
of the OPA survey respondents believe they are able to measure the ROI of
brand-focused campaigns through premium-content publishers, roughly double
the proportion (27%) who feel the same about Facebook.

Overall, respondents rate premium publishers as better able to deliver on top
brand-focused goals. When presented with 9 such goals and asked to rank the
top 3 media types that best deliver the desired goals, premium publishers beat
out social media in each, including increasing brand preference (84% vs. 54%),
brand favorability (81% vs. 54%), purchase intent (78% vs. 50%), and
generating clicks to a landing page (62% vs. 37%).

Overall, 47% of respondents feel that premium content publishers are the best
media for brand-focused ad campaigns versus 16% who prefer social media,
13% preferring video ad networks and 11% preferring portals.

: .62
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Other Findings:

° 63% of those who rated premium content publishers as their best advertising vehicle for conducting brand-focused
digital advertising campaigns say the vehicle best achieves their branding objectives. Just 27% who rated social
media their best vehicle identified this reason.

° Agencies and marketers responding to the survey are most interested in reaching Gen X (30-44; 74%), Baby Boomers
(45-65; 56%), and Gen Y/Millennials (20-29; 48%). They are less interested in reaching mothers (19%), seniors (65+;
9%) and Hispanics (8%).

° Respondents are slightly more likely to think that premium content publishers rather than social media are the best
way to reach Gen X (27% vs. 24%). In terms of reaching Baby Boomers, premium content publishers are the easy
winner (45% vs. 5%), while social media is considered the best way to reach Gen Y/Millennials (56% vs. 13%).

About The Data: The study was conducted by Advertiser Perceptions on behalf
of the OPA. An online survey of 251 marketers and advertising agency
executives was conducted between August 7, 2012 and August 15, 2012.
Participants were required to be involved in video and display advertisement
decision-making, have a $1 million minimum digital ad spend over that past 12
months and be involved in brand-focused advertising.

Facebook Exchange allows for advertising retargeting by extracting users’ online
behavior off Facebook. Advertisers can now retarget customers who have already shown
some interest in the product or service. It’s a real-time bidding service for ads — big-time.

Custom audiences enables advertisers to marry information on potential customers with
Facebook data. It allows you to take your own CRM database, compare it to Facebook’s
data, and then create custom target audience clusters. Boom, instant better targeting.

Facebook’s new tool, collections, seeks to expand brand discovery. It’s essentially an
online catalog that lives on Facebook with the addition of the want button. In my opinion,
it’s basically Facebook’s answer to Pinterest for brands. Still, it’s an exceptional way to
create brand awareness, buzz, and yet another way to increase engagement with
customers.

Facebook Engagement is Up, So Get On Board With
New Features

Guest Writer on November 14, 2012 5:42 PM
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Remember five years ago, when brand pages didn’t
exist, and companies were forced to erect jimmied personal profiles in order to be seen on
the fastest-growing network on the Internet? I certainly do; brand pages alone were a
huge step in the Facebook timeline (pun intended), and the opportunities for brand
awareness have only grown.

It makes total sense; Facebook has a tremendous reach, with its numbers recently passing
the milestone 1 billion mark. Today, one of two people online are signed up for accounts.
To think about it globally, one of seven people in the world has a Facebook page. It’s no
wonder that brands are trying more than ever to get their products and services in front of
such an enormous, yet targeted, audience.

It’s not just about reach; Facebook’s engagement numbers are equally astounding. Every
day, 2.5 billion content items are shared, with 300 million photos uploaded and 2.7
billion likes. Even more interesting than the vast volume of engagement per day is the
quality of content sharing. Users are sharing everything in their lives, from the most
profound to the everyday mundane. It’s not uncommon to see a coffee date and a birth
announcement next to each other in a news feed. The moments we have in real life are
the same that we share on Facebook. Essentially, the lines between our offline and online
selves are becoming increasingly blurred. Thanks for that, Facebook.

Regardless of whether or not the increasing integration of online into our offline lives is
right or wrong, Facebook is a no-brainer for any marketer or advertiser, and it’s only
getting better, with new features rolling out consistently. Recently, Facebook has focused
on giving advertisers what they want: better targeting, conversions, and discovery.

Targeting

Facebook advertising is based on audience targeting, which has historically been the most
valuable aspect of marketing with Facebook. The advantage of using the platform to
advertise is the amount of user information. It’s super-easy to segment your audience
based on gender, age, marital status, location, and even interests, and to serve your ads to
the most qualified audience. Not even almighty Google AdWords can get that refined.

Recently, Facebook has gotten even more advanced with targeting with two new tools:
Facebook Exchange and custom audiences.
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Facebook Exchange allows for advertising retargeting by extracting users’ online
behavior off Facebook. Advertisers can now retarget customers who have already shown
some interest in the product or service. It’s a real-time bidding service for ads — big-time.

Custom audiences enables advertisers to marry information on potential customers with
Facebook data. It allows you to take your own CRM database, compare it to Facebook’s
data, and then create custom target audience clusters. Boom, instant better targeting.

Conversions

The one thing all direct marketers are focused on is return on investment. Facebook not
only makes it easier to drive qualified traffic through targeted ads, but traditional word of
mouth marketing is insanely powerful. Using Facebook offers and coupons is a great tool
to capture that channel. When an offer or coupon is claimed on Facebook, it is
automatically shared with the recipient’s network. This creates incredible social currency,
wit three-quarters of claims resulting from the share and not the original targeted ad.

Discovery

Facebook’s new tool, collections, seeks to expand brand discovery. It’s essentially an
online catalog that lives on Facebook with the addition of the want button. In my opinion,
it’s basically Facebook’s answer to Pinterest for brands. Still, it’s an exceptional way to
create brand awareness, buzz, and yet another way to increase engagement with
customers.

Facebook is in a constant state of reincarnation, always looking two steps forward to
make both the user and marketer experience better. I fell in love with Facebook more
than eight years ago, and as my career took me into the world of tech, advertising, and
search. I’ve only fallen harder. I am always excited when Facebook announces new
additions, features, and interface modifications for both consumers and marketers.

I think these recent features are especially interesting and telling. It’s clear that Facebook
is committed to maximizing marketing and advertising opportunities for brands to reach
their target audience. I’d like to believe that these moves were based less on declining
stock prices, and more about building an effective user experience and advertising
platform. Either way, engagement is up, so y’all better take advantage of it!

Facebook to Help Brands Track Ad-Driven Sales

Conversion measurement tool smartens ad buys as wellBy Tim Peterson

¢ November 16 2012
» Technology
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Advertisement

The old knock against Facebook ads claimed the social network didn’t want brands to
drive users off of Facebook because advertisers that kept users inside of Facebook paid
lower rates. That doesn’t really fly for marketers like retailers who directly attribute a
campaign’s success to sales or new customer sign-ups—especially during the shopping-
crazed holiday season.

During this year’s season of giving, Facebook will be rolling out a conversion
measurement tool specifically engineered for direct-response marketers that will not
only show companies how their Facebook ads drove actions on their own sites but
also use that conversion data to inform future ad buys. Reuters first reported the

news this morning. Facebook’s product manager for Insights David Baser said the
company has been testing the tool since late August and will launch it officially later this
month.

“Marketers have been asking for this system for a long time from us. We know it’s
incredibly important to marketers that they be able to measure the effectiveness of their
ads, and the holidays are a great opportunity for direct-response marketers to drive sales
and really see the effectiveness of [their ad campaigns],” Baser said.

Here’s how the self-serve tool works. Marketers add a piece of code from Facebook to
whichever site pages they want to measure conversions on, be it a checkout page or an
email newsletter sign-up page. When users click on a Facebook ad that leads them to that
page, Facebook will see that the page loaded and count it as a conversion in the
marketer’s Ads Manager dashboard.

The real key is that the tool can unlock the full path to conversion from a Facebook ad.
For example, a retailer could run a Facebook ad promoting a shoe product. That ad could
link to the shoe’s product page on the retailer’s site. Retailer adds the conversion code to
that page, Facebook counts the conversion, easy. But what the retailer really wants is for
the user to put the shoe in their online shopping cart and then check out. So long as the
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retailer adds the Facebook code to those pages as well, Facebook will be able to see that
those pages loaded and count each step to conversion.

Facebook has designed the tool to improve ad buys as well as product sales (among other
conversion objectives marketers could drive). Direct-response marketers may aim for
conversions, but they’re usually stuck measuring clicks. So when they try to refine their
ad buys, they usually based that optimization on who clicked on their ads, which is a
broader set of folks than those that click and convert. Facebook did expand the actions
advertisers could optimize for back in the spring, but those were all Facebook-oriented.
Now Facebook is really expanding things.

Because Facebook can get an aggregated picture of the types of users that buy a product
or sign up for an email newsletter after clicking on ad—including gender, age, interests
and connection to brand’s Facebook Page—the company can run an advertiser’s ads to
those types of users most likely to convert, Baser said.

But advertisers won’t pay for these ads based on the number of clicks they generate.
Rather these operate on Facebook’s optimized CPM (cost per thousand impressions)
basis, which means Facebook crunches the types of users most likely to fulfill an
advertiser’s objective. Whether or not those users actually click on the ad is another
matter. That could concern performance-minded advertisers, but in testing the
conversion-oriented OCPM ads, Facebook saw the campaigns averaged a 40 percent
lower cost-per-action than the exact same ads run on a cost-per-click basis. That means a
brand like social shopping site Fab.com—which saw 39 percent drop in cost-per-action—
was getting more value than paying for clicks.

“Anytime you’re reducing costs and increasing ROI, that’s the end goal for us and
marketers,” Baser said.

For each person who creates content and shares it across an enthusiast community, about
266 people interact with the content. In comparison, the average news feed story from a
Facebook user reaches 12% of friends. Given the average Facebook user has 229 friends,
about 27 people see the post, estimates from Pew Internet & American Life Project
research.

10 Questions Facebook’s Mark Zuckerberg Needs to Address
Tonight

Posted on Tue, Oct 23rd, 2012 at 2:48 pm by Richard Greenfield — POSTS |

Ahead of Facebook’s Q3 2012 earnings and conference call, we wanted to lay out our top

10 questions for Facebook management (our list ahead of the Q2 call can be found here
with our four key findings post-Q2 call here).
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Targeting of Advertising: Data on over 1 billion consumers worldwide is perceived as
Facebook’s most valuable asset. We would expect Facebook could serve far better,
highly targeted/personalized advertising. However, we have yet to see any kind of
sophisticated targeting on the platform. We typically see massive consumer brands
(Walmart, Target, Samsung, Mastercard) casting a wide net for “Likes,” with generic ads
(often utilizing dogs or kids to attract attention) that do not seem to have any sense of
time of day or what we are currently doing, with ads triggered by the fact that one of our
friends Liked it at some point (regardless of whether they really liked it or just clicked
like for a contest or accidentally clicked it without even knowing). We understand that
this is an algorithmic problem, but can it be solved and how long will it take?

Instagram Monetization Plan? What is your plan to monetize Instagram? Will users
tolerate sponsored pictures/advertising in their Instagram feeds?

Advertising Content Standards: Do you have any standards for the creative from your
advertisers? Why not force advertising to reach a level of quality that feels more like
content versus advertising you would see on other sites? It also appears that advertisers
are using pictures in sponsored stories to deceive users into clicking Like, thinking they
are liking a picture, but they are actually Liking a brand (see our 9/20 blog, click here).
Do you have a problem with this practice? We are also curious how Facebook feels about
third-party advertising on page posts (ie. co-op marketing). While it is against Facebook’s
Page Terms of Use, we see an increasing number of brand page posts that have the feel of
co-op marketing.

Size of “Fat Finger” Problem: With brand posts and sponsored stories filling the entire
screen on mobile and often more than an entire screen (see 9/11 blog, click here), how
big a problem do you believe accidental clicks are? Has the rate of accidental “Likes” and
clicks increased substantially as Facebook usage has shifted to mobile? We view this as a
critical issue, as accidentally clicking on an ad on most mobile websites causes you to see
an unwanted ad, but clicking Like accidentally on Facebook causes you and all of your
friends to be spammed by that brand daily going forward.

Relative Value of Facebook Data: How do you think about the relative
quality/relevancy of your data on consumers and their behavior compared to the Google,
Apple, Amazon and Twitter? Can Facebook’s data drive higher brand awareness or
purchase intent relative to its peers?

Does Retargeting Undermine Social Marketing? Retargeting is a fairly common
practice on the Internet. Facebook appears excited by the early results of its Facebook
Exchange employing retargeting techniques onto Facebook.com. However, we question
whether this relative success of retargeting undermines the concept of social marketing.

Does Hacker Way Apply to Monetization? You have always spoken of the “hacker
way” and taken a “move fast and break things” approach — pressing out products quickly
with the idea of refining them on the fly and often testing them in the wild. Is this the

68
SOLU+IONS



proper approach when it comes to monetization techniques? Or are people more sensitive
to obtrusive monetization techniques?

Open Graph vs. News Feed Clutter. A core part of the last F8 was the open graph and
increasing the amount / #ypes of sharing on Facebook. Yet, Facebook appears to be
scaling back the breadth of Open Graph. Was this a function of clutter in the news feed?

Was Lack of Mobile OS a Strategic Mistake? We believe Facebook should have
developed an operating system (click here), along the lines of Google’s Android to
protect its role as the world shifts to mobile/tablet devices. You have indicated that
betting on HTMLS5 was a mistake, do you feel the same way about not building an OS?

Importance of Geo-Location. How important do you believe location tracking is to your
data? How often do you know where someone is when they are using Facebook? Has it
changed with the shift to mobile devices?

Facebook Exchange: what it is and
who to work with to get started

e Comment

Brittany DarwelleOct 25th, 2012

Ad Providers, Advertising, Facebook, FBX, Featured

The Facebook Exchange allows approved third-party platforms to place
retargeting ads on Facebook after users visit external websites marked with
cookies.

When a user visits a site that has hired one of Facebook’s partner platforms
(DSPs), a cookie will be placed on that user’s browser when the person reaches
a stage that implies purchase intent. If a user does not complete a transaction,
the DSP will be able to bid on retargeting ads that appear in the right-hand
column of Facebook when the user returns to the social network. See examples
below, which happen to be retargeted ads about ad retargeting.
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Sponsored &l Create an Ad

One Stop Shop for FBX Ads
optimalsocial.com

. Find out how you can
Optlm a get access to all FB ad

products in a single
interface: Optimal.

Kenshoo Enterprise
kenshoo.com

Spend Less Time
' Managing Campaigns

And More Time
l Profiting From Them!

AdRoll Retargeting
adroll.com

Our average customer
earns S10 for every
$1 spent. Try it for
free!

Retargeting data cannot yet be combined with Facebook’s demographic and
psychographic targeting options — nor can it be used for social ads like Sponsored
Stories or page post ads in News Feed — but FBX shows promise as the start of
remarketing and intent-based advertising on the social network. Early partners are
reporting lower costs per acquisition than on other exchanges and all have expressed
continued interest in FBX.

FBX came out of beta in September, but for now, advertisers have to work with
a third party to run these type of ads. They are not available from Facebook’s
self-serve or Power Editor tools. However, there are more than a dozen
companies that offer software or managed services for FBX campaigns. We’ve
provided a rundown of 15 of them after the jump. AppNexus and Brandscreen
are other providers, but they did not reply to our requests for information.
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Engagement With Brands via Facebook Surging in 2012

PubLishEd on NovEmbEr 2, 2012 | 4,357 VIEws

TAgs: Advertising, Brand Management, Customer Engagement, Facebook, Mobile Marketing, Research Summaries,

Search Engine Marketing, Social Networking

0

INShArE

Email
\mong FACEbook AudIENnCEs workdwidE, EngAgEMENTwWITh brAnds, viA LIKEs, CommENTs, And shArEs, Is surging In 2012,
According To rEporTby \ dobE.

ThE findings ArE bAsEd on }\dobE's DIgITAL IndEx, whi€h €ovErs somE 260 biLLion Ad ImprEsslons A€ross 338 €ompAnIEs

As WELL As FACEbook ACTVITy Among roughLy 70 miLLion fAns.

\s of ThE Third quUArTEr of 2012, EngAgEMENTLEVELS with FACEbook brand posTs jumpEd 896% ovEr ThosE rE€ordEd A yEAr
EArLIEr (IndEx bAsE of 100%). ThE figurEs bELow show quArTErLy IndEx €hAngEs ovEr ThE 3Q11 bASELINE for brAnd posT

ENngAgEMENT.

Average brand post engagement

Adobe Digital Index Report

ThosE INCrEASEs In EngAgEMENT ArE duE To ThrEE mAln fACTors, ACCording Ib}\dobE:

1. BrAnds' AdopTing FACEboOk's TIMELINE fEATUrE, INTroduCEd In LATE 2011.
2. ThE AdopTon of nEw AC€quisifion And EngAgEMENT METHCS.

3. ﬁorﬁ EffECTIVE SOCIAL mArkETIng by brands.

[soLU+1O0NS]
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advertisement

BELow, oThEr findings Issukd by \dobE.
SmArtbhonEs mAy ALso hAVE €onTHbuTEd To ThE spIkE In EngAgEMENT.

/ﬁobll.E usErs ACCounTEd for nEArLy onE-fourth (24%) of ALL FACEbook ENgAgEMENTIN 3Q12, up fourfokd from ThE pErlod

prior To ThE IMELINE formATChAngE:

Increase four-fold
from the period
prior to the timeline
format change.

Adobe Digital Index Report

Other key findings for the third quarter of 2012:

® US search spend grEw 11% YOY, while search ROl improved 26%. GrowTh rATEs for SEAr€h spEnd In ThE UK And

GErmAny rosg 36% And 25%, rESpECTIVELY.

® Google CPCs decreased 10% YOY, likely attributed to an increasing share of mobile clicks, for which CPCs
are less expensive.
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®  C€onvErsion rATEs Among VArlous mobILE OpErATIng sysTEms ArE bEComing morE ImMporTANT duE To €onTInuEd growTh In
mobILE SEAr€h THAffiC. l\compnrlson of I0S vs. \ndrold dEVICE TrAffiC rEVEALEd nEArLy TWICE ThE monETzATIon

AdVANTAQE for 10S.

\dobE ALso IssuUEd projE€Tons for ThE fourth quArTEr of 2012:

®  SEArch spEnd In ThE US And EuropE Is EXpECTEd To risE In 4Q12, pArTICULArLy In ThE rETAIL SEgmENT gIVEN robusT
ChAnnEL growTh, high ROI, And ThE up€oming hoLidAy sEAson. GrowTh rATEs of 15-20% In boTh €ounTHES ArE projECTEd

ALong with INCrEAsEd €CPCs.

. /ﬁoblLE THAIC Is fOrECASTTo MAINTAIN STEAdy growTh with 20% of pAld-sEAr€h €LICks originATIng viA TADLET or
SMArTpbhonE. /urkE'lErs WILL LIKELY pLACE morE Emphasis on driving mobILE TrAffiC To ThEIr SITEs by TAlLoring CAMpAIgns

for vArious mobILE OpErATIng sysTEMS.

®  BraAnd EngAgEMENTVIA FACEboOK Is ExpECTEd To surgE In 4Q12 As brAnds €onTINUE To INVESTIN soClAL mArkETIng And

TAKE AdVANTAQE of ThE LATEST FACEboOk pLATform €hAngEs (E.g., IMELINE) To TArgET €onsumErs.

About the data: Findings ArE bAsEd on \dobE‘s DIgITAL IndEX, whi€h €ovErs somE 260 biLLIon Ad ImprEsslons A€ross 338
CompAnIEs And FACEbook ACTVITY for 70 miLLion fAns, CApTUrEd by \dobE \dl.Ens And \dobE SoCIAL for ThE Third qUArTEr
of 2012. \I.L brAnds ArE \dobE CLIENTS from A rAngE of IndusTEs, In€Luding AUTomoTIvE, €PG, finAnCIAL SErvICEs, mEdIA,

ENTErTAINMENT, And rETAIL.

Which mobile device you use says a lot about your buying habits. That’s why Facebook has
begun allowing advertisers to select which devices and operating systems their Facebook
mobile ads appear on. This lets Android app developers avoid wasting money advertising to
iPhone users, and lets luxury brands target people with iPads.

Our tipster Amit Lavi, director of marketing at EasyHI, gave me the heads up on the new
options. Facebook confirmed to me it quietly unlocked the new device and OS mobile ad
placement options when it officially launched its new mobile app install ads two weeks ago.
These ads let developers pay to show links to their App Store or Google Play apps in the
Facebook mobile news feed. Facebook needed a way to make sure devs were reaching
users on the devices they build apps for.
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Device Types: [ iPhone
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[C] ipad

For now, developers using the Facebook Ads APl or Power Editor can choose to show their
ads on iOS or Android devices in general, or target iPhones, iPads, or iPods specifically.
Sorry, Windows phone, BlackBerry, and everyone else. For now there’s no way to pinpoint
specific device models like the iPhone 5, but if it’s technically possible, expect Facebook to
offer model placements in the future.

Device and OS placements are somewhat similar to Facebook’s “broad category” device
targeting that lets advertisers reach people with specific makes and models of phones like
LG Androids or iPhone 5s. However, these ads can show up on both desktop and mobile.
Placement targeting lets advertisers choose where they show up, not just to who.
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Precise Interests:

Broad Categories: Interests b Android (All)
Mobile Users (All) b HTC
Mobile Users (Android) r LG
Mobile Users (iOS) b Motorola
Mobile Users (Other OS) b Samsung
Movie/Film > Sony
Music > Android (Other)
Retail /Shopping b
Sports b

While originally designed to help app developers, there are plenty of other businesses that
can take advantage of the new placement targeting option. An iPad accessory maker could
target that device. Meanwhile, businesses with teenage customers could target iPods that
are popular with those too young for iPhones with full data plans.

And there’s also the Android vs iOS socio-economic divide. A recent Forrester study found
that iPhone-using households had an average yearly income about $16,000 higher than
Android households. That means operating system and device type could augment data like
biographical info, interests, and work and education history for targeting high or low-end
products via Facebook ads.

Facebook is desperate to become a mobile advertising company. It’s got the data to do it,
luckily. It just needs to find more creative ways like this that turn what it knows about us into
reasons businesses should pay.

Although Adobe recently reported that Facebook fan engagement rates surged in
Q3, they still remain quite low. According to a NapkinLabs study of brand pages
with between 200,000 and 1 million fans (reported by Mashable), just 6% of
Facebook fans engage with brands’ Facebook pages by liking, sharing, or

commenting.

That may even be high. Looking specifically at the automotive sector,
Socialbakers found that the most engaging post, by Rolls-Royce, had an
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engagement rate of 5.74%. The 4th-most engaging post saw just a 5%
engagement rate.

Tablets are more distinctly a leisure-time platform than are smartphones, based
on the apps that consumers use. Tablet users spend more time using media and
entertainment apps, including games (67% of time spent), entertainment (9%)
and news (2%) categories, comprising almost four-fifths of consumption.
Smartphones have a higher claim to communication and task-oriented app
usage, including social networking (24%), utilities (17%), health & fitness (3%)
and lifestyle (3%), comprising nearly half of all time spent on smartphone apps.

Data from both sources suggests that smartphones are used more on the go
than are the larger-form tablets, although it’s important to remember that
smartphone use is also above-average in the evening hours, suggesting that
much of the time spent with smartphones occurs in the home. Indeed, a study
released in October by AOL and BBDO found that 68% of consumer mobile
phone use occurs in the home. Nevertheless, the differences in usage for
smartphones and tablets means that advertisers should consider day-parting in
mobile campaigns to reach the different form factors based on time of day.
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Almost 1 in 2 Say They Click Facebook Ads Accidentally

October 17, 2012 by MarketingCharts staff

Facebook Users' Self-Reported Accidental Ad Clicks

(% S0 of MRS, MICEING Now SR8 Dhey MOOMELITY Rk 3 FRGIGM 36 whan They 4 Thave)

October 2012

1%, 13w
4.0%

|

* None of the trve

Bemne of the Tine

* Abwnst el e e

Mast of the Teee

A the e

= Almost half of Facebook users say

they accidentally clicking on Facebook ads at least some of the time, according
to Sterne Agee in October 2012 survey results. While most of those (38.7%)
overall say they only do so some of the time, 8% say they do so at least half the
time. These Facebook users don’t appear to be very receptive to advertising,
either. About two-thirds of respondents find the ads annoying, ranging from
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slightly annoying (24.2%) to moderately (19.4%) and extremely (23.1%)
annoying. Still, 25.9% are neutral, describing the ads as neither helpful nor
annoying. 5.7% find them slightly helpful, while no one reported finding them
extremely helpful.

Users Like The Mobile App, Not The Ads

Respondents were generally positive about Facebook’s mobile application. Of
those who use the app, just 7% say they are not at all satisfied with the
experience. A plurality (44.5%) describe themselves as moderately satisfied,
while 25.2% are very satisfied and 7.9% extremely satisfied.

Perhaps it is the smaller screen of mobile devices, but fully 6 in 10 respondents
report accidentally clicking on ads in the Facebook mobile app. Some 47.1%
report doing so some of the time on the mobile app, and 8.7% about half the
time. Just 1.0% does so most of the time, and 2.9% all the time.

Many of these mobile app users also find the ads annoying: in fact, about 4 in
10 said they are extremely annoying, a greater percentage than found them
moderately (18.3%) or slightly annoying (26.9%). Just 2.9% found them slightly
helpful, but none, moderately or extremely helpful.

About The Data: Sterne Agee conducted a week-long survey of more than 750
Facebook users in the US across various age groups/income levels and a near-
equal ratio of men (54%) and women (46%). The data for this survey was
collected using SurveyMonkey Audience.

What’s The Average Reach Of Your Facebook Post?

How many Facebook users does your post reach on average?

There has been a lot of commotion around Facebook’s reach metric in the past few
weeks. Some page admins have been claiming that they can only reach a fraction of the
followers they used to with each post since September 21st. This sudden decrease is
supposedly caused by the social network altering the Edgerank algorithm (more on that
later) controlling which posts end up in fan’s News feeds, but Facebook hasn’t made it
clear if that’s the case.

We think that it’s too early to state whether the reach metric or Edgerank has been altered
or not, we are collecting data for a longer time period to conclude whether the downslide
is justified. For now, look at the table below to see the average organic and viral reach of
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your post according to your page size (the data have been gathered from July 1st to
September 30th 2012).

What’s the Average Reach of Your Facebook Posts?

Page Size by Number of Fans Average Rez
1-999 33.2%
1000 - 4 999 249 %
5000 -9 999 16.7 %
10 000 - 24 999 171 %
25 000 - 49 999 11.1%
50 000 - 99 999 10.8 %
100 000 - 999 999 8.2%
1 000 000 + 56 %

Data Range: July 1st - September 30th 2012 Q Socia‘

The Bigger You Are, The More Challenging It Gets

Naturally, the bigger your Facebook page gets the more people your posts will reach. But
the percentage reached will gradually decrease, as it will represent a smaller fraction of
your fan base. Yes, the bigger you are, the harder it is to reach and engage a larger
percentage of your fans. While a smaller page with less than one thousand Likes reaches
on average 33.2% of its fan base with a single post, a bigger page with between 100 and
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999 thousand fans reaches“only” 8.2% of them, but of course the actual number of fans
reached is larger.

Get Into The News Feed Spotlight

Sounds like a punishment for performing well in social media? Try perceiving it as a
challenge. With Facebook reaching 1 billion monthly active users this month, it is clear
that the News feeds are crowded with content that wants to be seen and interacted with.
So to win your place in the News feed spotlight, your brand has to publish interesting
stories, with an emphasis on quality over quantity. Reach has a direct impact on the
Engagement Rate of your page. The more fans reached, the more they have the potential
to become engaged.

It may also be the case that pages with fewer fans have a more dedicated base, being or
felling closer or more intimately connected with a brand. The first Likes of any page are
usually the page creators themselves, their friends and families and those that work for or
do business with that company or use its services on a very regular basis. The key is to
make everyone feel like that: engaged and connected.

Sign up for a free 14-day trial with Socialbakers Analytics PRO to measure your
performance on Facebook and Twitter. Which post type works the best for your brand,
which hours and days of the week represent the most engagement for your content? Find
out even more insights with just a click of a button

Is Facebook killing its mobile user experience with ads?
By Chantal Tode

October 10, 2012

Too many Facebook mobile ads could turn off users

Facebook has ramped up its mobile advertising efforts over the past few months.
However, the social media giant may risk turning off mobile users if the ads become too
intrusive.

Mobile use of Facebook and other social networks is growing quickly, forcing these
companies to look for ways to derive money from mobile users. However, because the
mobile screen is so much smaller than on desktop, ads can quickly turn users off of the
mobile experience.
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“I don’t think we know yet exactly what consumers will and won’t accept when it comes
to ads on their handset,” said Dave Martin, senior vice president of media at Ignited, El
Segundo, CA.

“Facebook has no choice but to test the water in this area to see what kind of ad
experiences start to push their users away,” he said.

“The good news is that Facebook has the ability to test the impact that new ad products
have on usage at a small scale before rolling them out more broadly. I expect Facebook to
apply a lot of rigor to the study of ads and mobile usage.”

Integrating ads

Facebook’s efforts to increase the advertising opportunities on mobile are not receiving
high marks from research firm BTIG research, which recently cut Facebook to a sell
rating because it claims mobile ads are cluttering mobile screens and negatively
impacting the user experience.

Marketers are split on whether Facebook is doing a good job integrating advertising into
its mobile experience or not.

Some give kudos to Facebook’s efforts so far.

“Since the IPO, Facebook has definitely put more focus around their ad products and
other ways for advertisers to access their enormous one billion active user base,” said
Sebastian Gard, senior vice president and director of social media at Arnold Worldwide,
Boston.

“But, they're still prioritizing the user experience over anything else,” he said. “This is
evident by the way they're shaping their advertisers guidelines; and the way their sales
force encourage all of their brand partners to create content and experiences and amplify
user stories rather than just making ads.

“This stands true for mobile. Their mobile experience is worlds better than where it was
— and they understand that they need to make significant investments to keep that
experience user-friendly.”
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Back  Michael, Mick, Radu

~ Radu Margarint

3 Where are we supposed to be meeting?

- Mick Johnson
L I'm running S minutes late.

Michael Eyal Sharon
Teddy's Nacho Royale - right?

Will Bailey
Just got here where are you guys?

Michael Eyal Sharon
Got tied up. Mick and | should be there

soon. Sorry!

However, there have been issues with some of the early ads on Facebook.

Some claim that the ads are too easy to accidentally click on, creating frustration from
both the user experience side and the brand side.

“For brands, this will pose issues in accurately measuring click-throughs and success,”
said Sloane Kelley, interactive strategy director at BFG, Bluffton, SC.

“One solution for Facebook is to address the importance for brands in creating the right
content both within everyday posts, as well as within ads,” she said. “No matter what
Facebook does from a user-experience perspective, the right content will win at the end
of the day.”
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Slippery slope
Going forward, Facebook is likely to continue to focus on improving the mobile user
experience.

However, at the same time, the social network will also need to figure out how to
effectively monetize mobile via advertising, which is proving to be a challenge for many,
not just Facebook.

“Ads via mobile are a slippery slope, you are disrupting a very personal experience and
anything overt will send users to less cluttered spaces,” said Craig Elimeliah, vice
president and director of technology and digital solutions at RAPP, New York.

“Ads need to be highly contextual and extremely relevant to the user at that particular
place and time while on the mobile platform,” he said.

“If Facebook can figure out how to bubble up natural user endorsements on behalf of
brands that feel natural in the social space then they win. Otherwise you're begging for
pennies at a private party.”

A better experience

There have been complaints about Facebook’s mobile user experience in general. For
example, Facebook's application currently lacks the full functionality of what is available
on the Web site, with brands forced to work around these issues. Additionally, the
experience can be slow.

The question is whether Facebook can drive revenue from mobile users via advertising
while also continuing to improve the mobile user experience. The two just may simply be
mutually exclusive or it may be a case of needing to be more creative.

“Since Facebook has to respond to the public markets and show early results they are
forced to try multiple monetization paths at once,” said Howie Schwartz, CEO of Human
Demand. “The negative part is this may impact user experience short term, but Facebook
is a very smart, data-driven company that will very clearly see the impact and
engagement of the varying mobile ad strategies they are testing today and will quickly
find 'balance' for user experience vs monetization.

“Not clearly 'carving' out ads on a smaller mobile or tablet screen is the first issue,” he
said. “It needs to be clear to users where the ads or 'sponsors' start and end.

“Facebook has a non-standard ad unit, which at first will limit its adoption by advertisers
— but at scale I feel Facebook as an opportunity to innovate 'beyond the banner' and
create new mobile ad experiences that will serve both goals - monetization and user
experience on mobile.”
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Downgrading Facebook to Sell with $16 Target — Tension
Between Monetization and User Experience Growing
Posted on Mon, Oct 8th, 2012 at 8:34 am

by Richard Greenfield — POSTS | DISCLAIMER

RSSEmail Phone: 646-450-8680Chat with rereenfieldbtig

Categories: Media, Equity Research, USA, Internet, Report

Tags: FB

Facebook shares are essentially flat from our last
earnings reduction in early August (click here), when we brought down our estimates for
both advertising revenue and payment growth, along with adjusted EBITDA. While we
maintained our Neutral at the time, we have grown increasingly concerned with
Facebook’s mobile monetization approach. We see a growing tension between the
Facebook user experience and monetization, particularly as the collapse of payment
revenues has left Facebook with only one major “lever to pull” — advertising. While
mobile ads perform significantly better than desktop ads, the outperformance is driven by
how much of the screen they occupy (more annoying) and “fat-fingers” (accidental
clicks). Given the above concerns and what is now our second earnings reduction to our
Facebook estimates since the IPO, we believe a SELL rating is now warranted, with a
one-year price target set at $16 (based on 11x estimated 2013 EBITDA). Key estimate
revisions include:

« Lowering 2012 revenues to $4.9 bn from $5.0 bn and 2013 from $5.9 bn to $5.6
bn.

«  While we are technically raising our 2012 adjusted EBITDA estimate to $2.675
bn to now include the payroll tax stock based comp ad back (we use acronym
“PTSBC,” as FB started reporting last quarter in addition to traditional SBC), on
an organic Adjusted EBITDA basis, we are lowering to $2.482 bn from $2.539
bn. In 2013, we are lowering adjusted EBTIDA to $3.051 bn (also adding back
PTSBC), and on an organic basis, reducing from $3.145 bn to $2.971 bn.
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» 2012 revenue growth is now estimated at 32% (benefiting from an extra month of
payments revenues in Q4), with 2013 growth now expected to be 14% (with
advertising up 18% and payments down 6%).

» 2012 adjusted EBITDA growth is now estimated at 17% (ex SBC and PTSBC),
with 2013 growth of 14%.

Real ROI Measurement. Measuring numbers of fans, followers and "likes" are not going to cut it in the C-Suite.
Instead, social goals must be aligned to business objectives -- benchmarked and measured against Key Performance
Indicators -- empowering marketing stakeholders across the auto organization to contribute to social success. Social
management that can assign, track and standardize metrics will allow the shift in focus toward long-term goals of
message effectiveness, forecasting and overall marketing optimization.

Show This to Your Agencies!

Total Agreement with the Statement Total <18 18-34 35-54 55+

I would be very disappointed if my favorite radio

: 61.6% | 60.0% | 62.0% | 62.7% | 59.6%
station went away

| would be very disappointed if Facebook went
away

44.7% | 53.3% | 54.2% | 44.7% | 33.9%

Contrary to Blodget’s assertion that just about everybody time-shifts and nobody watches
commercials any more, Lanzano referenced Nielsen data. It indicates that live viewing
accounts for 87% of all TV watching, which continues to make it the dominant way
audiences access the medium.
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As to who does or doesn’t watch TV ads, Lanzano cited Nielsen data reporting that 50%
of viewers watching programming in DVR playback mode watch the ads, as well. (To
what extent they’re actually watching the ads versus just not skipping through them
remains the subject of debate.)

While TV viewing via the Internet and computers is catching on, the TV screen still
dominates in that regard, accounting for 95% of all viewing, Lanzano said.

Television is still the “primary action driver through the consumer purchase tunnel,” he
said, citing Nielsen surveys that show 37% of respondents believe television is the most
influential medium impacting their purchase decisions.

Clearly, the amount of time people spend watching TV on a daily basis -- more than five
hours -- wouldn’t suggest a medium that is dying. By comparison, he noted that the
average daily time spent with Facebook and Pinterest is about 13 minutes and 1.6
minutes, respectively

Further details from RichRelevance’s “Shopping Insights” study indicate that
when the 3 social networks are compared, Facebook accounts for the dominant
share of socially driven traffic, at 86% of traffic referred by the 3 sites. Pinterest
is next, at 11%, followed by Twitter, at just 3%.

The same order applies for page views per session by source, with Facebook
leading the way with an average of 7, ahead of Pinterest (4.1) and Twitter (2.7).

When it comes to conversion rates by source, Facebook still leads (2.6%),
although Twitter users (1.1%) appear to convert at a slightly higher rate than
Pinterest users (0.9%). These figures are again higher than the average
conversion rate among social network referral traffic in Q2, as seen by Monetate
(0.59%).

Sep 11, 2012 - 2 With every Facebook “Like” and public check-in toFoursquare,
consumers contribute to a widening pool of social data — data marketers are beginning to
capitalize on with more targeted and contextually relevant advertising.

Nihal Mehta, CEO and co-founder of LocalResponse, recognized this opportunity early.
A serial entrepreneur with a background in mobile, he left advertising holding
companyOmnicom in 2008 to found a startup called Buzzd, a location-based mobile
application designed to help users gauge how crowded a particular bar or other public
venue is at any given moment. Buzzd enjoyed some success — the company raised $4
million in venture capital and grew its user base to 2 million, but Mehta says he soon
realized it was very hard to generate revenue on a mobile ad network model.
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“A phone knows who you are, where you are and where you’ve been. But no ad platform
was taking advantage of that [at the time],” Mehta recalls.

In April 2011, Buzzd changed its course and became LocalResponse, whose mission is,
in Mehta’s words, “to better monetize mobile traffic by leveraging things we know about
the user.” LocalResponses leverages a vast amount of social data, most of which comes
from Facebook and Twitter, and combines it with language processing to surface intent
and serve ads based on that intent. For example, if a person named John were to tweet
“I’m hungry,” from Twitter.com, LocalResponse could serve a display ad for Pizza Hut
on the next CNN.com page John opened in Safari.

“Because of the social media boom, there’s all this amazing data that people are
broadcasting,” says Mehta. “We’re using that to deliver ads that are so finely targeted,
they become content.”

Mehta says LocalResponse is able to deliver this kind of advertising to 50 million U.S.
Internet users per month. The company is able to track these consumers by dropping
cookies after they connect to a partner website using their Facebook or Twitter
credentials. Consumers can opt out of this kind of tracking at any point by clicking on an
icon in the upper right-hand corner on any banner ad that uses it. LocalResponse has
worked with more than 100 brands to date, about half of which are Fortune 500
companies, says Mehta. Among them are Coca-Cola, Kraft, McDonald’s and General
Electric. Mehta said he had originally planned to target the small, local business market,
but early found that ROI was better on bigger brand campaigns.

:33PM PT

Facebook’s mobile struggles awaken industry to
growing click fraud problem

By Chantal Tode

September 19, 2012

While click fraud is often a given in mobile marketing, the full extent of the problem and
its implications became a lot clearer following Facebook’s revelations about the issues it

faces monetizing mobile via advertising.

There are no hard numbers for click fraud but studies suggest up to 40 percent of mobile
clicks are accidental or the result of fraudulent activity. The problem is much bigger on
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mobile than desktop because of how many mobile devices are in circulation and because
the means to track mobile traffic is not at the same level as it is for desktop.

“Until the issue of mobile click fraud became obvious with a company like Facebook, it

just wasn’t being talked about,” said James Lamberti, vice president and general manager
at Adtruth, Scottsdale, AZ.

“There is such great potential for mobile in a property like Facebook and in social media,
but click fraud is clearly an issue,” he said.

New jobs posted!

Please click here

“The problem of click fraud is now so big that places that should drive quality have to
have this issue managed and dealt with so marketers can consistently derive value — to
me that is the awakening that is happening due to a channel like Facebook.”

CPC devalued

Click fraud encompasses the activities of fake publishers established purely for making
money from clicks. However, in mobile, it also typically refers to the not insignificant
number of mistaken clicks that are a result of the small screens on mobile devices.

The consequence of click fraud for mobile marketers it that that because there are clicks
that are never going to add value, this drives down the cost per click.

However, click fraud is also one of the reasons why mobile advertising is posing a
problem for companies such as Facebook as they are not able to monetize on mobile at
the same level they can on desktop. The issue is compounded by the fact that mobile use
of Facebook and other sites is growing quickly.

“Click fraud is one of the reasons why the cost in mobile is lower than on desktop and
why the economics are so different in mobile,” Mr. Lamberti said.

“The massive inventory in mobile is different but this may be connected to fraud — we
may have this incredible supply because of fraud,” he said.

Time to step up

Many marketers do not feel compelled to address mobile click fraud because there is no
economic incentive for them to do, per Mr. Lamberti. They simply accept the lower cost
per clicks and adjust accordingly.
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“This isn’t a deal breaker for marketers,” Mr. Lamberti said. “The consequence is you get
a lower ROI because you have clicks that are never going to add value.”

Marketers also feel there is no short-term damage to their brand from click fraud.
However, this reflects a certain shortsightedness in mobile.

The fact is that mobile is here to stay and brands need to start thinking in terms of
delivering quality experiences on mobile and measuring the activity so they can
determine key metrics such as lifetime value to help them better optimize their

campaigns.

“Publishers and networks have to figure this out if they want to attract more spending,”
Mr. Lamberti said. “Even though marketers might pay more per click, the long-term
value is worth is.

“Marketers have to commit to quality,” he said.

“We haven’t seen the desire from the market to really fix the problem. However, this is
beginning to change.”

Addressing the problem
The steps that marketers can take to deal with mobile click fraud include asking their
vendors what they are doing to address and prevent the problem.

Marketers also need to be willing to pay for better quality inventory and pick their
partners based on this issue.

“If you have 40 percent of clicks that are fraudulent, marketers are really paying for all
those clicks that are not legitimate,” said Dean Nicolls, vice president of marketing at
Telesign, Marina del Rey, CA.

“This 1s wrongheaded thinking from a marketing perspective,” he said. “The real question
should be how many legitimate leads are coming in and what are you paying for those
clicks.”

Marketers should be looking at each channel in terms of what kind of return they are
getting on the number of qualified leads each is generating, not purely on the number of
the clicks.

Companies like Telesign help marketers determine the cost per acquisition in mobile by
qualifying leads. For example, Telesign takes the information from lead forms where
users input a name and telephone number to validate if the two pieces of information
correspond.
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Marketers can also use tools like Google Analytics to see how much click fraud is
happening. For example, when marketers start to see a lot of impressions but very few
clicks or leads, this could be a sign that they are a victim of click fraud.

Another indication of click fraud is when a lot of clicks are coming from a single
geographic area.

When working with ad networks, Mr. Nicolls recommends reviewing clicks at the
publisher level because there may be a problem with just one publisher in the network.

“Marketers have to be diligent about looking at analytics to get a handle on how much
click fraud is happening,” Mr. Nicolls said.

Final Take
Chantal Tode is associate editor on Mobile Marketer, New York

What Comes After Facebook? The
Future of Social Media

There is no such thing as social media fatigue. We are not tired of social,
we are tired of all the things that get in the way of being social.
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In case you have been on vacation for the past 6 months, you'll know that Facebook
and Twitter are in a bit of trouble. | don't mean they are about to go bankrupt or
anything (they won't), but we're seeing a clear trend of disapproval towards them.
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In a recent consumer satisfaction report by ForeSee, Twitter and Facebook scored
well below what you would expect, averaging 62.5 out of 100 (that's well below the
average of 74.2).

In comparison, Google+ scored 78, Google Search scored 82, Bing Scored 81,
Yahoo scored 78, Wikipedia 78, and the average score for newspapers was 73.

More to the point, Facebook represents the largest drop of all the digital brands
measured. And while this report only measured consumer satisfaction, we see the
same trend in business satisfaction.

Some people call this social media fatigue, but there is a lot more to it than that. In
fact, there is no such thing as social media fatigue. We are not tired of social, we are
tired of all the things that get in the way of being social.

Social Media: How to make Facebook’s algorithm your

friend
Ads by Google

« Emerging Media Conferencelndustry experts reveal mobile social opportunities.
Register now! mediaconvergence.eventbrite.com/
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Facebook has a dirty secret.
You know that brand page you have where you’re hoping to attract some of Facebook’s

900 million users? You know, the one you put all of your blood, sweat and tears into
posting engaging content and useful information?
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Nick Westergaard

The secret, which Facebook released earlier this year, is that most users only see about 16
percent of updates from brand pages like yours.

Whenever I share this, there is a collective gasp heard throughout the room. “That’s not
fair! We did all of this work connecting with them and now there’s a chance they won’t
even see it? What gives?”

What gives is Facebook’s notorious EdgeRank algorithm. Born from Facebook’s desire
to present you with only the most relevant and valuable updates from your network, this
formula is one marketers can’t afford to ignore as they engage on Facebook.

Let’s take a look at what EdgeRank is all about and what it means for your brand.

How EdgeRank Works

So how does Facebook determine which posts you see and which ones you don’t? The
EdgeRank algorithm determines this from the value of your social objects — statuses,

links, photos, videos.

Facebook views all of these inputs as “edges” and assigns value based on the following
factors:

1. Affinity score between viewing user and edge creator

2. Weight for this edge type (like, comment, tag, etc.)

3. Time decay, which is a factor based on how long ago the edge was created.
What EdgeRank Means for Your Brand

Scientific formulas aside, what does this mean for you and your brand page on
Facebook?

Affinity — How close are you to the user? Do they interact with you a lot on Facebook?

If they do, that’s great! EdgeRank will probably show your content to that user more.
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However, affinity is a one-way street. You can’t ensure users will see your brand page’s
posts more by liking everything they say.

Weight — Easily the most abstract of these factors, weight speaks to the level of
engagement your page has going for it.

Remember, Facebook is looking out for Facebook in all of this. As such, it gives
additional “weight” to things that keep people on the network engaged.

As social objects attract more interactions, they are given a higher value. While Facebook
is characteristically tight-lipped, many speculate that more weight is given to photos and
videos on the network as they have historically been more engaging than simple statuses
and links.

Time Decay — If weight is the most abstract factor, time decay has the best name.
Really, this factor speaks to the recency of your social object. It’s also perhaps the
simplest to understand — yesterday’s news won’t be at the top of the heap forever
despite numerous likes and comments.

How You Can Optimize Your Engagement for EdgeRank

Just knowing about EdgeRank can help you tailor your brand’s Facebook updates
accordingly.

While time is out of your hands, weight pivots around producing effective and engaging
visual content such as photos, photo albums, and videos.

If you’re looking for more engaging text posts, remember to phrase updates as a
questions — How are you celebrating this Fourth of July?, instead of just Happy Fourth.

Facebook also allows you to target your page updates demographically. Segment your
posts to more relevant demographics and watch your affinity rise.

Facebook ultimately is a marketing tool. As such, relevance and recency rule in appealing
to your network and beyond.
Ads by Google

« Evaluate Social MediaHow to Evaluate & Select the Right Social Media

Software. Free Guide! www.Wildfireapp.com
« Five star carting inc. Waste & Recycling servcies, all paper,cardboard,metal

94
SOLU+IONS



Social Media: How to make Facebook’s algorithm your
friend
Ads by Google

Facebook has a dirty secret.

You know that brand page you have where you’re hoping to attract some of Facebook’s
900 million users? You know, the one you put all of your blood, sweat and tears into
posting engaging content and useful information?

sl
Nick Westergaard

The secret, which Facebook released earlier this year, is that most users only see about 16
percent of updates from brand pages like yours.

Whenever I share this, there is a collective gasp heard throughout the room. “That’s not
fair! We did all of this work connecting with them and now there’s a chance they won’t
even see it? What gives?”

What gives is Facebook’s notorious EdgeRank algorithm. Born from Facebook’s desire
to present you with only the most relevant and valuable updates from your network, this
formula is one marketers can’t afford to ignore as they engage on Facebook.

Let’s take a look at what EdgeRank is all about and what it means for your brand.

How EdgeRank Works

So how does Facebook determine which posts you see and which ones you don’t? The
EdgeRank algorithm determines this from the value of your social objects — statuses,

links, photos, videos.

Facebook views all of these inputs as “edges” and assigns value based on the following
factors:

1. Affinity score between viewing user and edge creator
2. Weight for this edge type (like, comment, tag, etc.)

3. Time decay, which is a factor based on how long ago the edge was created.
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What EdgeRank Means for Your Brand

Scientific formulas aside, what does this mean for you and your brand page on
Facebook?

Affinity — How close are you to the user? Do they interact with you a lot on Facebook?
If they do, that’s great! EdgeRank will probably show your content to that user more.

However, affinity is a one-way street. You can’t ensure users will see your brand page’s
posts more by liking everything they say.

Weight — Easily the most abstract of these factors, weight speaks to the level of
engagement your page has going for it.

Remember, Facebook is looking out for Facebook in all of this. As such, it gives
additional “weight” to things that keep people on the network engaged.

As social objects attract more interactions, they are given a higher value. While Facebook
is characteristically tight-lipped, many speculate that more weight is given to photos and
videos on the network as they have historically been more engaging than simple statuses
and links.

Time Decay — If weight is the most abstract factor, time decay has the best name.
Really, this factor speaks to the recency of your social object. It’s also perhaps the
simplest to understand — yesterday’s news won’t be at the top of the heap forever
despite numerous likes and comments.

How You Can Optimize Your Engagement for EdgeRank

Just knowing about EdgeRank can help you tailor your brand’s Facebook updates
accordingly.

While time is out of your hands, weight pivots around producing effective and engaging
visual content such as photos, photo albums, and videos.

If you’re looking for more engaging text posts, remember to phrase updates as a
questions — How are you celebrating this Fourth of July?, instead of just Happy Fourth.

Facebook also allows you to target your page updates demographically. Segment your
posts to more relevant demographics and watch your affinity rise.

Facebook ultimately is a marketing tool. As such, relevance and recency rule in appealing
to your network and beyond.
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A BRIEF GUIDE
T0 FACEBOOK
INSIGHTS i

S Leters lov th ity i wod e Bt Wl et F hundreds of thousands or even millions of
'umemﬁreers nve. em, some a.e em an SOI‘!‘IB]US p'am on un' ers ?n. run'1 ‘ people. All other metrics are a fraction of
impressions to new likes, the following graph explains the size and relationship of audiences in

this number -
each metric in Facebook Insights. The model is not to scale since every page is different, but the Iess “Iall I%.
circles show the relationship between the number of users and actions recorded in each metric.

o
IMPRESSIONS
This is the total number times people saw
anything from your page in the newsfeed or ticker
(friends or non-friends).
REACH
The number of people who received impressions.
It's likely your content was seen by people more
than once, so this number is smaller than total
impressions. SR _ FROM THIS POINT ON,
2 metrics mostly represent
y peaple who are fans or
L have the potential to
become fans through
direct interaction with
your page content.

POST REACH

Just like reach is the number of people who
received impressions, post reach tells you how
many people your posts reached.

ENGAGED USERS

Engaged users is the number of people who
clicked on one of your posts.

TALKING ABOUT THIS

People Talking About This are people who created
a newsfeed story from your content by liking,
commenting or sharing. When their friends view
these stories in newsfeeds and tickers,
impressions and reach grow.

NEW LIKES

New likes count as People Talking About This

OTHER METRICS

LOGGED-IN PAGEVIEWS - This is the number of people who viewed your Timeline
while logged into Facebook. Since the majority of views come from logged-in
users, this is a pretty good indication of everyone who came to your page.

because liking creates a story. Of the CONSUMPTION/CONSUMERS - When you post any media (link, photos or videos)
HUNDREDS OF THOUSANDS itis “consumed” when a user clicks to view. The number of consumers is the
of people you have the potential to reach, this is total number of people who create consumptions.

the SMALL FRACTION that acted.
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Here Are Facebook's 7 Biggest Problems, According To
Its Top Ad Product Exec

Jim Edwards Sep. 5, 2012, 10:26 AM 3,292 1

INShArE29

EmAIL

/ﬁorE

GokuL RajarAm I1s FACEbook's dIrECTor of produ€T mANAgGEMENT for Ads. HE rECENTLY did A
dETAILEd, frEE-whEELINg INTErvIEW WITh \dExchllngEr, In whi€h hE dEs€ribEd SEVEN priorimEs for ThE
AdVErmsing sIdE of FACEbook's businEss (whi€h Is To sAy, VIrTUALLY ALL of ITs $1 biILLIon-pEr
QUArTEr businEss).

In doing so, howEvEr, hE ALso hInTEd AT FACEbook's SEVEN blggEST probLEms. HErE ArE RAjArAm's
priorimMEs And ThE probLEms ThATComE with ThEm:

1. Data. FACEbook has onE of ThE biggEsThoArds of mArkETIng dATA on ThE pLANET, And ITS
MEMbErs ArE TArgETADLE bASEd on ThEIr dEmogrAphi€s And INTErESTS. IT's A pOTENTIAL MArkETIng
goLdminE.

Problem: FACEbooOK Isn'Tdoing AnyThing with IT. WhENn AskEd If FACEbook EVEr pLANNEd T swiTeh
on ITs dATA for Ad TArgENing, RAjArAm sAld onLy: "NoT AT This TImE."

2. Facebook Pages. "FACEbook PAgEs work rEALLY WELL To rEACh pEOpLE AT ALL pArTS of ThE
funnEL. ThE PAQE shoulLd bE ThE hub of ALL your mArkETIng, wE bELIEVE, bECAUSE PAQES ALLOwW you
To rEACh pEOpLE In ThE nEws fEEd. PAgES ALLow you To pubLish €onTENT. ThHATINMALLY STArTS ouT
As orgAni€ ConTENT, And ThEN you €An sponsor or boosTThE ConTENT."

Problem: PAgQEs ArE frEE, buT FACEbOOK NEEds TO SEE SALES dOLLArs growTh. BUTThErE's no su€h
Thing As A "frEE" pAgE AT FACEbOOK. F\s RAjArAm AdmITS, mMosTposTs mAJE by mArkETErs ArE onLy
SEEN by A smALL proporTion of foLLowErs bECAUSE USErs' nEws fEEdS ArE so €rowdEd. SO mArkETErs
ArE forCEd 1O pAy To gETThE rEACh ThEy nEEd: "OrgAniCALLY, you gET AnywhErE from 15 pEr€CENTTO
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20 pEr€ENnT of your fAns, ThATyou rEACh orgAniCALLY. In ordEr To rEACh ThE rEmAlning 80 To 85
PEr€ENT, sponsoring posTs Is IMporTanT."

3. Mobile. "Our AdVErmising STTATEQY on mMODILE Is ALL AbouTmAkIng SurkE Wk ArE pArT of ThE
orgAni€C €ConTENT ThAT pEOPLE €onsumeE. IT's primAriLy NEws FEEd. On mobILE, IT's ACTUALLY fAlrLy

EAsy for us."

Problem: EVEryonE knows FACEbook's mobILE App LEAVES A LOTTO bE dESIrEd. F\Lso, RAjArAm
sAlys FACEbook wiLL NOTINTrTodu€E bAnnEr Ads, LEAvIng ITJEPENdENToNn SponsorEd STorlEs—
whi€h ArEn'T As obvious or INTrUSIVE As dispLAy AdVErmising. HE sAys, "WE don’'TInTroduCE ConTENT
whi€h woulkd noTbE ThErE oThErwiSE—LIKE A bAnnEr Ad or somEThing LIKE ThAT—In MOobILE, IT's 4
muc€h EAsIEr TtAnsIMon for us from A purE produ€T dEVELOpmMENT polnT of VIEw." ThAT'S fInE ...
EXCEPTThAT AdVErmsErs LIKE obvious And InTrusivE mEdIA. ThE mobILE SCrEENn Is COmpArATMVELY TIny
And FACEbook hAs Turnkd ITs bACK on A mAjor pArT of ThE rEAL ESTATE IT OffErs.

4. Offers. "WE INTHNSICALLY bELIEVE ThAT AJVErmising And mArkETing shouLd EnhAnNCE nAMVE-USEr
bEhAviors. Things LIKE OffErs originATEd from This bELIEf. \WhEn WE survEy usErs Asking, "WhAT ArE
ThE rEAsons you LIKE A pAgE on FACEbook?' onE of ThE primAry rEAsons wAs pEOpLE wANT
dis€ounTs, €oupons, And dEALs. To bulld A €ompELLIng produCTITTAKES A4 Coupon, whi€h Is An
AgE-oLd Thing."

Problem: WhEn wAs ThE LASTTIME you rEdEEMEd A FACEbook OffEr?

5. Speed. "Our fo€us Is To moVE fAST— hAVE ALL TEAms ThATwork TogEThEr nOTENCumbErEd by
Any CONSTHAINTS. ThEy EXECUTE And LAUNCh somEThing fASTAnd LEArn somEThing And movE on."

Problem: FACEboOK Is roLLIng ouTnEw produ€Ts so fAsTITs €onfusing for CLIENTS. HErE's how
RAjArAm sAys FACEbook €ommuniICATES with ITS mAIn Ad pArmErs, ThE so-CALLEd prEfErred
MArkENng dEVELOpPErs (P/tD): "WE hAvE A numbEr of Communi€ATon €hAnnELs with P/iDs. \LL
P/ﬁDs hAVE ACCEsSs TO A P/ﬁD-onLy community forum. WE hAvVE sEVErAL forums, groups on
FACEbook ThATThEYy hAVE ACCESs To. ThEn WE hAVE produ€T And progrAm updATE forums. ThEn WE
hAvE P /ﬁD EmAIL supporT. WE ALso hAVE rEguLAr nNEWSLETIErs ThAT WE SEnd ouT, And wWE hAVE
LIMITEd opporTunmEs for SELECTP /le TO TEST produ€Ts In prE-LAUNCh STATUS sO ThEy €CANn TESTIT
And gIvVE us fEEdbACK." PhEw!

6. Facebook Exchange: "ThErE ArE obviousLy somE dIffErEn€Es In FACEbook CrEATIVE bEINg
dIffErEnT from [STAndArdizEd dispLAy] And so on. WE wANTTo mAKE surk ThE pArThErs undErsTAnd
ThAT jusTbECAUSE ThEy ArE INTEQrATEd, ITdOESN’T mEAN ThE rEsponsIbILITy Ends ThErE. ThEIr
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rEsponsibiLITy Is To work with us To mAKE surk ThE AJVErTISErs who ArE our €ommon CLIENThAVE A
QrEATEXpPEENCE on FACEbook EXChANgE."

Problem: RAjArAm sEEmMs To bE ImpLylng ThAT FACEboOK's Ad formATs ArE A CrEATMVE hurdLE for
SOmME buyErs. FACEbook's Ads €omE In dIffErENT shApEs And sizEs ThAn sTAndArd wEb formAT
bAnnEr Ads—whi€h mEAns ThATCLIENTS hAVE TOo CrEATE SEpArATE CAmpAigns jusTfor FACEbOOK,
bEforE ThEy buy on FACEboOOK.

7. Video. FACEboOK Is onE of ThE LArgEST SErvErs of vidEo In ThE workd, And vidEo AdVErmISIng Is A
LOTmorE LUCTrAMIVE ThAn dispLAy AdVErmising. So IT's 4 hugE opporTunity for vidEo Ads.

Problem: FACEbook Isn'Tdolng AnyThing AbouTIT. "UnLIKE EVErybody ELSE IT's SomEThIng WE
hAVEN'TTALKEd Too mu€h AbouT. WE probAbLy nEEd 1o fo€us And bulld 4 LoT of sTuff on ThE
€onsumer sidE, If WE wANTTo do somEThing. 1 Think, so fAr, wE hAVEn'TTALKEd mu€h AbouTThE
AdVErmsIng sIdE of vidEo, ATThis poInT

How Marketers are Missing Out by Focusing on
Facebook

With all the available social networking opportunities, businesses may forget why they came to
social networks (like Facebook) in the first place — to drive traffic and sales. Unfortunately, we see
a number of marketing tactics employed each day, that send social media users to branded social
networking pages, without any bridge to the business’s corporate website. Though it seems
counterintuitive, Facebook is not an ideal medium to broadcast your brand message. That’s not to
say Facebook is not useful in amplifying your marketing tactics. Facebook should be used as a

bridge for users to connect to your website. Here’s why.
Your Posts are only reaching a minority of your fans.

According to Datamation.com, “For the most popular businesses on Facebook, those with more
than a million "fans," fewer than 3 percent of those fans are seeing the companies' daily
updates... The picture improves for smaller companies. For those with between one thousand

and ten thousand "fans," the percentage is just under 10 percent.

The report found a general reverse correlation between number of fans and percentage of fans

seeing updates every day.”
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That's a huge gap in your fan base, versus what your fans are hearing, due to Facebook’s Edge
Rank algorithm. EdgeRank is Facebook’s solution to “social media fatigue” — only posting content
if your Facebook page has a high EdgeRank. How do you get a high EdgeRank? Entice users to
click or comment on, or generally interact with your Facebook posts by posting interactive
content. It’s a double edged sword because to gain EdgeRank, you seemingly have to HAVE
EdgeRank already. Don’t just assume your fans can hear you on Facebook like they would on

your business’s website.
Facebook is a Social Platform, not a Business Platform.

Businesses can listen to and communicate to fans IF those fans go to the business’s Facebook
page. However, Facebook is not really a conversation medium. There’s no good way to target
specific audiences by specific criteria - the profile data to narrow down, and target your preferred
audience is insufficient. Even if you have a custom welcome tab that weeds out non-fans from
engaged fans, you really only have ONE Page for your entire audience. And as John Schroeter
says in his article on Facebook strategy, “... In an age of personalized content delivery, [this] runs

counter to ... marketing best practice.”

Facebook pages are not the place to drive deep, targeted engagement when it comes to content,
because it’s almost impossible to target fans without running ads. And running ads still doesn’t
guarantee your ads will be seen since Facebook ads don’t show up on most mobile clients. This

is why it’s absolutely necessary to use Facebook as a bridge to your corporate website.
Facebook is Not Your Website

It's important to remember that while you may have copy rights to your logo, your brand slogan or
motto, and your business’s content, anything you put on Facebook is subject to Facebook’s
Terms of Use (“... you grant us a non-exclusive, transferable, sub-licensable, royalty-free,
worldwide license to use any IP content that you post on or in connection with Facebook”). Not
only that, you're subject to apps developed for Facebook, viruses from links, and hacked
accounts. That makes it extra hard to control who sees what, and where your content is being
used. While business accounts are safe — for the most part - the liability is enough to send any
brand manager into convulsions. This means that businesses NEED a corporate website for

news, product, events, etc — and they need to not rely on Facebook alone.

Facebook is a tool and can be incredibly useful as a means of emphasizing your brand

communications. However, it’s important to remember that Facebook should not be your
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customer’s end destination but a bridge to your corporate website. When used strategically, your

business’s Facebook page can be the link that turns conversation into conversion.

Facebook and Twitter both have introduced enhanced and evolved behavioral capabilities
to their ad products, enabling advertisers, marketers and brand folks to better target the
social sites’ users.

Next week, Facebook will be offering brands an ability to ad retarget based on users’
email addresses, phone numbers and FB app user identities. This will enable marketers to
reach Facebook users who are their current customers using their own customer data. The
way I see it, it is like using your own customer emailing list and targeting the same
customers for relevant offers, messages and more in the social networks. In my opinion,
the most appropriate use will be around loyalty programs, bundled offers, and retention.

On a good note, businesses won’t have access to additional Facebook user data,
according to Facebook.

B2B Magazine reports, with Twitter, advertisers are now able to target their Promoted
Tweets and Promoted Accounts programs to users based on what they follow and
retweet. As a user, it will allow me to have promoted tweets that suit my interests appear
above generic ones.

There are 350 interest categories advertisers can choose from, including education,
science, law and personal finance, which can be further broken down into additional
topics. What is really interesting is that Twitter also is reducing the minimum price
advertisers can bid for an ad campaign to one cent per Promoted Tweet, down from 50
cents.

There are few possible reasons for this new approach.

1. the current program isn’t working at all and needed a refresh

ROI and engagement numbers were below advertiser’s expectation and budgets
volume play to match their significant mass reach in the small business space (the
core group that originally made them successful)

bl

The coming year will be a interesting one from Social Advertising point of view. Keep
seated and stay tuned!
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The Facebook Exchange could pull in a wealth of new advertising dollars by letting
businesses retarget ads at Facebook users who've visited their websites. Now I've learned
and confirmed that the first Exchange ads are running, and Facebook has nearly doubled the
companies with access to the program. Plus one source close to Exchange tells me “initial
results are good, they’re going very, very well.”

Announced 10 weeks ago, Exchange brings the first cookie-based retargeted ads to
Facebook — a format common around the web but that Facebook must handle delicately
because of privacy. The expansion and comments from Sheryl Sandberg show Facebook
has high hopes that Exchange will bolster its bottom line.

Why Exchange Is Critical To Facebook

Here’s a quick primer on FBX. A Facebook user visits a third-party website, such as a travel
site where they view prices for a hotel in Hawaii. That website drops a cookie on the user’s
browser, and then hands a demand side platform (DSP) the complementary cookie. The
DSP identifies the user to Facebook and tells it it wants to advertise to them the next time
they visit Facebook.

The user visits Facebook, which pings the DSP asking for a real-time bid for how much
they’d pay per impression to show that user a Facebook sidebar ad. If the bid is high
enough, the ad gets shown, Facebook charges the DSP, and the DSP charges the website
owner.

Facebook Demand
Standard — Generation
Ads

B Demand
Facebook Exchange Fulfillment

and Google Search

This is all so important for Facebook because it has classically been seen by
advertisers as stronger for institutional brand advertising that improves awareness
and perception than direct advertising whose click-throughs translate to sales.
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Essentially Facebook is at the top of the funnel at demand generation, opposed to the bottom
at demand fulfillment where measurement of return on investment is easier, ad rates can be
higher, and Google Search rules. If Facebook wants to boost revenues and also make its
ads more relevant, it needs to break into the bottom of the funnel, and retargeted Exchange

ads can help.

And they are. Direct advertisers may flock to the DSPs because my source tells me
Exchange results are “in-line with performance of retargeted ads [across the web] that have
really high ROI. It’'s going quite well.” However, there’s currently only a small volume of ads
being run and I've heard many big travel advertisers are still getting their cookie-syncing set
up to work with FBX.

New FBX Partners Signal What’s Next For Facebook Ads

On the social network’s first public earnings call a month ago, Sandberg said regarding
Facebook Exchange, “We’re at a very early alpha stage test... but we’re really encouraged
by how interested our advertisers and customers are.” And Sandberg’s not blowing steam.
We hear AdRoll has assigned a huge chunk of its engineering resources towards working to
perfect its integration with Facebook Exchange. Apparently it sees a pot of gold at the end of
the rainbow if it can become the premier platform for advertisers to retarget Facebook users.

Some time between the announcement of Exchange and now, Facebook struck deals with
six more DSPs to join the program. I'd learned of a few and Facebook agreed to give me the
full list of Exchange partners. The newly added ones are in bold:

 AdRoll

*  AppNexus

e Criteo
 DataXu

* MediaMath
* Nanigans

* Optimal

* RocketFuel
* Tellapart
 TheTradeDesk
* Triggit

e Turn

e Xaxis

e X+1

With the first wave, Facebook curiously sidestepped all its existing Ads API partners — the
tools and services big businesses use to efficiently buy standard Facebook ad campaigns
and Sponsored Stories. There are two possible reasons for this. First, retargeting and real-
time bidding required for Exchange are specific technologies that many Ads API partners
didn’t have built.

Second, and more interestingly, Facebook is not currently allowing Exchange partners to
layer its standard biographical ad targeting parameters on top of retargeting. That means a
DSP can’t say it only wants to target users who’ve received a cookie and are 25 to 45 year
old males. This might be because Facebook refuses to give personally identifiable data on its
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users to advertisers. If it allowed the coupling of standard targeting and retargeting by
admitting partners who do both, those ad platforms might be able to deduce characteristics
of Facebook users and combine them with cookie-data to create stunningly accurate profiles
of visitors to their site.

Facebook doesn’t want those DSPs to be able to turn around the Facebook bio data to
improve their targeting of users outside of Facebook.com. But a different source says
Facebook does want to let advertisers combine retargeting and bio data so they can serve
more relevant ads on Facebook.com as long as it’s in a way that doesn’t jeopardize user
privacy.

It may be setting itself up for once it’s figured out how to do that, as now Facebook has
allowed Nanigans and Optim.al, two existing Ads API partners into the Exchange program.
The presence of Nanigans and Optimal in the Exchange program may indicate that when
Facebook is ready to combine targeting options, it wants experienced Ads API partners
ready to test it. However, my sources say even if Facebook can’t securely merge the
targeting options, there’s a very healthy business tapping into existing retargeted ad budgets.

So with FBX ads now running, Sandberg citing strong interest, and more partners signed on,
the next step is for Facebook to prove retargeting can earn advertisers money. While the
whispers I’'m hearing indicate they work well, Facebook will
need to compile conclusive studies demonstrating that
Exchange ads sell products. Luckily, | recently came in to
Facebook to talk to Sean Bruich, head of measurement and
monetization analytics. He’s building up a team of specialists
whose sole mission is showing advertisers that when they
invest in Facebook, they get even more back.

Facebook Measurement Chief
Advocates New Standard for Gauging
Reach

Brad SmALLwood: /ﬁusurlng OnLINE /ﬁﬁdm In GRPs Is JusTPrELImInAry STEp

By: €oTon DELOPubLIShEd: \ugus'l'27, 2012
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\s FACEboOK urgEs blg AJVErMISErs To boosTThEIr spEnding, ITS
MEASUrEMENTTEAM Is pLAyIng An INCrEAsIngLy promInEnT roLE, Tying
TO ArMICULATE ThE VALUE of pAld And EArnEd FACEbook ImprEsslons In
TErms mEdIA buyErs know, su€h As GRPs, or gross ramngs polnTs.

BuTwhiLE TALKINg AbouT GRPs Is 4 sTEp In ThE righTdIrECTon for ThE SOCIAL
NETWork, IT's noTITs End gAME. \CCOrdlng To Brad SmALLwood, FACEboOK's hEAd
of MEASUrEmENT And InsighTs, ThE ULTIMATE goAL Is for ThE MArkETTo EmbrACE A
METHC ThATLOOKS ATThE uniquE rEACh And frEQUENCY of A CAMpAIgn ACross ALL
"EXpPErENCES" -- INCLuUding TAdIMionAL mEdIA su€h As TV, rAdlo, prinT And ouTdoor,
As WELL As onLINE mEdIA, soCIAL mEdIA (ownEd, EArnEd And pAld), mobILE And In-
gAME Ads.

"WE'rE STILL Trying To flgurE ouThow To mEASUrE (EXpErIENCES) In slLos, And ThE
morE mEdIA €onsumpTon dispErsEs ACross €hAnnELs, IT's going To bECOME An
INCrEAsingLy blg probLEm for AJVErmSErs," sAld flr. SmaALLwood, who WILL bE A
SPEAKEr Afk\d k\qE'S DIGITAL ConfErENCE In SAN FrAn€is€o nExTmonTh.

LASTH ugusT, NIELSEn dEbUTEd A4 produ€TENAbLINg AJVErMISErs To MEASUrE ThEIr
onLINE €AMpAIgns -- In€Luding FACEbook -- In GRPs, And IT's gOTIEN TFACTION
Among AdJVErmsErs And AQENCIEs, su€h As UnILEVEr And Groupyﬁ, buTonLy 4s A
rEporfing mETHE And noTfor buylng. (€omSE€orE has ALso INTroduCEd A sImILAr
produ€T.) HowEVEr, ThE ULTIMATE vislon Is for A mEdIA buyEr To pur€hAsE, for
ExAmpLE, 100 GRPs on TV And ThE EquIVALENnT of 50 GRPs on FACEbook, whi€h
TOgEThEr mighT gENErATE ThE EqUIVALENT of AnoThEr 20 GRPs Through ownEd And
EArnEd mEdIA on FACEbook. ThE buyEr woukd ThEn hAVE ThE undErsTAnding ThAT
ALL TOgEThEr hE goT 170 GRPs.

NIELSEN ALSO hAs A produ€TIn mArkET ThAT ALLows for mEAsuring ThE rEACh And
frEqQUENCyY of €CAmp4igns ACross mEdIA €hAnnELs, buTThATkind of MEASUrEMENT
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IS NAsSCENT. /ﬁr. SmALLwood sAld his TEAmM Is working with ThE INTErACTIVE
k\dvEmslng BurgAu And ThE \dvErTlslng RESEAr€h FoundAmon To AdvOCATE for
ThosE METHES To bECOME An IndusTry sTANdArd.

"WhEn wiLlL mEdiA AQENCIES And AdJVErMsErs dEmAnd su€CEss on ThosE
MEAsUrEs? 1 Think ThAT's ThrEE TO fIVE yEArs AwAy," hE sAld.

WhILE FACEboOK CLEArLY STANds To bENEfITIf ThE mMEASUrEmENT And mEdIA-buying
STAndArds ThATfAvor TV ArE upEndEd, nETworks with blg dIgITAL busInESSES, su€h
As ESPN or Turner, €ouLd ALsO pOTENTALLY bENEfIT

,ﬁr. SmALLwWood sdld hE hopEs To pArThEr with somE pEr€EIVEd rivALs To AdvoCATE
for This nEw wAy of mEAsuring.

"ThE TWITIErS, YlIhoos,/ﬁlCrosoﬁs -- And GoogLE obviousLy As WELL -- WE WANT

ThEm ALL To bE 4 pArT of This pro€Ess," hE s4ld. "If WE €An dEMOoNSTATE

€onfldEn€CE In onLINE, WE WILL SEE A good shArE of ThosE doLLArs End up on
FACEbooK."
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THE POWER OF FACEBOOK ADVERTISING FAIMECTING MITN, EMRASINE D

INFLUENCING YOUR CUSTOMERS

c n N N E c T FIND AND REACH YOUR AUDIENCE WITH PRECISION
ATSCALE WITH FAGEBODK ADVERTISING

MORE PEOPLE, ON MORE DEVICES,
MORE OFTEN THAN ANYWHERE ELSE & L:/

REACH THE RIGHT
PEOPLE EFFICIENTLY

FIND THE RIGHT CUSTOMERS
WITH BETTER TARGETING
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4 strategies advertisers are using for
Facebook’s search ads

BriTrny DlIrWELL-\ug 29th, 2012

FACEbOOK’s SEAr€h-bAsEd Ads, SponsorEd RESULTS, bECAME AvAILADLE Through
ThE \ds \PI And PowEr EdITor TooL LASTWEEK, ALLowing A rAngE of AJVErMISErs To
TESTThE nEw OffEring. HErE WE'LL LOOK ATThE four mAln STTATEQIES WE'VE SEEN
CompAnIEs TAKE:

* STEAL TrAffic from €ompENTOrs

e Show up whEn usErs sEAr€h for rELATEd pAgEs or Apps

e GETImprEsslons by bldding on ThE mosTpopulLAr Apps And pAgES
*  ProTECTbrAnd posimion with dEfEnsIVE bids

For ba€kground, SponsorEd RESULTS ALLows busInESSES To buy Ads In ThE soCIAL
NETwWork’s TypEANEAd SEAr€h rESULTS. \dvEmsErs TArgET EXACT pAQES, profiLEs,
PLACEs or Apps ThEy wANTTo show up nExXTTo, rAThEr ThAn bidding on kEywords or
phrAsgs. ThEy €An ALsoO LAYEr on FACEbook’s dEmogrAphi€, INTErEST And CATEgory
TArgETIng.

\ds OopTmMIzATon €ompAny \mpush SOCIAL Is rEporTing €LICKkThrough rATES
bETWEEN 0.5 And 1 pEr€ENTON SponsorEd RESULTS for A CASUAL gAmiIng App.
FACEboOK AnALYyTICs CompAny PAgELEVEr TELLS us IThAs sEEn €CTR bETWEEN 0.8
And 2 pEr€ENTON highLy TArgeTEd SponsorEd RESULTS for A B2B €AmpaAign.

SEE somE sAMpLE Ads And undErsTAnd ThEIr STFATEQIES bELOW.

Steal traffic from competitors
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fab
Sponsored

Wish
App

Get special offers & discounts on items you add to your wish list.
2,800,000 monthly users

Fab
App

370,000 monthly users

cityville

Sponsored

SimCity Social

Game

Its a City that Sparkles. Play the NEW SimCity game, now!
15,100,000 monthly users

W cityville
App Page
25,297,696 like this - 94,581 talking about this

travelocity

Sponsored

® @ Hipmunk
San Francisco, California - Travel/Leisure
Hipmunk is a smarter & more efficient way to book travel. Learn more!
42,105 like this - 7,802 talking about this

Hotels.com USA i
Dallas, Texas - Travel/Leisure

With over 20,000 vacation destinations, simply take your pick.
415,322 like this - 17,324 talking about this

Travelocity

Product/Service
249,105 like this - 2,797 talking about this

Travelaritv ra
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bubble safari
Top Hit
Bubble Safari

Game

Over 10,000,000 monthly users

W\ . Bubble Witch Saga
_ Game
New Bubble Game on Facebook. Play now. Warning: Highly Addictive!
" “= Over 10,000,000 monthly users

Game
l Looking for the best game? Check out Disney's Ghosts of Mistwood
Now!

Show up when users search for related pages or
apps

With SponsorEd RESULTS, €CompAnIEs €An pAy To gET pLACEMENT whEN USErs
SEArCh for ThEIr CompEMTors. This Is signifiCAnT bECAUSE FACEbook SEAr€h
rESULTS usEd To bE bAsEd on ThE ACTUAL TEXTINpuTfrom UsErs. \sElIrch for NIKE
would bring up rESuLTs for NIKE's FACEboOk pAgEs, NIKETown sTorEs, ThE NIKE+
App, or pEOPLE WhosSE nAmEs INCLUdEd “nIkE.” ThE SEAr€h woulLd nEVEr rETUrn
rESULTs from \dldlls or REEbok. Now This Is possIbLE with SponsorEd RESULTS.

ThESE AJVErMSErs WILL hAVE To pAy CLOSE ATIEnTIONn To WhAT usErs do AfTEr ThEy
CLICk on SponsorEd RESULTS. SINCE usErs ArE ofTEn SEAr€hing for pArmCuLAr
ENnTIMEs on FACEboOK, ThE hITs on ThESE Ads €ouLd bE ACCIJENTAL. For EXAmpLE,
whEn uskrs SEAr€h for ThE ZyngA's CITyVILLE gAME And hITENTEr — As frEQUENT
pLAYErs ArE LIKELy To do ouTof hAbIT— ThEy mighTEnd up In S\’s SImeny
SOCIAL. ThAT's bECAUSE SponsorEd RESULTS ofTEn AppEAr AbOVE OrgAniC rESULTS,
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And hiTNng ThE EnTEr KEy TAKES USErs To WhATEVEr AppEArs firsTIn ThE TypEAhEAd

SEAr€h window.

militaryl
Sponsored

" Veterans United Home Loans
L

Product/Service
E Join our community for the latest in Military news.
372,551 like this - 27,666 talking about this

Military.com
Media/News /Publishing
679,666 like this - 19,408 talking about this

republican national committee

Sponsored

Paul Ryan VP

Politician

Stand with Paul Ryan and America's Comeback Team.
1,897,157 like this - 1,177,579 talking about this

Republican National Committee
Political Party
642,456 like this - 142 887 talking about this

mty

Sponsored
Thrillcall
App

Get the App for tonight's concert calendar & exclusive ticket offers.
20,000 monthly users

Pages
MTV

4 =
m TV Network
e | 36,564,011 like this - 526,388 talking about this
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travel and leisure|

Sponsored

® @ Hipmunk
San Francisco, California - Travel/Leisure
P Many travel sites bias results to get better commissions. We don't.

43,682 like this - 8,730 talking about this

Pages

Accessible Travel and Leisure
PGccosinis Quedgeley, Gloucestershire, ...
".-; 1,634 like this - 7 talking about this

Travel and Leisure

® Local/Travel
/l) 413 like this - 5 talking about this

SOmE AJVErMsErs ArE Trying To gETThEIr brAnd sEEn wWhEn usErs SEAr€h for
SOMEThIng SOMEWhAT rELATEd, buT pErhAps noT A dIrECTCOMpPENTor. IT'S UNCLEAr
how EffECTIVE This Is SINCE MOST uskrs ApproA€h FACEbook sEAr€h dIffErEnTLy
ThAn GoogLE. FACEbook SEAr€h hELps usErs find spECIfiC ENTMES buTIs noTgood
for Looking up Things within A gEnErAL Topl€ or CATEgory LIKE “running shoEs.” Iif
USErs ArE SEAr€hing for A pArfICuULAr pAgQE or App, SEEIng An Ad for somEThing
sLIghTLy rELATEd mighTnoThAVE An IMpACT ATThAT poInT.

Get impressions by bidding on the most popular
apps and pages

>

coca cola| Q
Sponsored

ChefVille

Game

Master the art of cooking with friends and earn real recipes. Play Now
* 23,200,000 monthly users

Link > Like > Love
Heading out of town? Find out about a hotel offer from Travelocity.

60,000 monthly users

Coca-Cola

Food/Beverages
49,286,858 like this - 1,174,115 talking about this

MARKETING
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justin bieber

Sponsored

ChefVille
Game

Master the art of cooking with friends and earn real recipes. Play Now
Over 10,000,000 monthly users

Match.com

App

Meet local singles and see pics for FREE. Get started now!
Over 100,000 monthly users

Justin Bieber
Musician/Band
46,325,767 like this - 548,806 talking about this

pinterest

Sponsored

Match.com

match App
Meet local singles and see pics for FREE. Get started now!
420,000 monthly users

Apps
Pinterest
App
16,300,000 monthly users

spongebob

Sponsored
) ChefVille

Game
Master the art of cooking with friends and earn real recipes. Play Now
* 23,200,000 monthly users

SpongeBob SquarePants

TV Show
36,667,028 like this - 550,572 talking about this

InsIldE FACEbook's Push To Woo Blig \dvEr'llsErs

By SHAYNDI RAICE

MARKETING
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\f‘lErjolnlng FACEboOK As FB -5.99%VICE prEsIdENT of MArkETIng LAST
yEAr, CAroLyn EvErson mAdE IT hEr mission To win ovEr SKEpTICAL Ad
EXECUTIVES who €ompLAINEd ThAT spEnding on ThE glANT SOCIAL
NETwork wAsn'T pAaying off.

\Tl‘hE TME, mAny €ompAnlEs WErE using ThE sITE To promoTE brAnds
on ThEIr own FACEbook pAgEsS—buT mosTwErE pAying LITILE TO
noThing 1o do so. WhILE FACEbook wAs sTArTing To push morE pAld
NOTMCES, ITWAs unCLEAr WhEThEr su€h Ads ACTUALLY LEd TO
pur€hAsEs.

CAroLyn EVErson Is FACEbooOK's Lidlson wiTth /ﬁAdIson F\vEnuE. ShEIs
working with blg brAnds To hELp ThEm gAugE how Ads on ThE SITE €An
pAy Off.

So LAST OCToObEr, /ﬁs. EVErson CrEATEd 4 "CLIENTCounCIL," CALLINg
TOgEThEr SEnlor AdVErmising EXECUTIVES from 13 bilg brAnds And Ad
AQgENCIES. ThE gOAL: To LEArn from EACh oThEr how FACEbook €ould
do bETIEr.

"I LOVE bEIng ChALLENgEd," sAld /ﬁs. EvErson. "WWhEn pEopLE doubTus
ThATs whEn WE'TE AT our bEST"

ThE firsT mEETIng Took pPLACE In FACEbOOK'S LOfFLIKE /Mdlson \vﬁnua
offiCEs. \TIEndEEs INCLUJEd mArkETIng hEAvywEIghTs LIKE KEITh \WEEd
from UniLEVEr, ULVR.LN -0.48%STEphEn Quinn from WAl.-/mrrW/ﬁr
+0.83%And WENdy €LArk from €o€A-€oLA KO +0.20%.
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\ NErvous /ﬁs. EVErson ArrivEd wWEAring A bLUE drEss In honor of
FACEboOK's sIgnATUrE €olLor. /ﬁArk ZUCKErbErg wELComEd ThE group
viA vidEo €onfErENCE. As the ad types peppered the young chief

executive officer with questions, a theme emerged. If they
committed to spending big bucks with Facebook, how could
they be assured a return on their investment?

Mr. Zuckerberg's response, according to one of the attendees:
"That's a great question and we should probably have an answer
to that, shouldn't we?"

<ImAgeOO01.jpg>

The remark underscores how Facebook has been coming up
short on one of its most crucial goals: proving that ads on the
site can help marketers move products off the shelf.

ThErE Is 4 LoTridIng on ThE EfforT. FACEbook dErVEd 85% of ITS TOTAL
$3.7 biLLIon In rBVENUE In 2011 from gLObAL onLINE Ad SALES. LAST
monTh, ThE CompAny rEporTEd ITs SECond-qUArTEr Ad rEVENUE rosE jusT
14% from ThE prEvious qUArTEr And 28% from A yEAr Ago. ThOSE
growTh rATEs hAVE sLowEd mArkEdLy ovEr ThE LASTTWO YEArS;
QUArTErLY Ad rEvEnuEs In 2011 grEw by As mu€h As 87% from ThE
yEAr-Ago pErlod.

FACEboOk's €hIEf fiInAnCIAL offiCEr, DAvId EDErsmaAn, on A CALL wiTth
AnALysSTS ATHbUTEd ThE 28% growTh pAriLy 1o 4 9% INCrEASE In Ad
rATEs. HE EXpLAINEd ThAT Ad ImprEsslons—or ThE numbEr of pEopLE
who SEE An Ad—ArE CLImbIng morE sLowky ThAn ThE numbEr of nEw
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uskrs As morE pEopLE ACCEss FACEboOK viA mobILE dEVICES, WhErE
ThE CompAny sTILL hAs onLy LImMITEd forms of AdVErfising.

ThE EIghT-yEAr-oLd soCIAL nETwork hAs ALso SEEN ITS sSTo€k TUmbLE by
46% sINCE ITWENT pubLIC In fmy AT A morE ThAn $100 biLLIon

vALuAmon. Much of the drop has been fueled by concerns over

the efficacy of Facebook's ads and the company's ability to
continue to grow its ad business—ESpECIALLY As morE usErs reLy

on MobILE dEVICES, whi€h hAVE smALL SCrEEnS And LITILE rEAL ESTATE
for ADVErMISEMENTS.

<ImAgEOO02.jpg>

SomE AdVErnseErs hAvE yAnkEd ThEIr FACEbook Ads bECAuUSE ThEy hAVE

hAd TroubLE mEAsuring WhEThEr ThE Ads LEd TO SALES. In /ﬁAy, GEnErAL
/ﬁo'l'brs co. G/l -1.27%pulLEd $10 miLLon of Ads from ThE SITE, €MIng
su€h €on€Erns. High-profiLE dEfECTIONS ArE pArMICULArLy TroubLing,

since one biqg advertiser's actions can have a broad ripple effect
on dozens of smaller advertisers.

"\'I"IhE End of ThE dAy, you wILL gETThE EArLy AdopTErs of ThE LArgE
CompAniEs who €An sEE [FACEboOK] As 4 blg TTEnd buTyou won'T gET
SUSTAINEd businEssEs withouT pEopLE undErsTAnding how ROI [rETuUrn
on INnVESTMENT] Is COnCErnEd," sAld UnILEVEr's /ﬁr. WEEd. "As a

businessman and marketer, ultimately, you care about ROI."

EXECUTIVES ACKNOWLEJQE ThATThE push Is on. On ThE €ompAny's LAST
EArnings CALL, In LATE JuLy, ChIEf OpErATing OffiICEr ShEryL SAndbErg
sAld FACEbook Is mAKIng "ImporTAnT progrEss"” In proving rETurn on

INVESTMENT TO MArkETErs. Though nEArLy ALL Top AJVErMSErs spENT
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monEy on FACEbook Ads In ThE LASTqUArTEr, shE CoNnCEJEd ThATThE
TOTAL WAS onLy A SmALL pErCENTAQE of ThE AdVErmSErs' digITAL Ad
budgETs. ShE ChArACTErZEd ThE ShorTfALL As An "ImbALANCE" And A
"SUbSTANTIAL opporTunity.”

ThE TAsk of €hAnging ThATEquATIONn fALLS To /ﬁs. EVErson, who Is
FACEbOOK'S mAIn LiAIson To /mdlson \vEnuE. /ﬁs. EVErson, 40,
prEviousLy workEd ATWALT DisnEy €o. DIS -0.34%And AT /ﬁlcrosofr
corp., /ﬁSFT-O.ZO%WhErE ShE wAs VICE prEsIdEnT of gLObAL Ad SALEs
And STrATEgQy. RECrulmed from /ﬁl(:rosof‘l'ln \prlL of 2011, /ﬁs. EVErson,
who Is bAsid In NEw York, TrAVELS on€CE A monTh To SILICoN VALLEy.

The crux of advertisers' doubts centers on whether Facebook
ads actually sell goods and if they can be measured in a way
that can be compared to other forms of advertising. GoogLE InC.

And YAhoo In€., YHOO -1.93%Among oThErs, wENnTThrough sImiLAr

THbuLATons A dECAJE Ago WhEn ThEy hELpPEd plonEEr onLINE SEAr€h
Ads, whi€h €omE up whEn usErs TypE In CErTAIn KEywords.

BuTwhlILE ThE rESULTS of GoogLE And YAhoo Ads €An bE dIrECTLY
TACKEd by CLICks, FACEbOOK Ads ArE hArdEr TO mEASUrE. SOmE
SMALLEr AJVErMSErs, LIKE ZyngA InC. ZNG\ +3.07%or
1800FLowErs.€om In€., €An TTACK how usErs rEspond To Ads bECAUSE
A pur€hAsE WILL TAKE pLACE As A rEsuLT of CLICkIng on ThE Ad. BuTfor
mAny brAnds, Ads on FACEbook don'T€onsisTof An offEr To dIrECTLY
buy somEThing. ThEy ArE morE AkIn TO TV Ads, whi€h mArkETErs sTudy

TO SEE how brAnd ExposurE mighTLEAd To offLINE SALES.
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SINCE ThE OCTObEr MEETINg In NEw York, /ﬁs. EvErson hAs sETIN
moTon pLAns To €onvINCE ThE workd's biggEsTbrands ThAT FACEbOOK
Ads €An IndEEd work—And To quAnTify how so.

Ms. Everson is sending measurement wonks across the country,
like missionaries to preach the Facebook gospel. She is
partnering with third-party firms to track how Facebook ads lead
directly to purchases. And she is offering new types of
information about Facebook ads to data-hungry marketers who
are struggling to figure out how to parse the social media field.

Most of world's biggest brands have an entire department
dedicated to measuring how ads work on various formats, like
TV, radio, print and online. Facebook is sending its lieutenants
to work hand-in-hand with these internal teams to learn the
methods they use and then customize a way to measure
Facebook ads using that brand's own methodology.

Journal Community

OnE diIsAdVANTAQE TO MArkETErs Is ThE fACT ThAT F ACEbOOK dOESN'T
offEr ThEm ACCEss To ThE ConVvErsAmions ThAT ThE SoCIAL nETwork's 950
miLLIon uskrs ArE hAving Among friEnds. ThE €CompAny hidEs ThOSE
dis€usslons for €onsumer-privA€y rEAsons. In LIEu of su€h dATA,
MArkETErs hAvE hAd To usg oThEr mETHEs, su€h As how mAny pEoOpLE
"LIKE" 4 brand's FACEbook pAQE.

BuTThE monETAry VALUE of A "LIKE"—ThE EQUIVALENTTO A Thumbs up
from A FACEbook usgr—Is dIffICULT TO ASSEsS. SAv BAnErjEE, EXECUTIVE

SOCIAL STrATEQY dIrECTOr ATNEw York dIgITAL-Ad AgENCy Rokkan In€.,
found ThATIN MosTCAsEs WhEn hE pAld for Ads To gET USErs To "LIKE" A

pAQE, ThE numbEr In fAns WENTup buTThE numbEr of pEopLE EngAging
with ThE brAnd pAgE sTAyEd ThE sAME.
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"The investment doesn't translate to ROI," said Mr. Banerjee.

Under /ﬁs. EVvErson, FACEbook Is now €onsidEring giving AJVErnISErs A
SLIVEr of dATA from €onvErsAmions. For EXAmpLE, FACEbook would
TELL AJVErMSErs how mAny pEOpPLE ArE TALKINg AbOuTThEIr brAnd, ThE
Top Things ThEy ArE sAying And ThoSE pEOpLE's dEmographi€s—buT
NOT VIOLATE privACy poLICIES by rEVEALINg InformATon AbouT
IndividuAL pEOpLE.

KEITh €AMOo0sA, EXECUTIVE VICE prEsSIdENT And hEAd of North \mErICAn
rESEAr€h for UnivErsAL /ﬁccnnn, ThE mEdIA buylng uniT of InNTErpubLIC
Group of €o0s IPG -0.19%., sAld hE hAs pushEd FACEbook EXECUTIVES
TO LETMArkETErs SEE morE of whAT€onsumeErs ArE sAying AbouT ThEIr
brAnds.

"ThE numbEr onE drivEr of nEw SALEs €omEs from word-of-mouth, And

ThAT's somEThing mArkETErs €An'T SEE with FACEbooOK," hE s4ld.

OThEr mArkETErs, su€h As Thomdls ZArEmbaA, dIgITAL mArkETIng
mAnAQEr for Ford /ﬁomr €o., ArE opTIMISTIC ThAT FACEbLOOK WILL bE
AbLE TO ShArE morE dATA.

"WE €ouLdn'T dETErmInE who wAs SEEINng our Ads And whAT ACTIons
ThEy WErE TAKINg from sEEINg ThE Ads," sAld /ﬁs. ZArEmbA. GoogLE, shE
sAld, gAVE morE dETAILEd InformATion.

/ﬁs. EVvErson dECIJEd hEr TEAm nEEJEd To €onsTTUCT An EnTIrELy
dIffErEnTTTACKIng SysTEM. ThE IJEA Is TO mEThodICALLY €omb Through
IndusTry sECTors And dEVELOp NEw MEASUrEMENT mEThodoLogIEs for
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EACh group—from €onsumEr pACkAgEd goods To ThE AuTo IndusTry. In
PArMICULAr, ThE CompAny hAs fo€uskd on brEAking down who hAs
SEEN An Ad by rEglon so ITCAn bE CompArEd To oThEr rEglons.

To help with the process, Facebook asked big brands like
Unilever to send in their marketing and research gurus for
targeted sessions. Late last year, Unilever sent 10 emissaries to
Facebook for two weeks. The group spent one week at the
company's Silicon Valley headquarters and the other in New
York.

During ThE €onfabs, PATH WAKELIng, UnILEVEr's hEAd of AdVErTising
rESEArCh, sAld shE ToLd FACEbook's hEAd of rEsEAr€h And
mEAsurEmEnT, Brad Smallwood, that she needed to better

understand the data Facebook was using so it could be applied
to the ways Unilever studies how its ads perform.

FACEbook, whi€h prEviousLy onLy providEd AJVErTisErs with ThE
numbeEr of pEOpLE who sAw An Ad on ITS SITE, soon gAVE /ﬁs. WAKELINg
OThEr dATA on how mAny pEopLE sAw FACEbook Ads In A VArETy of
ArEAs. FACEboOK ALso flgurEd ouThow mAny pEopLE In 4 rEglon sAw A

pAld Ad vErsus oThEr TypEs of Ads su€h As prinT, rAdlo or TV.

ThE mOVES mEAnT/ﬁs. WAkELINg €ouLd bEgIn €ompAring how mAany
pPEOpPLE In oNnE rEglon WErE ExposEd To A pAld FACEbook Ad AgAINSTThE
numbEr of pEOPLE In A rEglon who WErE ExposEd To A TELEvision Ad. By
compdring €Ampdigns ACross rEglons, shE €ouLd TTACK ThE SUCCESS
of ThE Ads wiTh Any rESULTINg INCrEASE In SALEs In ThE spECIKIC rEglons.
/ﬁs. WAKELINg sAld FACEboOKk wAs "VEry €COLLALOrATMVE."

Facebook's Mr. Smallwood also ran a series of test ad
campaigns with advertisers between last October and this
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January based on the methodologies they were learning from
each other. By April, Mr. Smallwood had conducted 63 such
campaigns.

LATEr In ThE yEAr, AT AnOThEr FACEbOOKk MEETINg WITh ITS CLIENT
CounClIL In NEw York, /ﬁr. SmaALLwood dispLAyEd A ChArTTO ThE
gAThErEd EXECUTIVES. Out of all 63 test ad campaigns, only one

campaign had a less than one times return on its investment.
The majority showed a return on ad spending of three times or
better.

One of the campaigns was for Unilever's Suave beauty and
grooming products. Using the methodology Mr. Smallwood
developed with Ms. Wakeling, Facebook was able to show that
for every dollar Unilever spent on the social media site, the
consumer products company got $8.41 back in sales.

UnILEVEr's /ﬁr. WEEd dEsCribEd FACEboOK's EfforTs As "ImprEssIVE."
BuThE AddEd ThAT FACEDbOOK mMusT€onTINUE To EVOLVE ITS STFATEQIES.
"These things are a journey," hE sald. UnILEVEr dECLINEd TO

CommEnTon how mu€h monEy ITIs spEnding on FACEboOK.

FACEbOOK ALso bEgAn bringing In Third-pArTy firms To IndEpENdENTLY
sTudy ThE rESULTS of ITS Ads, In ordEr T show ThAT pEOpPLE EXpOsEd To
An Ad WErE morE LIKELy To pur€hAsE goods.

\boul"lWo monThs Ago, FACEboOk's mMEASUrEMENT TEAM VISITEd
UnIvErsAL /ﬁccmn's /ﬁr. CAMOOsA WITh rESULTS ITgAThErEd Through A
Third pArTy CALLEd DATALOgIX. The company identifies people who

have been exposed to an ad on Facebook and then mines
retailers' credit-card and purchase data to determine whether
those people bought the product.
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/ﬁr. €AMOoo0sA sAld ThE dATA showEd ThEE wAS A CorrELATIon bETWEEN
EXposurgE To FACEbook Ads And produ€TsALEs—but that it didn't

show that the ads necessarily were more effective than other
types of online ads. Facebook is "at step one," he said.

\s for ThE hoLy grAlL of rETurn on InvESTMENT, /ﬁs. EVErson sAld, "l
don'TThink AnyonE €rACKs IT. ThE bESTThing you €An do Is CrEATE A
mEThodoLogy."

SomE mArkETIng EXECUTIVES rEmAIn SKEPTICAL. "l won'TTELL you ThATI
buy ThE [FACEbOOK] rEsuLTs 100%, buTl ACCEPTThE rESULTS 90%.,"
sAld JACk KLUEs, €EO of VIVAKI, A dIgITAL-AdVErTising firm ownEd by
PubLi€is GroupE PUB.FR -0.38%8\. "I'm €AuTlous on how LITErALLy
TO INTErprET" ThE NEW JATA.

OThErs ArE bEgInning TO ACTon ThE nEw FACEbook InformATion. By
LAsTmonTth, G /ﬁ And FACEboOK WErE In TALKS To bring ThE AuTo mAKEr
bACk As A pAd AJVErMSEr, AfTEr /ls. EVErson mETWITh G /ﬁ's ThEN-
gLObAL mArkETIng ChIEf AT An IndusTry €onfErENCE In FrAnCE.

\spokEsmAn for G /l sAld ThE CompAny hAs hAd mEETIngs WiTh
FACEbOOK.

Ford And €0o€A-CoLA hAVE ALso rECENTLY Endorsed FACEbooOk's Ads As
hAving An ImpACTon ThEIr SALES. COCA-COLA MArkETIng C€hIEf JOE
THpodl sAld ATThE sAmME AdVErmising €onfErENCE In FrAnCE ThAT
FACEbook Ads probAbLy hELp drivE ITS DEVErAgE SALES.
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"If WE €An gET40-miLLIon pLus fAns, or EVEN SOME subsETof ThEm
TALKINg posIMVELYy AbouTThE Things WE'TE doing, ULTIMATELY ThAT's A
good Thing for us," /ﬁr. THpodi sAld.

/ﬁEAnthLE, WAL-/]Ar'I's /ﬁr. Quinn sAld hE Is INCrEAsIng his FACEbook
Ad budgETThis yEAr, Though hE dECLINEd TO rEVEAL dOLLAr figurEs.
FACEbook AdVErmsing Is "onE of ThE mAjor growTh ArEAs In WAL-/ﬁAr‘I's
MArkETIng EfforTs," hE sAld.

WHTE 1O ShAayndl RAICE AT shAyndLrAICE@wsj.€om

Facebook Moves Away From Dumb
Broadcasting Tool to Marketing
Database

PAQE PosTTArgeETIng WILL REqQUIrE A RAJICAL RE-Thinking of ThE \ppronch TO
ConTENT

By: Robin GrAnTPubLIshEd: \ugus‘l’14, 2012

INShArE358
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Robin Grant
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FACEbOOkK's "PAQE POSTTArgETIng ENnhANCEd" fEATUrE mAy NnOThAVE A
CATChy NnAME, buTIT's CErTAINLY gETNINg pEOPLE EXCITEd. \vﬂlLAbLE T
SOME pAgEs As of ThE bEgInning of F\ugusfﬂnd roLLing ouTTo ALL
pAQEs OVEr ThE NnEXT fEw WEEKS, IT's FACEboOk's mosTsIgnifiCAnT
updATE for brAnds sINCE ITs IPO bA€k In /ﬁlly.

BEforE This updATE, €ounTry And LANguAgE WEFE ThE onLy fACTors
AVAILADLE TO brAnds for TArgETINg ThEIr posTs; And WhILE This wAs
ESSENTIAL for gLObAL mArkETErs nEEJINg TO SEQMENT by LOCAL MArKET,
ThEy WEFE of N0 USE AT A LOCAL MArkETLEVEL.

Now brAnds €An TArgET ThEIr poSTS AT dIffErENT SEGMENTS of ThEIr fAn
bASE bASEd on A hugE rAngE of fA€Tors. IT's NnoTjusT AgE, SEx And
LoCATon — This goEs As fAr As rELATIonship STATUS, EJuCATION,
UNIVErsITy/CoLLEgE And EVEn WOrkpLACE. ITTrAnsforms A brAnd's fAn
pAQE from A dumb broAd€AsTTooL INTO A hypEr ACCUrATE And ALWAYS
up-To-dATE MArkETIng dATADASE, ALLowing ThEm To AddrEss dIffErEnT
SEgMENTS of ThEIr fAn bASE with CusTomizEd ConTENT. IT ALSO ALLOWS
ThEm TO TAKE INTO ACCounT ThE dIffEring usEr bEhAviors of dIffErEnT
SEgMENTS, And opTimizing ThE Timing And frEqQUENCY of ThEIr upd ATES
TO mATCh This. Both of ThESE fA€Tors €ombInEd shoulLd gENErATE
highEr EngAgEMENT And ThErEforE highEr rETUrns.

This Looks LIKE good nEws for brands, buTITdoEs, of €oursg, ComE
wiTh ThE INEVITADLE ASSOCIATEd €OsSTS. This Isn'TmonEy ThATwWILL go
STTAIghTTo FACEboOK, And brAnds wiLL hAVE To rAdICALLY rE-Think
ThEIr ApproACh To €onTENT (And ThEIr ASSOCIATEd budgETs), As EACh of
ThE TArgETEd SEQMENTS WILL DE INTErESTEd In And rEspond dIffErEnTLy TO
dIffErEnTC€ONTENT. BrAnds wiLL nEEd TO spEnd signifiCAnTLY morE
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CrEATIng CusTomizEd €ConTENT, And on CONTENT STFATEQY And
community mAnAgEMENT for FACEbOOK.

This €hAngE In ITSELf WILL nOT dIrECTLY drivE rEVENUE for FACEbOOK, buT
ThE TArgETEd pAQE pOSTs €An bE TurnEd InTo pAld-for promoTed sTorlEs,
TArgETEd AT friEnds of fAns who mEETThE SAME CHTErA, whi€h brAnds
ArE LIKELY T find A highLy EffECTIVE wAy of rEAChIng ThEM.

IT'S NOTjusTThE rEAdEr of ThE sTory who €An bE highLy TArgETEd buT
ALso ThE ConTENT of ThE sTory ITSELS, TAILOrEd spECIICALLY for ThE
TArgET rEAJEr. This ACCELErATES FACEDOOK'S drivE, firsTmoOTEd bACK In

FEbrudry A'I'f,ﬁc In NEw York, To hAVE mArkETErs movE AwAy from
buying Ads on ThE pLATform To promoTing sTorlEs from friEnds.

Facebook Tests News-Feed Ads That
Lack Social Context

NEw Produ€T€ould HELp \ddrﬁss /ﬁobll.E ProbLEm

By: €oTon DELoPubLIshEd: § ugusT 15, 2012

INShArE18
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FACEbLOOK WILL shorTLy bEgIn TESTINg A nEw pOTENTIAL SALVE for ITS
MODbILE probLEm: Ads In your nEws fEEd ThAT ArEn'T bASEd on sOCIAL
CONTEXTbuTCAN bE TArgETEd TO USErs using ThE SLATE of CHTErA
AVAILADLE for morE TrAdmMonAL Ad InVEnTory, su€h As AgE, gendEr,
LIKES And INTErESTS.
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ThE TEST, whi€h wILL AppEAr on boTh dEskTop €ompuTers And mobILE
pLATforms, rEprESEnTs A €hAngE In FACEbOOK's proposimion TO
€onsumErs pITehing nEws-fEEd Ads As hArdLy LIKE AJVErTising AT ALL.
WhEN dEskTop nEws-fEEd Ads WErE InTrfodu€Ed In JAnudry, for
EXAMpLE, FACEbook EmphAsizEd ThAT ThEy WErE bAsEd on friEnds'
ENgAgEMENTS wWITh brAndEd €onTENT -- And Thus ELIgIDLE TO AppEAr In
nNEws fEEds orgAnICALLY, jusTLIKE friEnds' €ommENTs €ouLkd. BUTThE
NEW Ads WILL LET MArkETErs InTo nEws fEEds wiThouTThATLEVEL of
connECToN.

ThAT's ALsO A dEpArTUrE from FACEbOOK'S usuAL pITeh To MArkETErs
CENTEring on ThE VALUE of Ads wiTh soCIAL €COnTEXT And "word-of-
mouTh mArkETIng ATSCALE." BUTThE opTion To TArgET nEws-fEEd Ads To
A broAdEr rAngE of €onsumErs SEEMs LIKELY TO ATLEASTINTHQUE
AdVErMsErs. \nd A nEw, EffECTIVE Ad uniTfor mobILE pLATforms would
bE morE ThAn wELCOME AT FACEbOOK.

ThE TEST WILL LET MArkETErs buy nEws-fEEd Ads on fACTors su€h As
AQE, gENdEr And INTErESTS.

LAST WEEK ITroLLEd ouTmobILE App Ads, whi€h ALLow dEVELOpPErs TO

promoTE ThElr App ALongsidE orgAni€ rECommEndATons for usErs,
pArT of A growlng body of mobILE TEsTs ATThE CompAny. ThE urgenT
pPACE of MODILE roLLouTs And TESTS rEfLECTS ThE ChALLENQE pOsEd by
MODbILE, WhErE AdVErTising Is LAgging UsAgE for mAny And FACEbook
onLy bEgAn showlng Ads EArLIEr This yEAr. During ITS firsT-EVEr
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EArnings CALL LAsTmonTh, FACEbook sAld hALf of ITs 955 miLLIon

monThLy ACTIVE usErs ArE now ALso ACCEssIng ThE pLATform on

mMOoDbILE. ITS oVErALL Ad ImprEssions In ThE U.S. droppEd 2% from LAST
yEAr duE To ThE shifTIn usg To mobILE from from dEskTop P€s.

CIMng A posIMvE, CEO /ﬁArk ZUCKErbErg sAld ThAT sponsorkd sTorlEs In
nEws fEEds -- ThEn FACEboOK's onLy mobILE Ad produ€T-- WErE
bringing In roughLy $1 miLLlon A d4y, AbouThALf from mobILE. ChIEf
OpErAamnng OffICEr ShEryL SAndbErg CALLEd ThEM ThE "COrnErsTonE" of
FACEboOK's monETMzATION STATEgY. EArLy rESEArCh ALSO SUgQQESTEd
ThAT Ads In mobILE nEws fEEds hAd highEr CLICK-Through rATEs ThAn

ThE SAME uniITs on dESKTops.

WhEThEr uskrs WILL find ThE nEws-fEEd Ads LACKINg SOCIAL CONTEXT
Any morE disrupTvE ThAn ThEIr forBrunnErs dEpEnds pArTLy on how
TruLy orgAni€ ThEy found ThE soCIALLy-drivEn nEws-fEEd Ads. DOEs An
Ad from WALMArT fEEL LESs LIKE An Ad bECAuUSE your friEnd from high
s€hooL "LIKEd" IT?

\ FACEbook spokEswoman EmphAsizEd ThATThE nEw Ads ArE jusTA
TEST.
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Trust in Advertising

(% of global online consumers)

April 2012

Recommendations from people [ know
Consumer opinions posted online
Editorial content such as newspaper
Branded websites

Emails [ signed up for

Ads on TV

Brand sponsorships

Ads in magazines

Blliboards and other outdoor advertising
Ads In newspapers

Ads on radio

Ads before movies

TV program product placements

Ads served in search engine results
Online video ads

Ads on social networks

Online banner ads

Display ads on moblle devices

Text ads on mobile phones
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Firm ditches Facebook for Twitter, claims clicks are bots

LIMMEd Run ALLEgEs 80 pEr€EnTof CLICks WEE €oming from boTs, And
FACEboOk would onLy LETTHhE €CompAny €hAngE IS nAME If MAgrEEd 1O
spEnd $2,000 or morE In AdvErlising A monTth.

2

by EmIL ProTALINsKI
JuLy 30, 2012 9:35v PDT

LIMITEd Run h4s Announ€Ed ITIs AbAndoning FACEbooOK, TELLING ITS
fAns To find ThE CompAny on TWITIET.
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LIMIMEd Run hAs A FACEbook PAQE CALLEd LIMITEd PrEssing, buTnoT
for Long. \f‘IEr bE€ComINng frusTrATEd with FACEbOOK AdVErmIsIng, As
WELL As FACEbOOK ITSELf, ThE firm hAs dECIJEd To dITCh ITs FACEboOkK
PAQE ALTOQEThE!.

V1A A FACEDbOOK posT, LIMITEd Run AnnounCEd ThE pLAN To dELETE ITS
FACEbook PAQE "In ThE NnEXTCoupLE of WEEKsS" And ExpLAINEd why. In
AdVANCE of rELAun€hing ITS SErvICE As LIMITEd Run (prEviousky known
As LIMITEd PrEssing, As you €An sEE AboVE), whi€h ALLows LADELS,
musIClAns, And ArTISTS TO CrEATE ThEIr own STOrEs for sELLINg dIgITAL
And physiCAL produ€Ts, ThE CompAny STArTEd To EXpErMENT wiTh
FACEboOK Ads. ThE rESULTWAS A MASSIVE fAILUTE.

WHhILE TESTIng FACEbLOOK'S AJVErTIsing sysTEmM, LIMITEd Run noMCEd IT
C€ould onLy VErify AbouT20 pEr€ENT of ThE CLICKks ThAT WErE
supposiEdLy bEIng €onvErTEd To uskrs showlng up on ITs WED SITE.
\ﬁEr Trying A fEw ANALYTICS SErvICEs TO fIQurE ouTThE rEmAIning
TAffiC, ThE CompAny bUILTITS own SOfTWArE ouT of EXASpErATIon.

ITTUrnEd ouTThE bulk of uskrs hAd JAvVASErpT disAbLEd, mAKIng IT
dIffICULTTO TFACk ThEIr CLICKS. So ThE CompAny bulLT A pAgE LoggEr,
And ALLEgEdLY found 80 pEr€ENT of CLICks ITWAS pAying for wWErE
coming from boTs:

ThAT's CorrECT. BoTs WErE LoAdIng pAgEs And driving up our
AJVErmsing €osTs. So WE THEd €onTACTIng FACEboOOK AbouTThis.
UnfortunATELY, ThEy woukdn'TrEpLy. Do wE know who ThE boTs
bELONg TO0? NO. \rE WE ACCusing FACEbook of using boTs To drivE up
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AdVErmsing rEVENUE. No. IS ITSTFANgE? YEs. BUTLET's mOVE on,
bECAUSE who ThE boTs bELoNg To ISn'T provAbLE.

\s MENTIONEd ALrEAdy, LIMITEd Run wAs ALso Looking To €hAngE ITS
FACEbook PAQE nAmME from LIMITEd PrEssing To LIMITEd Run. \f‘IEr
MULTIPLE ATIEMPTS TO gETIN Tou€h with FACEbooK, LIMITEd Run sAld,
ThE SOCIAL nETworking glAnT ALLEgEdLY rEpLIEd ITwoulLd ALLow ThE
firm T©o €hANgE ITS NAME, With A CATCh:

ThEy sAld ThEy woulkd ALLow us To €hAngE our nAME. NICE! BuTonLy If
WE AgrEEd To spEnd $2,000 or morE In AdvErfising A monTh. ThAT's
CorrECT. FACEboOk wAs hoLding our nAmE hosTAQE.

LIMIMEd Run CLOSEd ITS FACEbook posTwith Two ThoughTs: ITThAnkEd
ITS SUpporTErs, And noTEd ThAT"If you'd LIKE To foLLow us on TWITTET,
WhErE WE don'T gETshAKEn down, you €An do so hErE:
hTp.//TWITIEr.Com/LImITEdrun.”

Ouceh.

For Thosg wondEering, LIMITEd Run wAs foundgd In 2009 And dEs€rbEs
ITSELf AS A SErvICE ThAT hosTs "sTorEs for ArmISTS, LADELS, dESIgNErs or
AnyonE SELLINg uniquE produ€Ts dIrECTLY To fAns. WhEThEr you'rE
SELLINg physICAL or dIgITAL ITEms, WE providE TooLs ThATLET you
CrEATE A sTOrE, or EVEn An EnTIrE WEDSITE, In mInuTEs." SomEThing
TELLs mE ThEy don'TINCLUdE ThE CrEATIon of A FACEboOk PAQE In ThEIr
SALEs pITCh.
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"WE'rE CurrEniLy InVESTIgATIng ThEIr CLAIMS," A FACEbOOK
SpOKEspErson sAld In A STATEMENT. "For ThEIr ISSUE with ThE PAQE
NAME €ChAngE, ThErE SEEmMs To bE somE sorTof mis€ommuniCATION.
WE do noTChArge PAgEs To hAVE ThEIr nAmEs €hAngEd. Our TEAmM Is
rEAChIng ouT AbouTThis now."

/ﬁEAnthLE, hErE's LIMIMEd Run's fuLL AnnounCEMENT bELOW, In CASE IT
IS LosTwiITh ThE rEmoVAL of ThElr FACEboOK PAQE:

HEy EVEryonE, WE'TE going To bE dELETINg our FACEboOK pAgE In ThE
NEXTCOUpLE of WEEKS, buTwE wANTEd To EXpLAIn why bEforE WE do. F\
CoupLE monThs Ago, whEn WE WErE prEpAring To LAun€h ThE nEw
LIMITEd Run, WE STArTEd To EXpErImENTwITh FACEbOOK Ads.
UnforTunATELY, WhILE TESTINg ThEIr Ad sysTEM, WE NOTICEd SOME VEry
STrAngE Things. FACEbook wAs €hArging us for €LICKs, YETWE €ould
onLy VErify AbouT20% of ThEm ACTUALLY showing up on our SITE. \1’
firsT, wE ThoughTITwAs our AnALyTICs SErvICE. WE THEd signing up for
A hAndfulL of oThEr blig nAmE €ompAnlIEs, And STILL, WE €ouLdn'T VErify
morE ThAn 15-20 pEr€EnT of CLICks. So WE did whAT Any good
devELOpErs woukd do. WE bulLTour own AnALyTC SofTWwArE. HErE's
whATwWE found: on AbouT80% of ThE CLICks FACEbOOK wAs €hArging

us for, JAVASCripTwAsn'ToN. \nd If ThE pErson €LICking ThE Ad
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doEsn'ThAVE JAVASCHDT, IT's VEry dIfflCuLTfor An AnALYyTICS SErvICE TO
VErify ThE CLICK. WhAT's ImporTANT hErE Is ThATIN ALL of our yEArs of
EXpErENCE, onLy AbouT 1-2 pEr€ENT of pEOPLE €oming To us hAVE
JAVASCrpTdisAbLEd, noT80% LIKE ThESE CLICks €oming from
FACEbook. So wE did whAT Any good dEvELOpErs woukd do. WE bulLT
A pAQE LOQQET. \ny TIME A pAgE WAS LOAJEd, WE'd KEEp TFACK Of IT.
You know whATwE found? ThE 80 pEr€EnT of CLICks WE WEFE pAying
for werE from boTs. ThAT's CorrECT. BoTs WErE LoAdIng pAgEs And
driving up our AdvErTising €osTs. So WE THEd €onTACTIng FACEbook
AbouTtTthis. UnforTunATELY, ThEy woukdn'TrEpLy. Do wE know who ThE
boTs bELONg TO0? NoO. \rE WE ACCusing FACEbook of using boTs 1
drivE up AdVErTising rEVEnUE. No. Is ITSTTANQE? YES. BUTLET'S movE

on, bECAUSE who ThE boTs bELong To Isn'T provAbLE

Eye-Tracking Study Claims Facebook Mobile Model

Needs A Fix
by Steve Smith, 4 hours ago
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—_____d ,jWITh FACEbook €urrEnTLy rELylng on Sponsorgd
STory posTs In-fEEd TO MOnNEMNZE ThE smArTbhonE pLATform, EyE-
TTACKIng rESEArChEr EYETTACKkShop sAys ThE soCIAL nETwork nEEds A
bETIEr modEL If ITEXPECTS TO mAINTAIN dECENT AVErAQE rEVENUE pEr USEr
on MobILE pLATforms.

\ccOrdlng TO ITS TESTS of how pEopLE VIEW ThE WED, IPAd And
SMArTbhonE VErslons of FACEbook, ThE usér hAs mu€h LEss
OppOorTuniTy To VIEW A sponsor's mESSAQE on ThE SmALLEr SCrEEN. F\
Sponsorgd STory on A4 phonE ThATfALLs bELow ThE foLd on A SCrEEn
hAs onLy A 3% To 13% possIbILITy of bEIng SEEN by A uskr, ThE TESTS

show.

EVEN If CLICK-Throughs on SponsorEd STorlEs In mobILE fEEds ArE ThE
SAME or mu€h bETIEr ThAn ThEIr WEb-bASEd COUNTErpArTS, ThE
INCIdENCE of ThEM bEINg SEEN Is mu€h LowEr ThAn on dEskTop or
TADLET. “WITh ThE CurrEnTbusinEss modELs FACEbook mobILE Ads
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WILL dECIEASE ThE ¢:urrEn1'\RPU, CompArEd To wkb Ads,” ThE sTudy
STATES.

PArT of ThE probLEm Is ThAT ThE EyE Is hEAvILY fo€usEd on ThE firsT
sCreEn of A FACEbook fEEd And ATThE Top posTwhEn EyETTACkShop
STUdIES usEr INTErACTIoNs on An IPhonE. ThE rELIANCE on bEIng In ThE
fEEd puTs SponsorEd STorlEs AT A €onsidErAbLE dISAdVANTAQE To ThEIr
WEDb Ad CounTErpArTS, whi€h hAVE A pErsISTENT prESENCE In ThE righT
coLumn of A FACEbook pAgE. On ThE WEb, Ads ArE ThE SE€Cond-mosT
VIEWEd ITEm In ThE EyE-gAZE AnALYySIS.

On mobILE phonEs, EyETTACkShop found ThAT Among ITs 400 survey
rEspondeEnTs, fEWEr pEOpLE sAw ThE sponsor mESSAQE on ThEIr phonEs
ThAn oThEr pLATforms. ThEy SpENTLESS TIME VIEwIng ThE Ads ThAn on
OThEr pLATforms. F\nd ThEy hAd “signifiCAnTLy LOWEr Ad rECALL,” ThE
sTudy STATES.

ThE IPAd, on ThE OThEr hAnd, INdEXEd highEr ThAn EVEn ThE dEskTop. ThE
compAny finds ThAT Ads on ThE IPAd ArE sEEn by 18% morE of ThE
VIEWErs, And ThE uniTs ThEmSELVES gET29% morE dwELL TImE ThAn
WED Ads. \d rECALL WAS AbouTThE sAME As on ThE WED.

EYETTACKShop rESULTS ArE NOT QUITE In LINE wiTh SOME EArLIEr mMETHES
ThAT SUggESTEd MObILE SponsorEd STorlEs hAd 4 mu€h highEr CLICK-
Through rATE ThAn ThEIr WEb €ousins. FACEbook Ad \PI PArTErs In
JUnE pubLIshEd rEsuLTs showing mobILE SponsorEd STorlEs rECEIVEd
13 TIMEs ThE CLICks As WEb SponsorEd STorlEs And hAd ELEVEN TIMES
ThE ECP /ﬁ
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On ThE oThEr hAnd, EyETTACkShop’s rEsEAr€h ArguEs ThAT ThESE uniTs
ArE ACTUALLY VIEWEd LESs OfTEn And for LEss TIME. F\nd of €ourskE, ThE
dEskTop VErslon of FACEbook Is monENzEd boTh from Sponsorid
SToriEs, whi€h run on mobILE, And ThE STAndArd sIdE rAIL Ads, whi€h
do noTCurrEnTLy run on smArTphonEs.

REgArdLEss of Any dISAQrEEMENT OVEr ThE ACTUAL pErformAnCE of
mMODbILE Ads In fEEds for AdVErfisErs, FACEbook ITSELf mIghT dISAQrEE
ThATThE sSmArTbhonE pLATform Is noTmonEMzIng. On LASTWEEK'S
CONfErENCE CALL wiTh INVESTors ovEr ITsS Q1 EArnings, FACEbook €EO
/ﬁﬂrk ZUCKkErbErg CLAIMEd ThAT hALf of ThE $1 miLLlon A dAy FACEbook
EArns from Sponsorid STorlEs Is €oming from mobILE.

ThE ArgumENTS ovEr FACEboOk’s mobILE monETMzATIon ModEL ArE AT
ThE hEArT of ITS STOCK VOLATILITY And AnALYST UNCErTAINTy OVEr ThE
compAny’s fuTurg growTh. FACEbook’s oThErwiSE posImIVE finAnCIAL
rEporTLASTWEEK wAs mITMIgQATEd by ongolng worrlEs ThAT rEVENUE
growTh woukd sLow As morE usAgE of ThE soCIAL nETwork migrATEd 1O
MODbILE pLATforms WhErE ThErE wWAs LESS OVErALL opporTunity To

MONEMZE USErsS.

How Zynga, Groupon, Pandora and Facebook Have Cost Investors $39 Billion —
And Counting
PubLIShEd: mursday, 26 JuL 2012 | 3:25 P

TEXT SIZE

By: /lllwa.L /IEyErs
SEnlor ProduCEr
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$39 billion.

That’s how much investors have collectively lost on Groupon [eren 7.59 A 0.98 (+14.83%) E ,
Pandora p 10.03 A o067 (+7.16%) Ej , Zynga [znca 3085 W -0.09 (2.83%) E and Facebook [re 23705 ¥ -
314 (11.7%) El since those companies went public. It’s the kind of performance that can
almost make you nostalgic for the good old dot-com days, when the fleecing of mom and

pop investors was left to the Pets.com and iVillages of the world.

Just consider some sorry stats.

Since their IPOs, Pandora, Groupon and Zynga have lost a respective 41%, 66%, 68%.
Even Facebook, the most anticipated IPO since Google [cooc 63496 A 21.60 (+3.52%) HElj , is off
some 26% since its May debut. The combined earnings of those companies over the past

twelve months reported? $226 million.

Current Change Income
Mkt Mkt Last12
Cap Cap months

IPO IPO %
Last
Date Price Change

= 66.1 (24.2 974.0

FB 5/17/12 38 27.80 . o .
26.84% billion  billion) million
= 4.3 (8.5 -187.5
GRPN 11/3/11 20 6.79 . o .
66.05% billion  billion) million
- 2.3 (5.02 -530.6
ZNGA 12/15/11 10
68.21% billion  billion)  million
= 1.5 (1.1 -22.9
P 6/14/11 16 9.36

41.50% billion  billion) million

74.4  (38.9 226.3

billion  billion)  million

Source: CRT Capital

So what gives?

Weren’t we supposed to have learned our lesson from the late 90s? Wasn't a company
like Zynga, whose business model is predicated on people spending real money to buy

fake money for fake products on a fake farm, supposed to raise just a couple red flags?
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III

And yet, of the 24 firms that cover the Zynga, only two have a “sell” rating, and nine
have “buys,” and that includes today’s downgrades from JPMorgan and Goldman. (Thanks

for the early heads up).

“It's like Déja vu all over again,” said Jacob Zamansky, a leading securities attorney
who’s involved in a lawsuit against the Nasdaq on behalf of Facebook investors. “"The
analyst are pushing the stock without disclosing the risks, and rest assured, there will be

lawsuits.”

Dead Air More Effective Than Facebook Ads

ThE broAd€ASTINdusTry hAs A TErm CALLEd "dEAd Alr." ITo€Curs whEn
ThErE's A MISTAKE or A TEChnICAL gLITCh ThAT rESULTS In no Audlo on
rAdlo, or no pICTUrE on A TV SCrEEN. \ bLANK TV sCrEEN Is "dEAd Alr."

In An AbSOLUTELY AsTounding EXpErImENT, ThE bAnnEr AJVErmsIing

EqQUIVALENT of dEAd Alr -- A bLANK dispLAy Ad -- pErformEd DETIEr ThAn

ThE AVErAgE FACEboOK Ad; TWICE As good As ThE AVErAgE "brAnding”

dispLAy Ad; And onLy onE CLICK In TEn ThousAnd worsg ThAn ThE

AVErAgE of ALL dispLAy Ads.

HErE ArE ThE JETAILS.

AdAge This wWEEK hAs A pIECE CALLEd How Blank Display Ads

Managed to Tot Up Some Impressive Numbers. ThE ArMICLE WAS
wriTIEN by TEd /ﬁcconnal.l., EXEC VP-dIgITAL for ThE \dvEr‘IIslng
RESEAr€h FoundAmon.
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TEd And A fEw friEnds (An AsTrophysi€ISTfrom An OnLINE ANALYTICS
firm, A MEASUrEmMENTEXPErTfrom ThE \dvEr!lslng RESEArCh
FoundAmon, And An Ad-pLATform wizArd from A buying And
opTImizATion €ompAny) dECIJEd TO do An EXpEAMENT. ThE EXpEAMENT
wAs dEsignEd To dis€ovEr how mu€h €LICking of bAnnEr AdvErmfising
WAs ACTUAL EngAgEMENT wWITh ThE Ad, And how mu€h wAs jusTnolsE --
pEOpPLE CLICkIng for no rEAson.

To do This ThEy CrEATEd A uniquE Ad -- An Ad wiTh nO MESSAQE. \
bLANK. \CCOrdlng [0 /ﬁCCOnnH.L...

"We created six blank ads in three IAB standard sizes, and two
colors, white and orange. We trafficked the ads via a demand-side
platform (DSP) with a low bid. We started with run of exchange, and
in another phase trafficked to "named publishers" that would accept

unaudited copy."
HErE ArE ThE rESULTS:

ThE CLICK-Through rATE on ThE bLAnk Ads wAs .08%. \CCOI’dIng
TO pubLIshEd rEporTs, ThE CLICK-Through rATE on ThE AVErAQE
FACEbook Ad Is AbouT.05%. ThE bLAnk Ad pErformEd 60%
DETTEr.

ThE CLICk Through rATE for ThE bLANk Ad wAs AbouT double ThE
AVErAQgE CLICK-Through rATE for A4 "brAnding" dispLAy Ad (An Ad
witThouT An offEr.)

141
SOLU+IONS



ThE CLICK-Through rATE on ThE AVErAgE bAnnEr Ad Is .09%. This
MEANnsS ThE bLAnk Ad drEw onE CLICK In TEn ThousAnd fEWEr ThAn
An AVErAgE bANnnEr Ad.

\boul’.04% of ThE CLICks WErE mISTAKES. SINCE ThE AVErAgE
CLICK-Through rATE for dispLAy Ads Is .09%, This IndICATES ThAT
ITIs possIbLE ThAT As mu€h As 44% of bAnnEr Ad CLICKs ArE
MISTAKES.

ThE AsTounding Thing Is ThHAT wiTh ALL ThE dATA FACEbOOK Is
COLLECTINg, ALL ThE gEnIuSES WE hAVE AnALyzIng dispLAy Ad rESULTS,
ALL ThE SpACE-AQE TArgETINg WE ArE CONSTANTLY bEINg bEATEN OVEr ThE
hEAd wiTh, And ALL ThE young CrEATIVE prodIgIEs LECTuring us on ThE
mMAQIC of onLINE AdVErTising, empty Ads ouTpErformEd our onLINE

gENIUSES.
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A Facebook Story

NPR has a podcast called Planet Money.

Recently they did a show about Facebook. If you have 20
minutes | suggest you listen to it here. The show aired a few
days after the Facebook IPO.

They did an interesting experiment. They took a small, popular
pizza place in New Orleans called Pizza Delicious that was
looking to expand, and paired them with a social media
marketing expert in San Francisco who advises large companies
on Facebook strategy. Together, they created a Facebook ad
campaign for Pizza Delicious, and tracked the results.

Here are the highlights:

The NPR and pizza people thought that the target for the
Facebook campaign should be people on Facebook who say
they like pizza.

The social media expert disagreed. He said that Pizza Delicious
had 2,000 fans on its Facebook page, and the target for the
campaign should be the friends of Pizza Delicious’ fans. This is
very common Facebook ad strategy. In this case, 74% of people
in New Orleans (224,000 people) were friends of someone who
was a fan of Pizza Delicious.

The pizza owners explained to the social media expert that Pizza
Delicious' customers tended to have ties to the Northeast where,
presumably, people appreciate good pizza. The consultant then
recommended that they further narrow the target by cross-
tabbing friends of Pizza Delicious with people who live in New
Orleans but are fans of Northeast cultural entities e.g., The NY
Knicks; NY Rangers; Carmelo Anthony; NY Times, Notorious
B.l.G., New Jersey Nets, bagels, etc.

They came up with about 15,000 people who lived within 10
miles of New Orleans, were friends of the pizza place's fans, and
had some cultural connection to the New York area.
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According to the NPR reporter, she felt the targeting was
"perfect...We were golden. This could not miss."

They placed the ad. Soon after the ad began appearing on
Facebook the NPR reporters started receiving calls from the
pizza owners. Not a single person had clicked on the ad. Not
one.

The next thing they did was toss out the advice of the social
media expert, and developed their own strategy and started
running new ads. These ads "killed" -- twice as many responses
as normal. Because Facebook puts more weight behind ads that
get good response rates, the ads ran a lot. In fact, they appeared
over 700,000 times.

One result was that they quickly added 10% more fans to their
Facebook page. However, as the owner says, "through a long
night of asking every single customer where they found out
about Pizza Delicious, none of them said they found out about
us through the Facebook ad. Zero people."

As the NPR reporters said, it's way too early to say if this
Facebook campaign will be successful. Also, | am not a big fan
of using anecdotes as representative of anything other than the
case in point.

On the plus side, those 700,000 ad appearances cost the pizza
guys a grand total of $240. and they got a $10 donation from
someone who wanted to help them expand.

According to a valuation expert from the Tuck School of
Business at Dartmouth, in order for Facebook to justify its IPO
price, ten years from now they will have to attract 10% of all the
ad dollars spent on the planet. Not just U.S. ad dollars, but all ad
dollars -- Chinese, Brazilian, Ukrainian, and Tunisian. And not
just 10% of online ad dollars, but all ad dollars -- TV, radio, print,
outdoor, blimps, balloons, butt-danglers, hooter-wobblers...
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Let's just say I'm skeptical.

Consumers Show Lack of Comfort With Facebook
Targeted Ads

JuLy 23, 2012 InShare0

€onsumers who ArE AWArE of FACEbook’s usk of ThEIr profiLE
InformATion And posTs To TArgET Ads TowArds ThEm ArEn’T VEry
ACCEpPTNng of This prACTMCE, ACCording To survEy rESuLTs rELEASEd In
JuLy 2012 by PLACECAST. JusTonE-Third of ThESE ConsumErs sdy ThEy
ArE somEWhAT or vEry €omforTAbLE with IT, ThE LOWEST proporTion
Among ThE LIsTof 7 dATA usAgE CASEs IJENTIfIEd In ThE survEy. By
CONTAST, Topping ThE LISTIN TErms of €onsumEr €omforTwAs groCEry
STOrEs using pur€hAsk InformAmon To givE €oupons TAILOrEd TO
frEQUENT pur€hAsEs. 81% of €onsumErs AWArE of This prACTICE sAld
ThEy ArE VEry or SOmEWhAT €omforTAbLE with IT.

ThE rEpOrTnoTEs An INTErESTINg OUTLIEr wiTth rESpECTTO FACEbOOK'S USE
of dATA: Among ThosE AWArE of IT, womEn AgEd 18-34 WErE 58% morE
LIKELYy ThAn AVErAgE TO INdICATE ComforTwith IT(52% vs. 33%). €IMing
€omSC€orE And NIELSEN As sourCEs ThATINJICATE ThAT ThESE USErs
MAKE up somE of ThE so€CIAL nETwork’s hEAVIEST USErs, ThE rEporT
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SUQQESTS ThAT A CorrELATION mIghTbE prESENT bETWEEN rELIANCE on
SOCIAL nETworking And ACCEPTANCE of dATA USAQE.

Amazon Gets High Marks

/ﬁEAnthLE, dATA from PLACECASTS “ThE F\LEr'I'ShoppEr m,” ConduCTEd
ONnLINE by HArrls INTErACTIVE, shows 'I'hA'I'\mAzon’s usg of dATA on
pur€hAsgEs To promoTE ITEms gETS ThE nod from shoppErs AWArE of This
dATA usg, with Two-Thirds sAaying ThEy ArE VEry or SOmMEWhAT
comforTAbLE with IT. \f‘lEr groCEry sTorks And \mAzon, Though, ThErE
A sIgnifiCAnT gAp T ThE NnEXTTIEr of €ComforTwith oThEr forms of dATA
usk. For ExXAmpLE, ALThough GoogLE’s USE of pAsTonLINE SEArChEs for
Ad TArgETNNg Is morE ACCEpPTEd ThAn FACEbOOK’S USE of profiLE
InformATon, ThE formEr onLy finds 41% of ThosE hip To ITbEINg VEry or
somEwhAT €omforTAbLE with ThE prACTICE. INAEEd, A€Cording TO
/ﬁArCh 2012 survEy rEsuLTs from PEw, wWhiLE 59% of onLInE
C€onsumErs hAVE noTICEd Ads onLInE dIrECTLY rELATEd TO Things ThEy
rECENTLY SEArChEd for or SITEs ThEy hAd rECEnTLY VISITEd, SLIghTLy
morE ThAn Two-Thirds rEporTEd noTbEINg okAy with ThESE TArgETEd Ads.
TArgETEd Ads OnLINE ArEN’'TALWAys so dIsTrusTEd, Though, pEr JuLy
SUrvey rEsuLTs from BIzrATE InsighTs: ThE sTudy INdICATES ThAT A
grEATEr propormion of onLINE €onsumErs ApprECIATE ThAn don’TLIKE
rETArgETEd Ads (25% vs. 15%), with ThE mAjoriTy nEUTTAL TowArds
ThEmM.

Comfort With Local Offers Via Mobile Varies With Age

FurthEr dATA from ThE PLACECAST sTudy INdICATES Low ACCEPTANCE of
CELL phonE sErvICE providers using Lo€AMon InformAmon from
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€onsumeErs phonE 1o seEnd LOCAL offErs, EVEn witTh ThEIr pErmission.
JusT35% of ThosE with knowLEdgE of This INndICATEd bEINg ATLEAST
somEwhATC€omforTAbLE with IT. PErhAps unsurprisingLy, Though,
comforTshowEd A CLEAr TTEnd ALong AQE LINEs. 47% of ThE 18-34 SET
sAld ThEy WErE ComforTAbLE, fALLINg To 38% of 35-44-yEAr-oLds, 34%
of 45-54-yEAr-oLds, And jusT23% of ThosE 55 And OVEr.

\ UniversiTy of CALIfornlA-BErkELEY sTudy ALso rELEASEd In JuLy found
ThAT46% of mobILE ownErs bELIEVE ThAT providErs shoukd noTKEEp
ThEIr subs€ribEr Lo€ATMon InformAmNon, And 92% woulkd EIThEr

probAbLy (22%) or dEfINIMELY (70%) noT ALLow ThEIr providEr To usg
ThEIr LOCATION TO TAILor Ads TO ThEm.
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Social Media and Word-of-Mouth Metrics

(% believing industry needs to better define and clarify/% currently using)

July 2012

Momentumn effect | 11
Value of & fenyfollower | T 23
Advocacy I 34
Velocity - TN 12
Conversation value |- T 23
Influence  IE—Te
Cost deflection |- T
Topicality |- T 19
Sentiment | T
Cost per conversation | T 45
Conversation volume
Conversation share
e 22 B
ROl TN 67
Cost per conversion NN TN 45
Conversions IS TY 71
Likes T 82
Re-tweets [INNEG_G—TY 7
Reach T
Click-throughs |G 93
Daily or monthly active users  [INNNNEGEE 83

ThE TBG DIgITAL rEporThighLighTs prEviousLy rELEASEd rESEArCh

IndICANINg ThAT Facebook’s Newsfeed targeting options are delivering

much better CTRs, with mobile Ads AChIEving €TRs 14 TIMmEs QrEATEr

ThAn ThAT of “DEskTop” Ads, on AVErAQE (1.14% vs. 0.083%). ThE rEporT

CompArEd ThESE findings with A SEpPArATE sTudy IT€ConduCTEd of 24

miLLIon TWITIEr ImprEssions ACross MULTIpLE CLIENTS And SECTors, In
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whi€h ITfound An AVErAgE €TR of 0.266%, suggEsTing ThAT FACEbook

MOoDbILE Ad €TR Is 4 TImEs highEr ThAn ThAT of TWMITIEr Ads

Facebook More for Awareness Than
Likes or Leads

BuiLding '\wArEnEss And SEnTImENT WELL \hud of FAn F\CCUmuLMlon
By: €oTron DELo PubLishEd: Juky 09, 2012

/ﬁllrkElErs who buy Ads on FACEbook ArE morE fo€uskd on bullding brand

AWArEnEss ThAn ACCumuLATIng fAns, A€Cording To A nEw survEy of k\d k\qE
subseribErs by \d \gE And emgroup.

\skEd To IdEnTIfy ThEIr primAry goAL In FACEbook Ads, 45.9% of rEspondEnTs puT
bulLding AWArEnEss And SEnTImEnT for ThEIr brAnds ATThE Top. Driving TAffiC To
brAnd wEbSITES wAs ThE SE€ond mOsST-CITEd goAL, with 17.6% of rEspondEnTS

SAyIng ITIs ThEIr MoSTIMpOrTAnT objECTVE, foLLOWEd by bullding fAns or LIKEs,
STAyIng In Tou€h with CusTomErs, gENErATIng SALEs LEAds And soClAL COmmErCE.

ThE fuLL survEy rESULTS ArE AVAILADLE To DATACENTEr subs€ribErs hErE.

ThE Third-pLACE showing for fAn A€quisimon Is pErhAps surprising bECAUSE
rACking up "LIKES" hAs bEEn ThE CENTErpIECE of mAny FACEbook mArkETIng
STFATEQIES, EVEN If MArkETErs hAVE ALsO pErsISTENTLY gripEd ThAT ThEy don'Tknow
WhEThEr LIKES TFANSLATE TO INCrEASEd SALES.

"BrAnds spENT A LoTof ImE And EnErgy In 2011 bulLkding up ThEIr fAn bASE, And

fAn ACquisiTion wAs A Top goAL for mAny brAnds," sAld DEbra \ho WILLIAMSON,
prinCIpAL llnlILys'I'lITE/mrkEIEr. "I Think whAT you'rE SEEIng now Is An EvoLuTIon;
now WE hAvVE ThESE fAns And WE hAVE TO figurE ouTWhATTo do with ThEm."
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Ad Age/Citigroup Facebook Survey

What is your primary goal in Facebook advertising? Please rank the following in order of
importance from 1-6, with 1 being the most important.

Rating
5 Average

i 2.7%

45%
Build awareness and l
sentiment for my brand 24.4% 13.7% 6
|

2.3%

Drive traffic to
my website

Build fans or “likes"

To stay in touch with
my customers

Generate sales leads 1.1% 14.1%
3.5%
|
2.0%

Total answered = 488
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/ﬁs. WILLIAMson noTEd ThAT brAnding And AWArEnEss ArE ConsISTENTLY shown To
bE A Top goAL for mArkETErs on soCIAL MmEdIA, buTThATLEAd gENErATIion And SALES
TEnd TO bE highEr priorimEs for b-To-b brAnds. On FACEbook, ThosE mighTbE ThE
MArkETpLACE AdVErMSErs buylng Ads AT AuC€Tion with ThE goAL of driving gAmE
downLoAds And gETNINg TArgETEd UuSErs ThAT mighThAVE An AffiniTy for ThEIr
produC€TTo VISIT ThEIr WEDSITES.

/ﬁElInwhlLE, ThE SETbACks of FACEbook €ommErCE hAvE bEEn WELL doCUMENTEd,
SO IT's noTsurprising ThATCommEr€CE woulkd bE ThE rEspondEnTs' LAST prioriTy, shE
SAld.

FACEboOK's pITEh To ThE workd's biggEsT€onsumEr mArkETErs Is ThATIT's 4
brAnding pLATform LIKE TV, And IT's bEEN urging ThEm To fo€us LEss on mETHECS
su€h As CLICk-Through rATES And morE on rEACh And "rEsonAnCE." ThE fACTThAT A
PLUrALITy of survEy rEspondEnTs sAld brAnd AwWArEnEss wWAs ThEIr Top goAL mighT

MEANn ThAT FACEbOOK'S mESSAQE Is sInking In, LEAdINg MArkETErs AwAy from
EXpECTINg IMmMEdIATE rESULTS up fronT.

BuT"brAnding" €oulLd ALso bE 4 rEsponsk from pEopLE who fEEL buLLish AbouT
ThEIr prESENnCE on FACEbook buTdon'TyET know wWhATThE rETurn wiLL bE.

"Branding is sort of your default answer if you've got to
justify why you've spent millions of dollars,” said Wayne
Arnold, CEO of Profero.

What If Teens Prefer Twitter to
Facebook?
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Now ThAT GrAndma Is On FACEbook, WhErE WILL TEEns Go To SoCIALIZE?

By: DAVE WILLIAMs PubLishiEd: JuLy 10, 2012

\ mEmMbEr of my wifg's fAmILy And A fEw of hEr friEnds ToLd mE
rECENTLY ThAT ThEy ArE EnAmorEd with TWITIEr. ThEy LOVE ITS rApld-firE
UpdATEs, And ThE SENnSE TWITIEr providEs of bEIng righTIn ThE momENT.
OVEr A WwEEkENnd ThEy WErE €ConsTANTLY ChECKINg And posTing updATEs
on ThEIr smArtpbhonEs, And whEn ITCAME TO soClALIZzIng wiTth friEnds,
ShE And hEr pEErs simpLy prEfErrEd TWITIEr TO FACEbOOK.

This Isn'TEArTh-shATIErIng nEws, buThErE's ThE CATCh — ALL WEE In
high s€hooL. TEEn soCIAL mEdIA usErs SEEM To bE fLo€king To TWITIEr
righTnow, €onTinulng A TTEnd oVEr ThE pAsSTTwO yEArs, And rEdu€Ing
FACEboOk usAgE In fAvor of ThE 140-€ChArACTEr sOoCIAL nETwork. WE'VE
SEEn su€h A shifTIn prEfErENnCE bEforE, whEn uskrs fLOCkEd To
FACEbook ovEr AgyspACE In 2007. HisTory mAy bE on ThE VErgE of
AnOThEr sOCIAL pLATform shiff, And brAnds €An'TbE €CAughT fLAT-fOOTEd
WhEN ITCOoMEs To MArkETIng To ThE youngEr gEnErATION.

Why they're choosing Twitter
\CCOrdlng T An k\ssoCM‘lEd PrEss rEporT, FACEbook's gEnErAmonN-

SpAnnIng popuLArTy Is pArlLy To bLAME. In A workd WhETE IT's
ConsldErEd rudg 1o Turn down A friEnd rEqQUEST, ESpECIALLY from A
fAmILy mEMbEr, TEEns WErE suddEnLy SEEIng ThEIr AunTs, unCLEs And
PArENTS In ThEIr NEws FEEds. TWITIEr €ConnECTIons ArENn'T muTUAL
friEndships As ThEy ArE on FACEbOOK; jusTbECAUSE somEONE foLLOWS
your TWEETS dOEsn'TmEANn you hAvVE To foLLow ThEm bACK. TEEnAgEd
usErs LIKE This fEATUrE, And ThEy'rE EmpLoying TWITIEr's SImpLEr
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privACy €onTroLs As WELL, €hoosing To hidE ThEIr TWVEETS from pubLIC
VIEw And sEnding ThEm onLy To A sELECT group of friEnds.

ThE TypE of INTErACTION pLAYs A mAjor roLE As WELL, A€CCording T ThE
TEENSs I'VE MET. To ThEm, FACEboOk Is morE AbouTshAring COnTENT,
WhEThEr IT's vidEos, phoTos, musli€, or ArMICLES. TWITIEr Is fAr morE
ConvErsAmon bAsgd, A pLACE WhErE TEEns €An TELL ThEIr friEnds WhAT
ThEy'rE doing or how ThEy fEEL. IT's AbouT ThE prESEnT mMomENT— WhAT
you'rE doing, who you'rE sEEIng, WhEFE you'rE going — WhErEAs
FACEbOOK Is morE AbouTshAring mEmoriEs AfTEr ThE fACT.

TEENs ArEn'T glving up on FACEboOK, buTThEy'rE TTEATINg ITThE SAME
wAy ThE gainfuLLy EmpLOyEd TrEATLINKEdIN. ThEy fEEL IT'S IMpOorTANTTO
MAINTAIN A pAQE, buTThEy ChECK ThE SOCIAL NETWOrk sporAdiCALLY .
TWITIEr Is WhErE ThEy go To €hECK In ThroughouTThE dAy.

What Facebook can do
FACEbook, with ITS 901 miLLIon ACTIVE UsErs, Isn'TnECESSAriLy rEELINg

simpLy bECAUSE TEEnS ArE AdopTIng TWITIEr mu€h fASTEr ThEn EVEr
bEforE, buT mArkETErs shouLd bE AWArE of ThE possIbILITy ThAT

FACEbOOK's TEEn AUdIENCE €CoulLd shrink, or bE LEss EngAgEd ThAn
WErE prior gEnErATions. You €An sAy "No onE gETS firEd for buylng
FACEbOOK," buTbrAnds nEEd To bE surk To EXTEnd INnVESTMENT And
InnovATIon To TWITIEr — ESpECIALLY If ThEy ArE mArkETIng TO TEENS.

FACEbook nEEds To bE mindful of ThE shiffIn TEEn usSAQE As WELL,
UNLESs ITWANTS TO joIn /ﬁyspACE In ThE SOCIAL mEdIA dusToin. ITmMIghT
SEEM fAr-fEFChEd TO hInT AT FACEbOOK's dECLINE, buTIT's worth noTing
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/ﬁyspACE wAs gETNng morE visiTors ThAn FACEbook AT onE poInTin
TmE. /lyspM:E LosTground T© FACEbOOK bECAUSE ITfAILEd TO AJAPT.
FACEbook hAd A sLEEKEr dEsign — onE ThAT wAs LEss frAnTi€, And
CoNTAINEd fEWEr Ads. TWITIEr's mAIn fEATUrES mAy AppEAr sS€rAwny
CompArEd To FACEboOK's, buTITwouLdn'T bE ThE firsT sSOCIAL nETwork
To EXPErENCE A drAmAMC shiffIn popuLArTy.

FACEboOk mAy ALrEAdy bE prEpAring for This COmpENMVE ThrEAT, As
EVIdENCEd by ITS rECENT ACquisiTion of INnSTAgrAm. STILL, brAnd
MArkETErs shouLkdn'T TAKE FACEboOk's €onTInuEd prEEMINENCE for
grAnTEd. ThEy shoulLd KEEp TAbs on ThE wAy youngEr AUdIENCEs ArE
using soCIAL mEdiA If ThEy wANTTO STAy AhEAd of ThE CompETTIoN.

July 12, 2012

In A nEw sTudy of 24,000 R\mErlCAns, Triton Digital's k\ppl.lCMlon &
SErviCEs division found ThAT €ConsumErs TrusT TAdIMonAL mEdIA morE
ThAn dIQITAL. SpECIICALLY, TELEvISion WAS rATEd ThE mOSTTrusTEd
mEdium by rEspondEnTs (45 pEr€ENT, foLLowEd by nEwspApErs 20
pEr€ENT, And rAdio 18 pEr€CENT. ThE ImMEdIATE InslghTs survEy found

ThAT dIgITAL 13 pEr€ENT And soClAL mEdIA four pErCENT WErE ThE LEAST
TrusTEd mEdIA sourCEs.

ThE STudy ALSO SUQQESTS ThAT This TTusTmAy hAVE A dIrECTIMpPACTON
ThE SUCCEss of AdVErMISEMENTS In EACh mEdilum. For EXAMpLE, morE
ThAn 64 pEr€EnT of €onsumErs ACKNowLEJgEd ThATThEy hAVE mAdE A
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pur€hAsE AfTEr SEEIng IT AdVErTISEd on TELEvision, rAdio orin A
NEWSPApPEr. €ConvErseLy, €onsumeErs WErE morE ApTTo TrusTThEIr own
INTErNET rESEArCh 61 pEr€ENT oVEr TELEVISIon €CommErCIALs 28
PErCENTH#, rAdio CommErClALs 21 pEr€ENT, or nEWSpPApPEr Ads 16
pErCENT). RECOmmMENdATIon EngInEs ALso s€orEd Low, with 17
pEr€ENT of rEspondEnTs noTing ThATThEy INfLUENCE buying dECIsIons.

"While digital media continues to explode in popularity and
affect traditional media usage, the underlying trust of media
consumers toward digital compared to traditional media are not
yet equal,” said Triton VP of Business Strategy Jim Kerr.
"Similarly, traditional media advertising continues to prove
effective and more likely to influence purchase decisions than
digital ads."

Looking AT gENdEr spITs from THTON DIQITAL's dATA on rAdlo, 19.8
pEr€CENT of MALEs CALLEd rAdio ThEIr mosTTrusTEd sourCE of nEws And
InformATon, with 16.3 pEr€ENT of fEMALES. \ddﬂlonALLy, 21.2 pErCENT
of MALE rEspondEnTs And 20.7 pEr€ENT of fEMALES sAld rAdio Ads
InfLUENCE ThEIr buying.

SoCIAL MArkETErs ArE primAriLy fo€uskd on growing fAn €ounTs And
driving EngAgEMENT using A4 mix of €CONTENT And €onvErsATion. BuT,
CONTENT And €onVErsAmon ArE grEAT for bulding /oyalty and
mindshare, noTfor INCrEAsIng revenue and marketshare. /ﬁovlng
CusTomErs from dis€CovEry To €onsidErATion Is 4 significAnT
ChALLENQE.
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The Kids Are Tuned Out -- Of Your Branded Messages
by Catharine P. Taylor, Jun 29, 2012, 10:45 AM

In ThE blg, grAnd worlkd of /ﬁEdMPosTConfErEnCEs, ThE sEsslon ThAT
USUALLY provEs mosTILLUmMINATIng Is whEn WE gET ACTUAL pEOpLE,
who don’Twork In This buslinEss, on sTAQE. (No, nonE of us who rEAd --
or WriTE -- This €oLumn quALIfy As ACTUAL PEOpLE; WE ArE
OVErAnALYTCAL wonks.) WhATThE pEOPLE on ThOSE pAnELS TELL us Is
whAT mEdIA, dEVICES And pLATforms ThEy usE -- And how, or whEThEr,
brAnding rEALLy hAs Any ImpACTon ThEIr dAILy LIVES.

GuEss WhAT? Branding ALwAys bArELy rEgISTErs. WhILE I'VE SEEn This
To bE ThE CASE during oThEr TImEs WE'VE hELd This sEsslon, YESTErdAy’s
vErsion, during our firsTBrAnd /ﬁnrkE'IErs SummiT, TELEgrAphEd This
LoudEr, And morE CLEArLy, ThAn EVEr bEforE. IT's ImporTAnT for
MArkETNg’s fuTurE To NOTE ThATThE pANELISTS WErE ThE yOUNgEST WE' VE
EVEr hAd: Two 15-yEAr-oLd girLs, onE 14-yEAr-oLd boy (who Is VEry
CLOSELY rELATEd TO yours Truky), And Two 13-yEAr-oLd Twin boys, ALL
of whom ThrEw ThE provErblAL gLAss of €oLd WATEr on ThE noTion ThAT
brAnding mEsSSAQEs ArE somEThing ThEy SEEK ouTwhEn ThEy ArE
€onsuming mEdiA And €Communi€CATIng on dIgITAL dEVICES.
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ThAT's prETTy dAmning whEn onE sTops To €onsidEr ThATEVEry sIngLE
PANELIST SEEMEd To bE pLUggEd In somE, If noT ALL, of ThEIr wAKIng
hours -- or ATLEAST As mu€h TImE As ThEIr pArEnTS And bATIEry LIfE
woulkd ALLow. (OnE of ThE TEEn girLs AdMITIEd ThAT ShE SWITChEd TO
ThE IPAd onLy whEn hEr phonE wAs TAKEn AwAy by hEr pArEnTS or
bECAUSE hEr phonE nEEJEd €hArging.) ThErE WErE CompLAINTS AbouT
prE-roLL Ads; onk of ThE 13-yEAr-oLd boys sung ThE pralsEs of
WATChIng TV Ad-frEE on Roku. Though some of the panelists

followed brands, there was generally puzzlement as to why
someone would actually follow a brand on Facebook or Twitter.
As my offspring said on stage, it’s not as though friending a
brand on Facebook is going to improve his day. Or ThATs ThE

bELIEf, AnywAy, probAbLy bECAUSE fEw brAnds Think of ThAT As ThE

goAL.

WhILE EVEry gEnErATion I'VE €COmE In €onTACT wiTth pridEfulLy
pro€LAIMs ThEMSELVES ImmunE To AdVErmising mESSAQEs, WhAT mAKEs
ThESE SOON-To-bE AJULTS so fASCINATINg Is ThEIr TEChNOLOQICALLY
EnAbLEd ADILITY TO IgnorE MArkETIng MESSAQES ATWILL. I'd ArguE ThAT A
LoTof This hAs To do with soCIAL mEdIA. YES, As EXpECTEd, ALL of ThE
PANELISTS SEEMEd TO dEVOTE mu€h of ThElr SCrEEn TIME To €onnECTINg
with oThErs, Through onE-To-onE TEChnoLOgIES LIKE TEXTINg And SkypE,
To broAdEr pLATforms LIKE FACEboOK, TWITIEr And INSTAQrAm (A
pLATform ThATThE girLs SEEMEd rAbldLy INTErESTEd In And ThE boys noT
SO mue€h). /los'l'of ThoSE pLATforms, you’LL nOTE, ArEn'TEXACTLY
OVErLOAdEd wiTh AdVErTsIng.
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This, of €oursE, ExpLAIns why mArkETErs ArE so rabld AbouTfiguring
OUTsoCIAL mEdIA And why mArkETIng budgETs €onTInuE TO flLow In ITS
direE€Ton, EVEn Though ThE kids don’TCArE. FOrTunATELY, A
prEsCripTion To Curk ThElIr mArkETIng diSINTErESTwAs offErEd up by onE
of ThE girLs, who sAld ThATIf brAnds AskEd hEr opinion And showEd
ThEy rEALLY did CArE AbouT hEr, shE mighTpAy ATIEnTION.

ThAT's simpLE AdVICE, Too ofTEn forgoTEN. From ThE mouThs of TEEns.

Facebook Says It Can Take A YEAR To Get Results From Its Ads

Jim Edwards | Jul. 3, 2012, 9:57 AM | 1,354 | 2

FACEbOOk SEEMS poISEd To snATEh somE good pubLICITy AhEAd of ITS
Q2 2012 EArnings rEporTfrom ThE dIS€LOSUrE In ThE \WALL STIEET
JournAL ThATThE CompAny Is In TALKS To gET GEnErAL /ﬁo'lbrs bACK As
An AdVErmising CLIENT.

BuTburlgd In ThE SAME rEpoOrTIs A STATEMENT ATIHbUTEd TO FACEbOOK'S
"hEAd of MEASUrEMENT And InsighT," BrAd SmALLwood, ThAT sAays Ad

CAmMpAIgns running on FACEbook €An TAKE up To A YEAr TO SEE

rESULTS.

ThAT's A Ludi€rousLy Long TImE for A AJVErTISErs To WAITTo SEE A rETurn
on ThEIr INnVESTMENT. \nd Ads boughTon FACEbook rEACh burnouT—

ThE TIME ITTAKES for ThEm TO bE rEpEATEdLY EXpOSEd To ThE TArgET
MArkETTo ThE poInTThEy'rE no LongEr EffECTIVE—In jusT72 hours.
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WSJ rEporTed:

"ITIs A myTh ThATFACEbook AdVErTising doEsn'Twork," sald BrAd
SmaALLwood, hEAd of mEASUrEmENT And InsighT AT FACEbooK In 4 JUnE
INTErvIEW.

BEhInd ThE SCENES /ﬁr. SmaALLwood's group STArTEd working with
MEASUrEMENTTEAMS AT blg brAnds To hELp ThEm TACK ThE
EffECTIVENESs of FACEbOOK €AmpAigns. "BurlEd dEEp within ThESE
ComMpAnIEs ArE MEASUrEMENTTEAMS," sAld /ﬁr. SmALLwood. "ThE firsT
STEp Is finding ThosE pEopLE And sAying, 'WhATTEChnIquES do you

usg?" Mr. Smallwood said it takes about a year to get the results

of one campaign.

G /ﬁ LEfT FACEbOOK AfTEr ThE SOCIAL NETwWork dECLINEd TO LETITrun
INTrusivVE homEpAQE TAKEOVEr Ads with ITS $10 miLLlon budgeT. G /ﬁ hAd
CompLAINEd ThATITS rEguLAr Ads don'Twork. (FACEbook hAd bEggEd
ThE CompAny To UTILIZE morE of ITS frEE mEdIA opporTunimEs.)

\L‘I‘hough G /ﬁ And FACEbook hAd somE sorTof rAppro€hEmENT whEn
ChIEf mArkETIng offiCEr JOEL EWANICK And FACEboOK's Ad SALES ChIEf
CAroLyn EVErson TALKEd AT ThE CANNEs Llons fESTIVAL LASTmonTh,

SmALLwood's STATEMENTS SEEM To €onflrm G /ﬁ's CENTTAL COMpLAINT.

\f‘lEr ALL, how €An FACEboOKk CLAIM ITS Ads ArE EffECTIVE If ThE onLy
WAy TO MEAsUrE ThEIr EfECTIVENESS Is WITh 4 "MEASUrEMENTTEAM" ThAT
usiks ThE righT"TEChnIqUES," And rESULTS onky show up A yEAr LATEr?
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REAd morE: hTib://www.businEssinsidEr.€om/fACEbook-sAys-IT-CAn-
TAKE-A-YEAr-To-gET-rESULTS-from-ITs-Ads-2012-7#Ixzz1zEBEY 0JdG

Ad Age Survey: Marketers Love
Facebook, But Many Have No Idea If
Their Ads Work

OnE In ThrEE \rEn'TConvlnCEd FACEboOOK Is UsSEfuL In Driving Pur€hAsE INTENT

By://]lchAEL LEArmonTh PubLIshEd: JunE 27, 2012

WhEn ITComEs To FACEbook, ThE nATlon's mArkETErs hAVE rEAChEd An
OoVErwhELmMIng €onsEnsus: you sImpLy hAVE To bE ThErE.

UnforTunATELy for FACEbOOK, ThEy ALSO hAVE rEAChEd AnOThEr:
AdVErmising on FACEbOOK Isn'T NECESSAriLy rEqQUIrEd.

ThoSE ArE ThE biggEST TAKEAWAYs from A survBy of \dVEmslng \gE
rEAdErs €ondu€TEd In €onjun€Tion with CIMigroup To g4in InsighTon
how mArkETErs VIEw FACEbook And WhATThEIr SpECIfIC pLANS ArE In
TErms of spEnding mArkETIng budgETs ThErE.
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ThE 658 subse€ribErs who Took \d \gE‘s survBy ovEr ThE pASTTWO
WEEks €hArACTErzEd ThEMSELVES As dECIslon-mAKErs In SOCIAL
MArkETIng. ThE rEspondEnTs WErE 34% MArkETErs, 34% AQENCY EXECS,
13% mEdIA EXECs, And vArlous €ONSULTANTS And oThEr mEmbErs of ThE
MArkETIng ECOSYySTEM.

ThE rESULTS WErE A miIxEd bAg for FACEbook ThATILLUMINATEd SOME of
ThE ChALLENQES ITWILL hAVE In sCALINg Ad rEVENUE, buTIT ALso
IndICATEd ThAT somE of FACEbook's pEr€CEIVEd ChALLENgES wWITh
MArkETErs -- su€h As noT providing Enough TTAnspArEnCy And dATA --
ArE OVErbLown.

ThE rESULTS ALso rEVEALEd €onfuslon on how To CALCULATE rETuUrn on
InVESTMENTon FACEbook And how To €ompArE ThATTO spEnding In

OThEr soCIAL And TrAdIMonAL mEdIA ChAnnELS.

REmMArkAbLy, \d \gE rEAJErs survEyEd spEAK In VIrTUAL unison on Two
quEsTions. NEArLy 86% of ThosE survEyEd sAy ThEy CurrEnTLy USE
FACEboOKk As A mArkETIng TACTC. OnLy 55%, howEVEr, sdy ThEy
CurrEniLy AJVErTISE on FACEbooOK, And nEArLy 88% sAld ThEy would
ImMpLEMENT FACEboOk €CONTENT WIThOUuT AJVErTISIng AT ALL.

ThOSE rESULTS CLOSELY mirror whATWE'VE hEArd In €onvErsATions with
MArkETErsS, pArmCuULArLy AfTEr G/A rEVEALEd ThATIT wAs pulling ITS Ad

doLLArs from FACEbook EVEn As IT SpENTTENS of miLLIons To bulkd And
MAINTAIN ThE prESENCE of ThEIr mAny AuTo brAnds on FACEboOK.

161
SOLU+IONS



Of ThE rEAdErs survEyEd, 47% sAld ThEIr dIgITAL Ad budgETS WEE STILL
LEss ThAn 20% of ThEIr TOTAL. NEArLy 50% sAld ThEIr budgETs
dEsIgnATEd for soClAL-mMEdIA mArkETIng WErE LEss ThAn 10%. ThAT sAld
77% sAld ThEy EXpECTEd ThEIr dIQITAL-MArkETIng budgETs 1O INCrEASE In
ThE Coming YEAr, WhiLE 73% sAld ThEy EXpECTEd ThEIr SOCIAL-MEdJIA

AdVErmsing budgETTO INCrEASE.

WhILE 72% sAld ThEy EXpECTEd ThEIr SOCIAL-MEdIA AJVErTising budgET
To INCrEASE, onLy 56.6% sAld ThEy ThoughTThEIr FACEbOOK AdVErTisIng
budgETwoulLd INCrEASE, WhILE nEArLy 40% bELIEVEd ITwould sTAy ThE

SAME.

"l Think IT€omEs down T MEASUrEmENT;" sAld /ﬁIChAEL S€issons, CEO
of Syn€ApsE. "If you ArE A dIrECT-rESponsSE MArkETEr IT's EASy To
MEASUrE. If you'rE A brAnd mArkETEr, ITbECOMES mu€h morE
INTANGIbLE TO TACK ThE poInTof SALE."

ThAT sAld, 72% sAld ThEy €onslidEr ThEIr FACEbook €onTENTEfforTs And
AdJVErMsIing STTATEQIES To bE LINkEd, showing A widEsprEAd bELIEf In ThE
INTErpLAy bETWEEN EArnEd And pAld mEdIA on FACEbOOK. \sponsorﬁd
sTory, for EXAMpLE, Is jusTFACEbook €ONTENTTUrNEd INTO An Ad And
shown To morE pEOpLE. \s ThE ThEory goEs, ThE bETIEr ThE COnTENT,
ThE morE EffECTIVE ThE Ad.
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Ad Age/Citigroup Facebook Survey

Over the next year, | expect my
social-media advertising budget to:

Stay the

same j

25.3%

72.8%

\ Increase

Total answered = 486

Decrease

Would you ever implement Facebook
content without ads?

87.5%

\ Yes

Total answered = 481

Over the next year, | expect my
Facebook-advertising budget to:

Stay the

same —\

Decrease —j \ Increase

Total answered = 486

How useful is Facebook overall in
driving purchase intent?

Don't know

/— Not useful

13.4%

Very & Somewhat
useful useful

Total answered = 411
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ThE bIggEST qUESTIon for mArkETErs €omEs WhEN IT's TImE To mEASUrE
ThE ImpACT of ThEIr EfforTs on FACEbOOK. \ mAjoriTy sAld CLICks And
"LIKES" WEIE ThE mosTImMporTANT mETHES To Look AT, buTwhEn ITCAME
To driving pur€hAsE INTENTjusToVEr 19% sAld ThEy "don'Tknow" If
FACEbOOK Is usefuL And morE ThAn 13% sAld IT's "noTusEfuL." JusT
55% sAld FACEbOOK Is "somEWhAT usgful,” IndICATINng A high LEVEL of

AMbIVALENCE on A kEy brAnding mETHC.

Eri€ Johnson, €EO of Los \ngELEs-bllsEd AgENnCy IgNITEd, sAld CLIENTS
ArE EXpErimENTIng wWith FACEbooOK And In somE CASEs upping ThEIr
INVESTMENT OnN IT, ThEY'rE CErTAINLY noTdumping ThEIr TV budgETs InTo
IT. Or EVEn ThEIr budgETS for oThEr dIgITAL-mEdIA pLATforms, WhErE ThE
VALUE of €LICks And vIidEO VIEwS Is morE proven. "ThE mETHCSs [on
FACEbOOK] ArE NnOoTsCrEAmMIng ThATyou hAVE To go And €hAngE your
budgET," hE sAld.

REspondENnTs ALso sdld doing businEss with FACEbook Isn'T ALwAys
EAsy. \bou'l'24% of rEspondEnTs sAld FACEbooOk's AdVErTisIng-
CusTomEr supporTwaAs InfEror To oThEr dIgITAL pLATforms; onLy 7%
SAld ITwAs supErior. \skEd WhATITwoulLd TAKE To mAKE FACEboOK A
morE usgfuL Ad pLATform, onE sAld, "IT's InCrEdIbLy TImE €onsuming
And rEqQUIrEs A LoT of mAnuAL EnTry. Our AgEnCy hAs THEd To opTImIzE
by working dirE€TLy with FACEbook buTfound ThEy WErE unhELpful
And LACKEd ThE knowLEdQE To moVE our projECTs forwArd."

\nd AnOThEr: "BETIEr AnALYTICS And bETIEr CUSTOMEr supporT, LIKE
GOOgLE's \dWords."
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SomE quEsTionEd ThE noTon of Ads on FACEbook ALTogEThEr: "I do noT
bELIEVE ThAT FACEbOOK Is An AdVErTising pLATform. WWE nEEd To EXpLOrE
OThEr possIbILITIES."

BuTonE of ThE mosTwIdESprEAd €rme€isms of FACEbooK -- ThATIT
doEsn'T providE AJEqUATE dATA TO MArkETErs -- mAy bE OVErsTATEd. In
wrTIEn COmmENTS, SEVErAL rEspondEnTs CITEd dATA As A KEy ISSUE
hoLding bA€k budgETs. SEVErAL gAVE VArlATIons on ThE sImpLE
rEsponsk of onE CommENTEr: DF\'I\ YET Askid If ThEy WErE SATSfIEd
with ThE LEVEL of dATA rETurnEd by FACEbook, 61% sAld "somEwhAT
sANSfIEd" And 10% sAld "VvEry sATISfIEd," A mAjoriTy.

/ﬁﬂrkE'IErs ALsO ExprEssEd sTrong INTErESTIN buylng mobILE on
FACEbook, with nEArLy 28% €ALLIng IT"VEry ImporTAnT' And 36%
"SOMEWhATIMpPOrTANT' As A mArkETIng €hAnnEL.

ThE fULL rESULTS of ThE SurvEy wiLL bE AVAILADLE In \d \gE’s
DATACENTEr In ThE Coming dAys.

\CCOrdlng T NIgEL /ﬁorrls, CEO of \Egls /ﬁEdlll \mErIClIS, ThE SCALEd pLATform
Is A TEmENndous opporTunity for brAnds, buT dEmonsTAning ThE ROI of ITIs
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FACEbOOK'S ongoing €hALLENgE. "ThE IsSUE fundAmENTALLY [is]: WIThin ThE

confinEs of ThE pLATform, wiLL ITbE AbLE T grow AdVErmising As fAsT As ITnEEdS

To?" hE sAld. "\ nd ITLL dEPENd, As ITdOEs In ALL mEdIA, on showing how EffECTIVE

ThE pLATform Is And dEmonsTrATIng ThE ROL.

FACEbook mIghTnoTbE ThE homErun mAny Think FACEbook Ads ArE:

US Facebook Users Who Believe Ads on Facebook Are
Relevant to Their Interests, May 2012
% of respondents

| don't ever notice
ads on Facebook
20.4%
They are not

relevant at all Yes, somewhat relevant
9.5%
42.8%
They are not
very relevant
20.4%

Note: n=348
Source: AYTM Market Research as cited in company blog, May 24, 2012
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FACEboOK In€. WENT pubLI€ LASTmonTh on ITS prospECTs for growth.
BuTIn somE kEy ArEAs, ThE SOCIAL nETwork's growTh rATES ArE ALrEAdy
mATUring.

In pArMCuLAr, FACEboOK's usér growTh rATE In ThE U.S. Is sLowing
sharpLy. In F\prlL, U.S. uniquE visITors T ThE WEDSITE INCrEASEd To 158
miLLlon,( RAdIo rEAChEs 241 miLLIon/WEEK) up jusT5% from A yEAr
EArLIEr, ACCordIng To rEsEAr€h firm €omSE€orE InC.

FACEbOOK's usEr growTh rATE In ThE U.S. Is sLowing drAmATICALLY .

ThATwWAs FACEboOK's LOWESTU.S. usér growTh rATE sinCE €ComS€CorE
bEgAn TrACkIng ThE dATA In 2008 And wAs down from 24% growTh In
\prlL 2011 And 89% In \prlL 2010, €omSEorE sAld.

\Tl‘hE SAME TIME, ThE growTh rATE In ThE AmounT of TImE pEopLE spEnd
on ThE soClAL NnETwork—oThErwisE known As EngAgEMENT—Is ALSO
JECELErATIng. In \prlL, FACEboOk usErs SpEnTmorE ThAn six hours 4
monTh on ThE SITE, up 16% from A yEAr EArLIEr. ( EQUATES TO AbouT 12
mMINUTES/dAy) BuTThATCompArEs with 4 23% INCrEASE In 2011 And
57% In 2010, €omSe€orE found.

In SsomE wAys, ThE sL.owdown Is To bE EXpECTEd. FACEbook hAs
ALrEAdy grAbbEd 71% of ALL 221 miLLllon U.S. INTErnET usErs,
AccCording To €ComSCorE. \Tl‘hE SAME TIME, pEOpPLE ALrEAdy ArE on
FACEboOk LongEr ThAn Any OoThEr SITE. ThE morE ThAn six hours 4
monTh ThAT pEOpPLE spEnd on ThE soCIAL nETwork EXCEEds ThE OVEr
four hours 4 month ThEy spEnd on ALL GOOgLE SITEs InCLudIng
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YOouTubE, And ThE 32 hours ThEy spEnd on YAhoo sITEs, €omSECorE
sAld.

WhILE so€lAL MmEdIA €ConTINnUES To gArnEr A LoT of ATIEEnTIon, broAdCAST
rAdio’s pOPULArTy €onTINUES To dwArf somE of ThE INTErnET's And
SOCIAL MEdIA’s “bIggEST pLAYErs. In ThE US\, of pEOpLE 12+:

On a Typical Day For the USA Population 12+:
* 150% morE wiLL usg RAdIo ThAn wiLL go To FACEbook

*  215% morE wILL usg RAdIo ThAn wiLL go T GoogLE SEAr€h
* 485% morE wWILL usg RAdIo ThAn wiLL go T® YOUuTubE
* 3400% morE wILL usg RAdIo ThAn wiLL go To TWITIEr

On a typical day in the USA, of people 18-34:
* 70% morE wILL us RAdIo Than wiLL go T FACEbook

* 110% morE wiLL usg RAdIo ThAn wiLL go T GoogLE SEAr€h
* 230% morE wILL usg RAdIo ThAn wiLL go T® YOUuTubE
* 1860% morE wiLL usg RAdIo ThAn wiLL go To TWITIEr

On a typical day in the USA, of people 25-54:
* 115% morE wiLL usg RAdIo ThAn wiILL go To FACEbook

* 165% morE wiLL usg RAdIo ThAn wiLL go T GoogLE SEAr€h
* 470% morE wILL usg RAdIo ThAn wiLL go T® YOUuTubE
* 4085% morE wiLL usg RAdio ThAn wiLL go To TWITIEr
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Study: Onky 1% of FACEbook 'FAns' EngAgE WITh BrAnds

NoT /ﬁAny FAns \rE CrEATIng CONTENT, Buﬂhar/ﬁlghrNorBE ABAd
Thing

By: /ﬁATIha CrEAMEr

JAnuAry 27, 2012

For A f;W yEArs now, brands hAvE bEEn TouTing froThy FACEboOK "LIKE"
numbeErs As EVIDENCE of ThEIr SOCIAL-mMEdIA ACumEn. BuThow mAny of
ThosE fAns ArE ACTUALLY boThEring TO TAKE pArTIn €onvErsATion with
brAnds?

NoTToo mAny, As ITTUrns ouT.

SLIghTLy morE ThAn 1% of fAns of ThE biggEsTbrAnds on FACEbook ArE
ACTUALLy EngAgIng wiTh ThE brands, A€Cording To 4 sTudy from ThE
EnrEnbErg-BAss INSTITUTE, An F\usl'MLM-bAsEd MArkETIng Think TAnk
ThATCounTs ProCTEr & GAmMbLE, €COCA-CoLA And oThEr major
AJVErNSErs As ITS supporTers.

TO gETTO ThESE findings, ThE rESEAr€hErs usd onE of FACEbook's own
METCs, PEOpPLE TALKINg \bou'l"lhls, ThE AWKwArdLy-nAmEd running
counTof LIKES, posTs, COmmMENTS, TAgs, shArEs And oThEr wAys A USEr
of ThE SOCIAL nETwork €An INTErACT with brAndeEd pAgEs. ITWAS
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UNVEILEd LASTfALL As A wAy of giving AJVErTISErs A shArpEr Look AT AT
ThE LEVEL of ACTIVITY on ThEIr pAgES.

RESEAr€hErs for ThE INSTITUTE LOOKEd ATThis mETHE As A propormon of
OVErALL fAn growTh of ThE Top 200 brAnds on FACEbook oVEr A six-
WEEK pErlod bACK In OCTobEr And ThEy found ThE pEr€CENTAQE of
PEOpPLE TALKINg \bou'l"lhls TO OVErALL fAns 1o bE 1.3%. If you subTrACT
nEw LIKES, whi€h onLy rEquIrEs A CLICK And In ThE minds of ThE
rESEAr€hErs ArE AKIn To TV rATIngs, And ISOLATE for morE EngAgEd

forms of INTErACTon, you'rE LEfT witThin An EVEN SMALLEr numbEr:
0.45%. ThAT mEANS LEss ThAn hALf A pEr€ENT of pEOpLE who IJENTIfy

ThEMSELVES As LIKE A brAnd ACTUALLY boThEr TO CrEATE Any CONTENT

Around IT.

You mighTAssumE ThESE ArE dAmnIng numbErs. BuTThis Isn'T
NECESSAriLy ThE CASE. "I don'TThink IT's 4 bAd Thing," sAld KArEn
NELson-FIELd, sEnlor rESEAr€h AssOCIATE for EhrEnbErg-BAss INSTITUTE
who dEs€ribEs hErsELf As A "FACEbook AdVvOCATE." "PEOPLE NEEd TO
undersTAnd whATITC€AN do for 4 brAnd And WhATITCAN'TdO.
FACEboOk doEsn'TrEALLY dIffEr from mAss mEdIA. *IT's grEATTO gET
dECENTrEACh, buTTo €hAngE ThE wAy pEOpPLE INTErACT wiTth A brAnd
OVErnighTIs jusTunrEALISTIC."

In ThE bACkground hErE Is ThE Thinking of \ndrEw EhrEnbErg, ThE LATE
MAThEMAMCIAnN who wAs highLy skEpTICAL of €ConvENTIonAL mArkETIng
wisdom. In dENSE STATISTICALLY-OrENTEd pApErs, hE €AsTdoubTon
CONCEPTS su€h As brand LoyALTy And wAs nEVEr soLd on ThE
PErsudsive powkr of AdvErmising. Now his disCIpLES AdVOCATE
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AChIEvVIng broAd rEACh Through mAss mEdIA. BrAnd growTh, ThEy

MAINTAIN, IS ATIAINEd noT by rEAChIng A fEBw LoyAL fAns but a larger

number of light and medium buyers. In this understanding of the

marketing and media worlds, social is just another media channel
useful for its reach rather than any notion of engagement.
This rESEArCh jIbEs with ThATThinking, As doEs A SEPArATE sTudy from

/ﬁs. NELson-FIELd Looking ATThE disTHbuTion of buylng bEhAvior
Among FACEboOK fAn bASEs. In ThAT sTudy, shE usEd wEb-bAsEd

€ConsumeEr pAnELS To EXAmINE ThE bEhAvior of FACEbook fAns of Two
unnAmEd rEpEAT-pur€hAsgEd brAnds, In ThE €hoCOLATE And soff~drink
CATEQOrIES. ThE KEy finding wAs A mu€h grEATEr o€CurrEnCE of hEAvy
buyErs In ThE FACEboOk popuLATion ThAn In A morE gEnErAL
popuLAmon of CusTomErs. ThE sTudy ALso found ThAT pur€hAsE
frEqQUENCY didn'TINCrEASE AfTEr somEonE bECAME A fAn.

In oThEr words, FACEbook fAn bAsEs skEw TowArd hEAvy buyErs rAThEr
ThAn ThE morE CAsuAL shoppErs ThAT A brAnds nEEds To rEACHh In ordEr
TO grow. \gAIn, UNLESs you'rE SOmEONE who bELIEVES mArkETIng on
FACEbOOK ALONE CONSTTUTES A fuLL STFATEQY or you'rE LIning up for ThE
INEVITADLE FACEbOOK IPO, This Isn'TALL bAd nEws. FACEbOOK dOES
providE good rEACh And ITS AudIENCE of LOyAL fAns Is good for mArkET
rEsEAr€h And word-of-mouTth AdvoCACy.

If ThErE's An OVErALL CAUTION, IT's AgAINST, In ThE words of /ﬁs. NELson-
FIELd, "puTling A dispropormonATE AmounT of EfforTInTo EngAgEMENT

And STTATEQIES TO QET pEOPLE TO TALK AbouT A brAnd, whEn you should

bE spEnding morE MIME gETANg morE LIghTbuyErs."
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COMPETE ArguEs ThATThE numbEr of LIKES A brAnd COLLECTS VIA
FACEboOkK Is A €Common buTpoTENTALLY mISLEAdINg MEASUrE bECAUSE

it’s cumulative rather than current. Using a weather analogy, it
compares the obsession with Likes to looking at how much snow has
fallen in total over the past 10 years versus how much is falling now
or this winter. In ThAT rEgArd, OrbITz In DECEmMbEr 2011 LEd ThE TrAVEL

SEgmENTwITh 16,100 VISITS TO ITS FACEDOOK pAgE. BUTEXPEdIA LEd ThE
group of four TFAVEL SITEs COMpPETE sTUdIEd, ALso In€CLuding PriCELINE
And TTAVELOCITY, WiTh 1.5 miLLIon LIKEs. LOoOKINng ATThE rAmo of
FACEboOK VisITors To LIKEs Is onE wAy To show ThE CurrenT
‘produCTviTy” of ALL ThoSE LIKES, A€Cording T ThE sTudy.

SEVErAL nEw SoCML/AEdM rESEAr€h sTUdIEs:

}\CCOrdlng TO A rECENTLY rELEASEd rEporT, A CoLLAborATion bETWEEN
ForrEsTer RESEAr€h And GS1 €ommErCE, soCIAL mEdIA rArELy LEAdsS
dIrECTLY TO pur€hAsgks onLInE. LEss ThAn 2% of ordErs wErE ThE rESULT
of shoppErs €oming from A so€IAL nETwork during ThE hoLidAy
shopping pErlod bETWEEN NovEmMbEr 12 And DECEmMbEr 20, 2010.
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\ddrEsslng SOCIAL mArkETIng, FlonA DiAs, EVP of STTATEgy And
MArkETing for GSICommEr€E, sAys "... buying Things from rETAILErs Is

mAybE 10Th on ThE LIST of Things ThEy WANTTo do on FACEbook
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