How to create emails that are eagerly anticipated
Quick question:

Which email do you look forward to receiving most: an email from your best friend or
an email from a massive corporation? And which of those two emails do you prefer to
read?

Easy choice,b, s n6t it ?

So, when youodore emailing your |ist, what
addressing a huge, faceless crowd of people? Do you write just like a massive
corporate marketing department would?

If you want your subscribers took forwardto youremails, you should consider
behaving more like a friend.

You know, | ike, amgit? trust your friends ¢&

Try toning down that corporate look, and create a more minimalist email design.
Write in a conversational, respectful voice.

Follow these 8 essentielu | es f or friendly, eagerly an-

1. Stop talking about your list. Stop talking abousubscribersWrite as if
y ou 6 r e omaparsolonlynlignstantly makes your enfmmore
personal.

2.Quit wast i ngOnyemnaiWwhemysu have something truly
valuable or helpful to say.

3. BeusefulDonét just email when you need
Be helpful.Be generous. Be friendly. Be like real friend.

4. Use your atual name as yourfrom address.Put your name and

reputation on the | ine. Thatodés more
5. Be trustworthy. Let people know what to expect. Yes, sales messages
should be part of your email mar ket

when hey sign up.


http://www.copyblogger.com/marketing-personas/

6. Dondt bd&excdedpye to personalize ema
peopl ebs name too often, because it
script.

7. Be on their side.Remind peoplethdat h ey 6 r e. Telldhemyod o n e
understand their struggles. Empathize with them, and ask how you can
help.

8. Give people areward for reading. Make sure people benefit from
reading your emails. How? Share a useful tip. Make them feel better.

Inspire them.

How to get your emails opened
Most inboxes are congestédfilled to the brim with uninteresting, boring eiits.

Your emails are easily drowned out in overflowing, noisy inboxes across the world.
And Gmall tabshave made it even more difficult to get noticed.

How do you write appealingussbj ect | i nes that make you s
people to open your emails?

Email subject lineseed to attract attention, just like headlines do. Here are a few tips
on that:

9. Promise somethinggood. f peopl e know specificall
how exactly youodol |l make them happier, mo
itching to read more.
10.Usepower words. Sensory and emotional words attract attention, and
make your subject lines stand out in crowded inboxes.
11.Use a number Because digit® like 4 or 370 stop wandering eyes
12.Pique curiosityy Dondét be afraid to Tocklceasi on
the information gap, or violate the information gajour readers will be
keen to find out more.
13.Point out common mistakesBecause nobody wants to be percieved as
silly.
14 Quit cleverness Simple, specific subject lindseat clever alternatives
every time
15.Experiment. Be a rebel antty something newDare to be different.
Youol | be surprised gt what wor ks a
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16.Learn from the masters.Subscribe to excellent email lists and analyze
their subject |lines. Youbre guarant
17.Stop following meaningless statBke optimalsubject line lengthNo
average reader exists. Build a real relationship so your readers anticipate
your emails and theyo6l|l opendthem b
even wheryour subject line sucks

How to write engaging emails

So, youbve got people to open your email
attention? How do you keep them reading your emails word for word?

Follow these 11 tips for emails that will captivate your readers:

18. Writefastt Because thatodés how your enthusi as
19.Keep it short. Edit your emails with rigor. Long and unwieldy emails
sl aughter your readersd6 iIinterest. C
half next time you edit.
20.Ask questions Imagine having a faem-face conversation with your
reader. Youodd asd&tiqoune,stwaouwlsd n ot tyhoau ?
21Dondot f ol | ow.Blueminted encatls quicély bara theaboots
off your readers.
22.Add a personaltouchBecause youbre trying to ¢
| i ke, and trust you, arenot you?
23Dondt aut omat drywanmuwihegbestregardsorg .
greetings from sunny Englanillixing up your greetings makes you less
robotic, and more personal.
24 Use the wordyou. Becaus e Indstpessuasive evordmfthet h e
English language.
25.Develop a natural voice Stop thinking about emamharketing Consider
your emails to be a wayf talking to your customers or readers
26.Add personality. Use words and expressions only you can use. Be
human.
27.Stop being dull. Understand the telltale signskmdring writing Write
shat, strong sentences. Be to the point. And break high school rules.
28.Quit being selfish.Do n 6 t -leartedc Gehuwinely care about your
readers.
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How to sell in your emails

Youbre not j usfun averyou? Asma busireess @wnkeryou haaesetb
to stay in business (whether you like it or not).

So what 6s tshllevithbueseling your godlt o
Follow these 9 tips to convert more email readers into buyers:

29. Dondot sell bef or e Bedome apriend anpiustedtsouicef r e a d
information first; and your readers will more readily buy from you.
30.Highlight benefits. D o ny@ur pradect. Ihstead, sell the benefit it
offers your customer.
31.Show what readers will miss Most people ardask averseThey want to
avoid inconveniences, tgthes, and complications. Consider rephrasing
the benefits of your offer as a pro
32Dono6t f ol | ow Becasse formuaic erhadsrsonnd rabotic
and are boring as heck.
33.Work toward your aim . Tell interesting storiethat lead to your sales
message.
34.Present a clear deadlinelt prevents people from procrastinating
35.Insert multiple links (to the same page). Because it increases your
chances of people clicking that link.
36.Have animpeccably clear call toaction. Tell your readers exactly what you

expect them to do next, and remind t he
37.Use thepower of the PS Remind people of a deadline. Or repeat what they
sand to |l ose if they dondét take up you

The harsh truth about your emails

Everyoneds inbox is overflowing. Nobody

You should be honored that people have opted into your list and are happy to receive
your messages. Eashibscriber has given you a hadrned vote of confidence.

But be careful . Never take anyoneds atte
precious.
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Week in week out, you have to prove your value to your email subscribers. Know
your readers so welhat you can empathize with their struggles. Ask questions. And
offer help.

Write as if youdre emailing one good fri
know you, like you, and trust you.

When youdove earned t hose tyhapesesendlandngs, vy
grow your business

About the Author:Henneke Duistermaat is an irreverent

By

It has been well documented by now that word of mouth and social media are significant forces in the
consumer marketplace. Word of mouth is the most trusted source of information for consumers around
the world according to Nielsen, and there is now measurable proof that social voice drives product sales
both directly and indirectly. Further, we at Keller Fay have produced research that continues to surprise
people: While many assume the rising power of word of mouth is linked to the rise of social media, only
10% of conversations about products, services and brands take place online while 90% still occurs offline
-- at home, work, or when gathering in social settings of various sorts

A new academic study provides the most comprehensive analysis ever undertaken of the consumer
motivations and brand characteristics that lead people to talk online and offline and reveals significant
differences between the two. According to the research, "Online data does not reflect well the offline
behavior. Word of mouth is not channel neutral. One cannot automatically generalize the results from
online to offline." This suggests it is critically important for marketers to understand when digital strategies
for motivating word of mouth are appropriate and likely to be effective, and when offline strategies are
most appropriate.

The paper, "On Brands and Word of Mouth" appears in the August 2013 issue of the Journal of Marketing
Research. The authors -- Professors Mitch Lovett of the Simon School of Business at the University of
Rochester, Renana Peres of School of Business Administration at the Hebrew University of Jerusalem,
Ron Shachar who is Dean of the Arison School of Business at Israel's Interdisciplinary Center Herzliya --
assembled a very large set of data including online word of mouth (provided by NM Incite), offline word of
mouth (provided by the Keller Fay Group), brand equity (provided by Y&R's Brand Asset Valuator), and
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custom research on brands (conducted by Decipher). More than 600 of the most talked about brands in
the US were analyzed, spanning 16 product categories, covering the period from 2007 i 2010. So this is
a very comprehensive and robust research undertaking.

The study is rich in its insights, and there are two significant sets of findings that | wish to share.
Choosing Where to Talk: Different Motivations for Online vs. Offline Conversations

"Consumers spread the word on brands for three fundamental purposes," according to the academic
research:

- Functional: "the motive to provide and supply information"

- Social: "the motive to send social signals to the environment [such as expressing uniqueness, self-
enhancement, and a desire to socialize or belong]"

- Emotional: "the motive to share positive or negative feelings about brands in order to express these
emotions or balance emotional arousal.”

The primary drivers of online word of mouth, the authors find, are (in order): social, functional, and
emotional. The primary drivers of offline word of mouth are the exact opposite: emotional, functional and
social. "Offline conversations, which are mostly in one-on-one settings, are more personal and intimate by
nature and thus allow people to share emotions such as excitement and satisfaction. Online WOM, which
usually involves 'broadcasting' to many people (e.g. twitter), is more appropriate for social signaling (e.g.,
uniqueness)."

These results about the motives associated with WOM via different channels may explain another
significant set of findings : the brand categories talked about online vary widely from those talked
about offline. Media, autos and technology dominate online 1 all three carrying with them significant
social currency in terms of what's new, interesting, and worth sharing with others if your goal is to show
that one is "in the know." In fact, two thirds of all online conversation is about these three categories.

Meanwhile, numerous other categories are heavily underrepresented in online venues relative to offline.
And yet the value of recommendations in those categories, which come primarily offline, is every bit as
important and related to business success. The conversations people have offline are more diverse, less
concentrated.

Category Distribution of Offline and Online Word of Mouth

What does this research mean in practical terms? It means that marketers can't choose a social strategy
without first understanding the motivations of consumers to share. Online social media will be most
effective if you have a new product or a new message for which social currency will be gained by sharing.



But if you are seeking to tap the emotions that come with strong brand satisfaction and excitement that
comes as a result of a recent purchase or exposure to an advertisement, then look for ways to help
consumer share those stories offline where they will have their best chance for success.

Offline and online: These are two different channels, requiring different marketing strategies. They are not
mirrors of each other, and by ho means redundant. Marketers who are searching for the best way to
unleash consumer conversation about products, services, and brands, need to take a holistic view and
create strategies that are appropriate to the drivers of brand WOM, both those that are expressed online
and those that take place offline.

Ed Keller, CEO of the Keller Fay Group, has been called "one of the most recognized names in word of
mouth."

MISATTRIBUTION
Attached is an older study that explicitly discusses the misattribution to TV:
e ¢ KS aSO02yR | YR LISNKINB& LR 3 RiEkyavamypan®sd ! v i A & adzS

misattribute advertising thepave seen or heard anywhere, to televisi&ven if steps are taken
to ensure appropriate samples are interviewed, misattribution of advertising to TV can still cloud
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frequently underestimated. Eveifior brands which have never advertised on TV, it is not
uncommon for advertising recalled to be attributed to TV, and for canmsaixhere TV is being

used, or which have a history of TV advertising, TV tends to dominate advertising rkecall

APP HELPS TELL DIFFE RENCE BETWEEN SMIRKS,
SMILES

For advertisers, telling the difference is crucial, and a Mass. company aims to help
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Watching people in conversation, you can usually tell when they lose interest or get confused or
excited. But computers have a hard time telling a smile from a smirk, confusion from anger.

After examining thousands of faces from around the world, a Waltham start -up has figured out how
to interpret these subtle shifts in expressions in real time. By reading tiny movements in the corners
of the mouth, nose, and eyes and the shifting angles of the eyebrows, Affectiva Inc. can digitly
decode facial message® more effectively, it says, than others have done before.

The ¢ omp a ncpding prddect; Affdek, has been used by advertisers, including CocaCola and
Unil ever, to gauge co0ns um&onefourteeetta-af-b-seoondsat attime ¢ o mme r c i e

On Friday, Affectiva released a beta version of Affdex for mobile devices, so companies will be able to

get the same kind of feedback from carmewnithdl®eir on consur
permission, of course.



Affectiva hopes the new platform will help broaden its customer base to include companies in the
mobile gaming, online education, and health-tracking businesses, virtually any field where an app
developer wants feedback.

Split-second reactions to an ad can mean the dference between a new customer and lost
opportunity.

(11

iwWe understand that emotion is important in a whole
who helped develop the basis for the Affdex technology while he was a research scientist at the Mdd
Lab at the Massachusetts Institute of Technology.

Although most people do not have trouble interpreting facial expressions, computers struggle to
di stinguish between an individual s features and hi

At MIT and in early work at Affectiva, she developed an algorithm for identifying expressions. With a
genuine smile, the mouth is curved equally on both sides, while it is uneven in a smirk, for example.
Disgust differs from confusion & though both have a furrowed brow 8 with a wrinkled nose.

By digitally distinguishing bet &vsodantheyarpmant/si ons, Aff
marketingfims d can analyze test subjectsd reactions as the
subjects lose interest, get confused, orare truly engaged allows companies to make more effective

advertisements and sell more products.

Marketers have historically gotten this kind of databyhand-c odi ng vi ewer sé responses
analysis is cheaper, faster, and now viable on a large scal Kaliouby said.

Advertising was a logical first step for using the technology, Kaliouby and others said, because split
second reactions to an ad can mean the difference between a new customer and lost opportunity.

AiFaci al coding winlgl rpeiscpko nuspe sq utihtaet fpleeoeptlie ar endt abl
mi ght not see as that i mportant, o6 said Sarah Wal ker,
consumer neuroscience practice at Millward Brown, a global market research firm that has used

Aff dex to gauge consumersd6 responses to some 2,000 di

Sometimes people will report liking an ad, but when the firm asks them to watch it again, a slight
frown, picked up only by digital facial coding, reveals their true feeli ngs, Wal ker sai d. Ve
responses |ike that can be incredibly predictiveodo of

It is probably fair to say that Kaliouby has the only technology company in Boston where some of the
formative work is performed by female school-bus monitors in Cairo.

As part of her efforts to make the facial coding as accurate as possible, Kaliouby set up shop in her
native Egypt, and then hired some two dozen women who rode the buses for the private school her



children attended. The women usedto sit bored in the school basement while the children were in
class.

Now they work for her part time, scanning facial expressions to determine each fleeting emotion.
Every expression is coded several times to ensure accuracy. So far, the women have inddually

coded 100,000 expressions, captured as people watch

train the software to accurately recognize a vast array of expressions from around the world.

As a young company, Affectiva recently underwent a painful transition. The four -year-old company
started with twin technologies, both begun in the lab of MIT professor Rosalind Picard: the facial
coding, and medical sensors that detect excitation, used for example to identify when nonverbal
people with autism are getting overstimulated.

In the spring, Affectiva elected to focus solely on the facial coding business, and Picard said it was
time for the two technologies to be split apart.

AA small company canét build a medicadi mess@rath thhe

same time, said Picard, who is trying to start another company with the sensor technology.
But the decision has created problems for the researchers using the sensors.

iYou create a technology out of owneakedtsvidelyawailabley o u

do g

and when the company decides to cease manufacturing

an assistant professor at Northeastern University a
advisory board.

He has hoarded 3 sensors to use in his ongoing studies of children with severe developmental

di sabilities, including auti sm. ifiWebre now all depe
alternative in the marketplace, which was the very reason we commercializediti n t he first pl a
Af fdex, meanwhile, says it has built up the worl dés
analytics have been shown to be effective in 53 countries, according to Kaliouby and Walker of

Millward Brown.

iThe fact dtehpatoyweatcancal e is really the key thing, o
that theyod6re able to use it worldwide and have cons

The Attention Span Myth

Commentators sayiat people today have a shortention span than in the past, but Jerry
Seinfeld and | don't believe this is true.

"There is no such thing as an attention span. There iglmmlyualityof what you are viewing.
This whole idea of an attention span is, | think, a misnomer. Peoplehangnite attention
span if you are entertaining them.Jerry Seinfeld

I
(



"If you are entertaining them."

| believe it's presumptivie say that today's generation is more easily distracted than previous
generations. It is accurate, perhaps, to saydhemore ofterdistracted, but might not their
forefathers have been just as often distracted had they carried electronic worlds in their pockets?
The truth is that people todagve a low tolerance for boredo@ombine this with the

constant availabilityf entertaining attractions and it's easy to see why this question of attention
span keeps popping up like a prairie dog.

Of coursepeople today can pay attention. But why should they?

"We frequently forgive those who bore us, but cannot forgive thosemgtmre."™ Francois,

Duc de La Rochefoucauld

We are insultedvhen people turn their attention away from us, especially when we believe
what we're saying is important.

You can blameoday's generation for bad manners and a short attention span. Youroan bla
video games and smart phones. You can blame poor parenting and too much television. You can
blame Alfred E. Neuman. You can blame God.

Or you can realizéhat attention will always turn toward whatever stimulus is most interesting
You can see theompetition for attention is fiercer today than it has ever been. You can see that
we need to up our game

Our abilityto gain and hold attention depends entirely upon our ability to stimulate the
curiosity of others.

Can you stimulate curiosityf?you can't, you will not hold attention. Not in your ads, not on
the telephone, not fade-face.

| tell my business partnense Wizards of Ads, not to be offended when someone in the
audience begins texting or playing a video game, but to take it as a sigual some sparkle to
their talk; do something more interesting than the distraction; win back the wandering mind.
They are now among the most riveting speakers in America.

So what will it beVill you blame the audience or blame yourself?

If you blame theaudienceyou eliminate all hope of improvement because there is nothing
you can do to fix the audience. You must then conclude that society is circling the drain.
"America is in declineblah, blah, blah".

But if you blame only yoursetbr not rising tothe challenge of increased competition, that
problem is easily solved:

All you have to do is become more interesting.

Begin by enteringour subject from an unusual angle.

"Jerry Seinfeld and | don't believe this to be true."

Useexamples that are releviato the audience.

"...electronic worlds in their pockets."

Specificityis more interesting than generalities

"...this question of attention span keeps popping up like a prairie dog."

Don'toverexplain. Let your listeners figure it out for themselves.

"You can blame Alfred E. Neuman."

Unusualintonations and inflections captivate the ear and make it difficult to quit listening

Talk faster than usual.Our speed of hearing greatly exceeds the speed of speech.

Nothing bores people faster than taking todong to say too little.




Deliverbig ideas quickly like boulders in an avalanche. Rapid distraction is a machine gun that
requires you to collect bullets in advance

You can no longeust make it up as you go along.

The futureis a magical world that will belong to those who can gain and hold attention. How
much of that magic would you like to own?

PPM service now accredited in 26 of 48 PPM markets, including 7 of the top 10. For a second time

this year, the Media Rating Coun c i | has given its coveted double check
service in a fresh batch of markets. The media measurement watchdog has accredited the average-

qguarter-hour monthly ratings produced by Arbitron in Cleveland; Dallas; Denver; Detroit; Miami;

Pittsburgh; Portland, OR and Nassau/Suffolk (Long Island). Two of the metros 8 Cleveland and Portland

0 were markets where the MRC revoked accreditation in February 2012 due to sagging response rates.

The newly accredited markets come six months after the MRC gave its stamp of approval to PPM ratings

in Chicago, San Francisco, San Diego and Charlotte. The MRC also voted to continue accreditation in

those four markets and 14 others, including the top 10 markets of Atlanta, Houston, Los Angeles and

Philadelphia. Nearly three years after Arbitron completed its PPM rollout, a total of 26 of 48 PPM markets

are now accredited by the MRC. But it voted to not grant accreditation at this time in the remaining 22

PPM markets, including three of the top 10: New Yo r k , Boston and Washington, L
request, the MRC began biannual PPM audits in summer 2012, giving the ratings company two cracks a

year at accreditation. Arbitron EVP of service innovation and chief research officer Gregg Lindner said in

astat ement that gaining MRC accreditatiwindef prriPPMtmar lae!

Afcontinuous i mprovement remains our watchword, for PPM
MRC executive director George lvie congratulated Arbitr on A f or the continued i mprov
metrics, 0 saying the company fihas <c¢learly made progr es
most of the |l arger PPM markets. o

Study shines a light on which listeners have the greatest ratingpaiet. PPM pop quiz: What moves the ratings

needle the most montho-month? A) A small number of heavy P1 listeners. B) A large volume of light P4 or P5

listeners. C)Amediwd@ AT SR | Y2dzy G 2F Y2RSNI GS tA&GSySNmaperLT &2dz |y
hours and proceed to the top of the ranker. According to Arbitron director of programming services JonAMill€),a

tH YR to fA&GSYSNAR GKIFd OFy KF@S GKS Y2ad AYLIOG 2y |
listeners that contrilnted around an hour a day to a station to be the difference maker month to month, not the
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change habits or leave the panel, Miller says. Better to work on cultivating P2s and P3s by convincing them to
fA&adSy | fAhindfedistandrsicontfiBunidg én haur a day will have far more impact than your one or
twoheavyf A A USYSNAE 6K2 YAIKG 3I2 2y GFOlFGA2yIé aArtfSNAR I ROAA

DIGITAL OUTDOOR ADS 'RECOGNISE' MINI DRI VERS
Tue, 20 Aug 2013By Lara O'Reilly
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Carmague Mi ni i s launching a digital bill boar d
they drive past and serve them with tailored messages.

The messages will serve to talk directly to a
London CromwellRoad®t. The Dbil |l board forms part of the
activity.

The ads launch on Bank Holiday Monday (26 August) across five roadside digital billo®ards.
team of car enthusiasts will act as fAspotters

On 29 August an experiential element will be added. On that day, drivers will be invited to
interact with the billboard and will be offered a series of treateh as bacon sandwiches and
smoothies in the morning, or a tank of fuel, or flowers on thegiione drive- at a designated
pull-in space on the road.

The campaign, created by Iris, Vizeum and Posterscope, has been designed to celebrate the
Aspirit of anongWiniotviens.e ne s s 0

Anna Inglese, Mini UK national communications manager, sa\@ur Not Nor mal cam
all about celebrating the unique and inventive spirit of Mini drivers and saluting them. The

integrated agency team have delivered a fantastic way to bring this to life on the outbound stretch

of the Cromwell Road, usingnewteen ol ogy to tailor fun, cheeky

Richard Morris, managing director of Vizeum,
harnesses pioneering technologies to entertain Mini customers and commuters. The Mini
community in the UK isncredibly creative, and have a very special and unique relationship with
their car. We wanted to find an interesting way to use digital outdoor advertising that would
bring this community together. o

Mini launched thét Not No r ma bl Aogast phe brand hasuced images of
customised Minigrom vehicle ownersincluding those adapted into objects such as beds, desks
and chandeliersto be posted both online and on digital poster sites.

Marketing Week is running Outdoor Works, an invitatootly conference ipartnership with
specialist outdoor agencies, on 18 September. Readers can view exclusive content and register to
receive insights from the e
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Nationwide Rollout Instantly Activated Via a Firdime Execution with Mood Media

PALO ALTO, Calif. (July 18, 2012) shopkick, the largest locatidrased shopping app that
rewards shoppers for walking into stores artdriacting with producis and Macyo6s ( NYS

one of the nat iilamdas sfrogrkii e&rk drse ti amialugrus a | partn
national rollout of the application. Beginningtodayy st omer s can earn rewar
crossretalcure ncy of fAkickso, just for walking in to

and instantly receive exciting exclusive deals and aoffers

The entire rollout was made possible through a-finsé execution with Mood Media

Corporati on, tinks®re media sotitiorss proveder.drhraugh its existing Mood
Medi a audi o system, Macyods wasnabhg fishomkit ak
allowing shopkick users nationwide to start receiving rewards and offers.

AAt Macyods, edtwédngan omneckannelanhovator, so our customers can always
benefit from the | atest and greatest technol o
initially offering this innovative applicatio
Macybds chief mar ket i ng -ootflebsitharetwo.yearsésiwve&re t hi s na
continuing to bolster mobile efforts that enhance the shopping experience in our stores while
creating an immediate and personal interaction with our Ees® 0

The national expansion brings shopkick from f
to the full footprint of more than 800, adding more than 50 new markets to the program.

AAs the anchor store to hundrdestihationonfallsachossppi ng
the country, Macyds is in many ways the ultim
Oof ficer, shopkick. AMacyds was among the firs
rapid expansion of shopkick will no doubt havpositive impact for all partner retailers, because
where thereb6ébs a Macybs, there are shoppers.o
AWebre thrilled to be able to offer shopkick
largest locatiorbased rewards program to increase foot traifid shopper engagemenisiore

whil e getting exposure to the millions of peo

Mar k EIl fenbein, Chief Business Dewsloorement Of
developed a technique that requiresdittiore than approval from the retailer and then it can be
live with shopkick in no time 0



To provide highvalue rewards to shoppers actually walkingtoresthe shopkick app detects a

shopkick signal, emitted from a patgrending device located in eaghrticipating store and

picked up by a s hopBeeausé the stora & fotuped enmesvarding actha e t .
visitors, it then delivers fAkickso via the ap
store locationsKicks are redeemeaff in-store gift cards, song downloads, movie tickets,

Facebook Credits, donations to charities and more.

Because shopkick is able to accurately detect actual presence inside participating stores, partner
retailers ensure that marketing dollars put inedghopkick program are being spent to reward
customers who are physically present in the store, translating into higher value rewards for the
shopper.

Launched in August 2010, shopkick quickly became the largest lodzdsed shopping app in

America. Nowmore than 6,500 individual stores across multiple retailers and 250 of the
countryodos | argest malls have fully deployed s
250,000 other stores across America, shopkick offers smaller rewards for interadting wit

products from brand partners. Even more rewards can be earned for making purchases at
participating partner retailers through shopk

Shopkick is available for free on the iPhone from the App Stassvat.itunes.com/appstore/
and on Android Market dittp://shopkick.com/android.html

Tweetables

The long-projected demise of TV and the advertising that supports it is something that ought
to take years. AT&T demolished it all in 30 seconds.

SEE MORE: From the May 14, 2013 issue of Variety

The tech concern once known as Ma Bell has made hay off a hilarious ad in which a group

of wide-eyedmoppets sit around a t ab ldedoimghwolthmmgsats k e d : g
once, or just one?0 Performing tasks simultaneo
replies. Another cherub proceeds to display his prowess at shaking his head vigorously

while waving his hand at the same time.

Al &m getting dizzy, 0 he warns. And so should ev

For anyone involved in the business of launching television programs or beaming ad
messages at the people who watch them,dthAT&T0b6s r
Scariest Commercial in the World. How can anyone hope to capture the imagination of the


http://www.itunes.com/appstore/
http://shopkick.com/android.html
http://variety.com/e/8-may-14-2013-319/

American public going forward if its youngest members are intent on doing multiple and
divergent activities in the same nanosecond?

Multitasking has long been a threat to both Madison Avenue and Hollywood. Before mobile
tablets and phones and the advent of second-screen activity, couch potatoes had the lure of
a snack or the call of the bathroom. The newtech lures are more pernicious, because they
ask viewers to stay in front of the screen while tweeting, posting, liking or just toggling their
brains from one pastime to the next and back again. A 2012 study conducted by Innerscope
Research, a Boston concern that measures physical response to media, found consumers
in their 20s switching media venues about 27 times per nonworking hour 8 the equivalent
of more than 13 times during a standard half-hour sitcom.

We see the result of such behavior in the AT&T spot: Consumers who can do many things
at once, but none of them well. (The kid oscillating his head could be in danger of coming
down with shaken-brain syndrome, and | can only hope his gray matter survived the shoot.)

The ad becomes more frightening when yadhe | earn

companydidn6t want the children talking about the de
gut responses, said Daryl Evans, AT&TOs veep of
communications. Explained Stephen McMennamy, creative director at BBDO Atlanta, the

agencybehind t he spot: Aln the structure that we wor

go nuts. o

Other responses not seen in the ads: Punching and kicking at the same time, and eating
cake and ice cream simultaneously.

You can argue the dazed boy will mature and find his brain better equipped to stick to a
singletask donewelld t hough | 6d s u gteclk lxhavia $parked dy eonstast w
attention to mobile devices will only instill attention-deficit disorder in everyone. A hyper
child who would rather wag his noggin and wave his hands haphazardly is the off-the-couch
potato of the future whose attention TV networks and marketers will crave so badly, and
might not capture at all.

Ailtdéds commonly recognized that we cethmngatthe gi ve e
same time, 0 acknowledged Mi ke Bl oxham, executiyv
Institute, which tracks media use (and all the switching from one media source to another).

Trying to fix the consumerldosomgder. on the future

Rather than trying to stem this tide, TV networks and advertisers are encouraging it. When

Fox experiments with running ads and backstage
moment on the same screen or when NBC or the CW run ads in the bottom or corners of

their screens in the middle of scripted fare, the acts reinforce for viewers the notion that very

little requires their full attention and many things need just a sliver of it.



| magine that: Shows and adshéehatewesdsmifull oast
sawiton TV.

Until TV and its sponsors tell viewers to focus, they deserve a dizzy kid like the one from the
AT&T commerci al . By the time he grows up, hedl |
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Traditional consumer segmentation is at the heart of marketing practice, yet it simply does not
work that well because it is rarely very actionableHer ed6s how t hat can c¢ha

By Joel Rubinson

Traditional consumer segmentation can be maddening. It is at the heantketing practice to
group consumers into segments based on their needs asthtsdf psychographic profiles and
to then attempt to target a high priority segment with new offerings and advertising. Yet, it
simply does not work that well because itagely very actionable.

| remember once conducting a massive new product forecasting study where we were asked to
put segmentation questions into the study. There was virtually no difference in purchase intent
across the segments! Tell me again how thggrentation helped with innovation?

Remember Best Buyds commitment to customer ce
impactful redesign of their stores.

Take an attitudinal segment and try to target them on analogue TV. You often wind up &ioking
demographic indices for that segment to place media which turns the rifle shot into a scattershot.
OK, you hit the mark but you hit a lot of other targets too. And, while | am airing our marketing
research dirty laundry, have you ever tried to scorsdhee people into attitudinal segments at
different points in time? My experience suggests that you will probably only class@§%0

into the same segment.
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Jim Stengel, the former CMO at Procter sai d a
cosumer and do something with ito. I n segment a
the fAédo something with ito part

ébut heredéds how that can change.

Segment momentsl am much more interesting to Ford or General Motors when | am looking to
buy a cathen right after | make the purchase, am | not? | happen to be on a diet now which
makes me much more interesting to Atkins, Dukan and Weight Watchers than | was a month
ago. Moments segmaation is better for innovation and for media strategy intena@dltience

the path to purchase. In a digital and social age, moments become directly targetable because I,
the consumer, do things differently oty selfguided tour of the internelepending on my

current goals, giving out forensic signs. | seek oderBht content, | search for different terms, |
like different things on Facebook, and different products show up on my frequent shopper data.
All highly targetable without needing to water things down with demographics. (For an example
of moment segmeniah on understanding smart phone use and motivatitink,here) (The

supplier wadnsightsNow, Inc.| was the consultant, and AOL and BBDO were the clients.)

Segment for ad targeting based on brand loyaltiesncreasingly, we can merge digital and

social data with frequent shoppata for ad targetingFacebook just cut a deal with Datalogix

to do this for example.) Rentrak and TRA have each merged TV viewing with frequent shopper
data. The fAso what o i sheirddeettisingtdimavri K e thdhdateeaso . n o
they? The consumers who buy your brand occasionally but not most of the time. You will find a

much higher response to advertising and promotions from switchables than from those who are
completely loyal to either you or some competitive brand.

Segment peoplas shoppersDo | plan purchases or decide in store? Do | like to explore to find
new meal ideas? Do | like to sample the gourmet cheeses? Do | like to sniff the fragrances of air
fresheners and shampoos? Do | probably have an infant at home given ddafoeraula

purchases? All of these have clear action implications for category adjacencies, store layouts,
and specific shopper promotions delivered in a customized way, increasingly via mobile apps. Is
there a consumer attitudes segmentation that can tha success of what DunnHumby did for
Tesco in the UK? Not that | know of.

Segment people based on targetable interests and valuBsither than create a psychographic
battery of questions for segmentation and HOPE that we can target segments, whyttmet fli
around? Why not analyze the interests, cultural values, and lifestyle characteristics that are
available via Facebook or Google profiles and create segments on factors that reflect those
actionable characteristics? That way, you can take your ségtmoerand do something with it!
Furthermore, every ad campaign becomes a test that you have the segment right that you are
targeting because they should exhibit greater response.


http://advertising.aol.com/sites/default/files/content/download/attachment/research/aol-bbdo-7-shades-mobile-abstract-final.pdf
http://www.insightsnow.com/default.aspx

Final point. Traditionally, marketing research seeks to create a small nohgagments that

each represent sizable opportunities. This is still important for motivating innovation ideas, but

when it comes to ad targeting, you can have many rsiegments as advertising is micro
targetedéserved up o0 nreh, andwith reabtismé exchanges. a t i me i

The virtual tote bag: webcasts bring pledgeee programming to public radio¢ KS @+ ad YI22NA & 27F L
operating funds come from listeners, and four times a year stations go on the air recruiting new menuibers. B
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(99.5), are now offering the benefit to listeners. KQED was first to experiment with the idea in 2011, and other

pubcasters took notice. With small variations, kassentially works the same way: listeners who become monthly

giverst sustaining members in public radio parlarceor those who meet a certain level on a single pledge are
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Unleash the Bwer of Wordof-Mouth
Advertising

by Mike Saunders | shared from Marketing Tech News

Word-of mouthadvertising is a form of promotidnsatisfied customers tell other people hov
much they like a business, product, or service, and you get the benefit of that promotion
cost to you or your business.

A happy customer can build up your brand miautei when a customer is fully satisfied wit
the outcome of their purchase or spend, and especially if they receive more than what th
expected, they will wuswually tabtf-tmnoabbot o

WOM is one of the mogtowerful forms of advertising as a customer puts their reputation «
line when they recommend a brand, product, or sefvicée 6 s t hei r SAndthayp
usually receive nothing but the satisfaction of telling others.
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Like a match to a flame

Wordof-mout h can be positiveéor it can be

An unsatisfied customer with a bad experience and a story to tell is like giving a pyromar
match. Negative WOM is just as easily spread as po$itiieco n 6t go i nt o t
arerudeifiDono6t buy that prodyctandi tsobrowmke ¢t}

A negative consumer experience is just as easy for friends and family to relate to as a pc
one. But the shock value of a bad experience usually spreads a lot further and faster.

An d dhinkydd can solve thiswithasilverbuliey our st aff 6s exce
(on i ts own) wo roBnouth neacketihgt i n free word

Consumers dondt | utheytakeothdr faciors ink eansideratien ea.l
quality, expeience, price, expectations, etc. Also, consumers know that good service is ju
icing on the cake of the establishméntt 6 s expected.

The value of a good product or service

Bear in mind that customers tend to trust their friends and family wheméscto deciding on
where, or on what, to spend their haatned money. Who else would you ask when wantin
try a new restaurant, shop, or gym but your closest friends, family, and even colleagues.

The idea is to create a culture amongst customershinatare truly valued!

The message needs to be strong enough t
Positive, powerful WOM most often results from customer feeling the value of a good prc
service, and feeling valued as a customeuin.

So how can you encourage worgf-mouth?

Create a buzzi use Facebook, Twitter, Google +, and other social networks to get spreac
news about specials, great deals, and anything else that might interest your target marke
the water to see mopeople share your message.

Always be honest be sure to give out true information to customers. False information w
you nowhere because people will always find out, and people will always talk. In this
information age, the truth really will seby free!

Viral advertising 1 create interesting, exciting, drastic, crazy, controversial ads that will gr
the attention of consumers and encour ag:
interesting, exciting, drastic, crazy, and controversial.

Use lrand ambassadors get socially connected and popular individuals to create a buzz
sharing interesting stories for you and engaging with prospective customers.

Deal with unhappy customers immediatelyi obviously not everyone can be satisfied all th
time, but if a customer has a complaint or a problem, ensure you solve it immediately. As
sayi ngThgonstomerisalwaysrighitand t hat s the mindse
dissatisfied customer is turned into a satisfied customer, they cambg/our strongest brand



ambassadors.
Something to keep in mindée

Social TV 1 Does it Draw New Viewers? New Research Sheds
Important Light
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By Ed Keller

In a recent blog post I discussed new, in depth research for the CRE (Council for Research Excellence) on the topic
of social media and television. The headline finding from that piece was that consumer interaction with social media
in relation to television viewing is relatively modest compared to other forms of communication and lags behind other
online media, TV promotions and, especially, offine communication. Only 12% of respondents use social media one
or more times per day when it comes to primetime TV i posting, reading posts, or hearing about posts; and only
1.5% of people say they are influenced to watch a particular prime time show because of social media.

A second phase of analysis from that research was recently released, and reveals another important insight for TV
marketers: Social media plays a significantly different role depending on whether people are repeat viewers of a
program (i.e., those who watch regularly or occasionally) vs. those who watch infrequently (including non-viewers).

Social TV Plays a More Important Role With Repeat Viewers

More specifically, social media has a much higher impact on drawingtheso-c al | ed Ar epeaterso to watcl

epi sodes than it does in recruiting Ainfrequentsd to become v

For the regular viewers of a program, there are three factors that are all strongly associated with increasing the

probability of viewing a partiablubl artpraogoamhi @hei hctatlesfteh
and emails i private communications mainly between two people. The second of these is social media & Twitter,

Facebook, GetGlue, etc. And the third factor is offline word of mouth conversations.
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When it comes to drawing infrequent or non-viewers to watch a program, a very different pattern emerges. Offline
word of mouth is more than 5 times stronger than any other stimuli in converting essentially a non-viewer to being a
viewer. The impact of social media and digital 1 to 1 is quite low indeed, almost zero. TV promos are stronger than
the digital stimuli.

The statistical modeling that is the basis for these findings was developed by Professors Pete Fader of the Wharton
School at the University of Pennsylvania, Mitch Lovett of the Simon School of Business at the University of
Rochester, and Renana Peres of the Hebrew University of Jerusalem. The goal of their work was to identify the
factors that increase the probability of a particular show being watched 8 and to understand the role played by social
media versus other touchpoints such as exposure to on air promos, off air commercial, offline word of mouth, texting
or | M6ing, and anything el se t hat.Fanthapéreadedswhovare statistipayr s

on t u
inclined, t he model they built was what is called a fiCho

o t
i ce

Their analysis was based on the integration of numerous data sets and the development of statistical modeling to

explore the effect of social media usage on TV viewing. The study included new, primary research commissioned by

the CRE and undertaken by the Keller Fay Group that investigated more than a hundred thousand observations of

airings and marketing touch points across 1700 respondents. It also integrated Nielsen data on TV promos (data

drawn from Nielsenb6s AdViews) as well as program airings dat
collected for the CRE by Nielsen Life360. Altogether, the analysis was based on more than 3 million pieces of data. In

other words, it was a massive amount of data that was fed into the model.

Implications for TV Marketing

There are important implications of this work for TV marketers and researchers who are actively deploying social

media strategies into their marketing mix. As Beth Rockwood, Senior Vice President, Marketing Resources at

Di scovery Communications and Chair of the CRE®&s Soci al Medi a
social media may have a stronger role in building relationships with a show for existing viewers than in drawing new

viewers to the show. If programmers already have a regular viewer watching their show, they can engage them

further. o

The CRE will host a webinar later this summer addressing the findings in greater detail, and sign up will be available
at the CRE homepage.

COLUMBUS, OhieWhat we eat is determined by more than just hunger pangs.

It's often an unconscious response to what's around us, @aegito a sensory researcher with Ohio State University's College of Food,

Agricultural, and Environmental Sciences.
"Our environment can affect how much we eat, and even how much we like a food," said Chris Simons, who jdegditeent of

Food Science and Technolaggrlier this year. "Environmental cuesvisual, auditory, aroma- can generate cravings that influence

food intake."

An outdoor scene on the sensory science lab's video screens. (Photo by Kelly Elisar)
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Simons, whose background is in both sensory science and neuroscience, is now putting the finishing touches on new ldokén the

Food Science and Technology Building that will help him study human response to such cues, and will hire his firssyrdeinioes

a research assistant in August.

Simons also has an appointment with the college's research arn@hi@Agricultural Research and Development Center

One of Simons' new testing grounds is an immersive teciyies laboratory.

The first thing a visitor notices is an entire wall covered with Jgigfinition video screens that can set a visual scene for sensory testing

--the interior of a fivestar restaurant, for example, or a fafstod burger joint, a home kihen or an outdoor setting for a picnic.

Less obvious components are surrotsmlind speakers and a stainlesteel spout jutting from the wall that can pump aromas into the

room.
"We could set up tables and chairs in the room that are consistent withaséiendy's restaurant, and 4&eate the environment that
a customer would experience," Simons said. "Then we can alter some things, perhaps pumping in some strong flavor asmmas, to s

how consumers react to different stimuli."

The back of the room hascene-way mirror that allows researchers to make observations of study participants.

A oneway mirror will allow researchers to observe participants in the immersive technologies lab. (Photo by Kelly Elisar)

Another lab will allow researchers to gathgnysiological data, including heart rate, respiration and skin perspiration, to help measure

unconscious reactions to various fooelated stimuli including flavors, packaging or visual images of company logos.

"It will allow us to gather data measuringsgonses to different stimuli using methodology that's more objective," Simons said.

The information will help researchers determine how consumers react to stimuli on two dimensions: arousal and liking.

"When you have physiological responses that are higleach scale, that's good, it shows excitement," he said. "If they score low on

both scales, the reaction suggests boredom."

Scoring high on the liking scale but low on the arousal scale can indicate relaxation, he said, an important comporeehtdor pr

developers who want to make products that help consumers unwind.


http://oardc.osu.edu/

"Right now, companies can't accurately measure an emotional connection to their products, and consumers can't arti@datesé b

it's unconscious," Simons said.

"We are creatures of visigmnd so we can be very descriptive of things we see. But we don't have the vocabulary to describe our

reactions to things we taste and smell, so we're looking for other ways to measure those reactions."

The new labs, plus two new consumer sensory tedimgths nearby, will vastly enhance the traditioi@@nsory Testing Services

currently offered by the department, he said.

A more traditional sensory testing station. (Photo by Kelly Elisar)

Simons seeextensive opportunities for research using the new facilities.

"The majority of new food products fail once they get on the market, and that's after extensive consumer tests are dea&l' he

"With better ways to measure consumer responses to new prasluge can help companies improve their success rate.

"That could be especially important for healthier versions of processed foods. Let's face it, processed foods arelzetsatigke

them healthy, and keep them as rewarding to consumers as what'srtly available."

In addition, new ways to study subconscious reactions to environmental cues and how they affect hunger and intake cafigslovide
insights into obesity research, he said. Reaction to such cues could also be used in studies of @leghahdbuse and smoking

cessation programs

Simons, who has joined the universitifsod Innovation Centeand Center for Advanced Functional Foods Research and
Entrepreneurshipcame to Ohio State after nine years at Givaudan Flavors Corp. in Cincinnati, where he led the sensory research

function. He can be reached sitmons.103@osu.edor 614688-1489.
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5 Marketing Principles that will Never Change

by Douglas Idugboe | 7 hours ago | 0 Comments

Technology is always evolving. For those of us working in the digital realm, this constant evolution has a tendency to make

us think that marketing principles always change, too. The truth is, some restricting parameters surrounding marketing

principles have never changed. As the platform used for advertising has shifted from print, to radio, to billboards, to TV, to

the internet, and now SoMolLo, some key points have remained cons

that will likely always stay the same.
Info overload

Way back in 1985, Neil Postman wrote about cultural over-saturation in his book, Amusing Ourselves to Death. Postman
probably could not have foreseen the scale that the internet would reach over the ensuing decades. Beginning with the

advertising craze of the mid-twentieth century, companies have been hitting the public right and left with ads.

In and of itself, advertising is simply a business move. But the more ads presented to a given consumer, the harder it really
becomes to gain a conversion from that consumer. The internet is a swirling pool of ads both overt and covert, and the effect
can be stifling to marketers.

For this reason, our marketing principles really need to work hard to give relevant meaning and appropriate context in order
to retain the attention of our audience. In other words, keep it short and to the point, and dead-set focused on engagement

leading to conversion.
People buy a feeling

As the character of Don Dr MadBHlen, peopledo nat bupdrodlcts, éhely by feelidghl C 6 s
Although it seems otherwise these days, Apple is a company that has mastered this concept. Whenever you purchase a
new iPad, you are buying a membership card to an exclusive club of Apple users. Whenever you download some content for
that iPad from the iTunes Store or App Store, you pay your dues to wear the club tee shirt. Simply put, the best branding
inseparably integratesitselfwi t h t he consumerdés | ifestyle.

The need to create a feeling within the consumer has been in place since the good old days of the television advertising
boom, and it is up to us in the marketing world to adapt the principles pioneered way back when on Madison Avenue to the
web. Look to the likes of Apple, as well as Facebook (duh, right?), Spotify, and Google for more pointers on creating that oh-
my-gosh-gotta-have-it feeling that will translate to your customers.

Her eds a r ec e nny-goshgottacave-it feekng aampaign by the WordPress theme company, Optimizepress.

You can tell from their video promotions that theme would make life much more easier for anyone with a WordPress website
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and has the potential to revolutionize how entrepreneurs build and manage their websites. You can take a look at their
recent video here.

Existing customers are pure gold

The money youdve i nve s-tineduydrims areadyaid off ange theyrhave mdde thaspurchase. When
you follow up correctly and engage that shopper in the right, unobtrusive manner that reminds them why they spent money

with you in the first place, your company stands an excellent chance of earning a repeat sale.

The best news is that it is generally less expensive to get a repeat customer. The costly part of the equation is drawing in a
new customer. Done right, considerably less expensive methods, like email campaigns, are genuinely effective for gaining
repeat customers. The important point is to remember not to leave your existing customers out of your digital marketing
budget i in fact, the more you can budget for engaging them, the sweeter the return, in my experience.

Creativity is king

As | stated above, the sea of online ads is vast, and getting th
even in other mediums. Being truly creative is the only way to stand out from the crowd. Creativity should not be convoluted.

Keepi t si mple and to the point. The best i adadeertising.Subterjugeisias t he adyv
beautiful thing when it comes to digital age solicitations. Whenever the creative elements start to be too complex, step back

and solve the problem by searching for a simple, effective way to reach your customers.

The only sure way to succeed

Planning, meaning strategy, is truly the only way to go to business. The fact may seem obvious to most of us, but
sometimes having the right strategy is the real challenge. You need to know who your consumer is in order to profitably
connect with them. Likewise, you really have to know who your competition is, noting both their strengths and weaknesses.
Information is powerful and building a good digital marketing strategy starts with understanding the external factors that will
affect your business.

A digital marketing strategy assess not only the extra-company factors you need to gain a command of, but also factors your
companyds budget, and most i mportantly, meeting business goal s.
these concepts, and on-boarding your team with the plan, the better off your marketing efforts will be. This information is

Business 101, and it has been a fact of life for marketers since the earliest days of advertising.

Technology is changing rapidly. As marketing professionals scurry to keep up, it is important to keep a frame of reference on
the fact that some tried and true marketing principles never change. As t he ol di fs aiyti nagi ngéote.sb,r ofik e, don¢
Consumers are more overloaded with media than ever, but they still value a lifestyle that they can buy into. Once they have

shopped with you once, it is comparatively simple, yet utterly important, to work to get them to shop with you again.

All of this is made more simple by a fresh dose of pure creativity. Above all, the need to build a solid marketing strategy will

never change. So as we forge ahead riding the wave of tech as we come up with new marketing techniques to increase

conversion and customer retention, | etds not | ose sighion of t he t
businesses before
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Marketing encompases everything that connects service providers and product manufacturers to their
final consumers.

Advertising is a subset of marketing which fosters brand attractiveness so that the market bypasses your
competitors to go to you.

Messaging is aessential tactic of marketing. It is used in advertising and should, with good brand
management, harmonize all aspects of marketing.

Marketing on the other hand includes nawvertising(Promotion P) activities, such as, product, price
and place. Advertising comprises the channels used to deliver messages to support the marketing
position

TARGETED REAL-LIFE ADVERTS 'KNOW
WHO YOU ARE'

By Alex Hudson BBC Click

Advertisement

Adverts 'know who you are'

Targeted adverts - based on web browsing history - have become established online, but how
will the public react as advertisers start to pinpoint our habits and interests in our offline life too?

Imagine walking into a shopping centre and the video screens nearby bring up footage from the
newly-released box set of your favourite TV series.

As you approach a shoe store your mobile flashes a special offer for a pair of the trainers with
the same brand as the ones you're about to wear out.

Then, as you walk into a coffee shop, the displays refresh to promote the giant-sized version of
your favourite iced drink.
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Whether you find the ideas captivating or creepy, they could soon be commonplace.

Facial recognition cameras are already being fitted to billboard screens so that advertising
companies can monitor the sort of people viewing adverts at each location.

Cameras using facial recognition can recognise the sort of people looking at the advertising screen

"It manages to recognise them through a number of traits," says Mike Hemmings, marketing
director of Amscreen, one of the firms offering the tech.

"These traits can be things that characterise a male or a female or a person of a certain age.
For instance if you are a male, it will pick up the cheekbone structure.

"It correlates it all together and then tells the advertiser and us how many people and what
types of people are seeing the advert at any given time and at any given place."

The company, which is part of Lord Alan Sugar's Amshold empire. claims more than 50 million
people globally see its screens each week.

In the UK, that amounts to around 3,500 screens in places like doctors' waiting rooms, railway
stations, airports, petrol stations.

"Next is serving adverts in real time to people as they're standing in a queue," adds Simon
Sugar, Amscreen's chief executive.

"It will also enable [subscribers] to go online to our portal to change adverts and to change them
in real time, which is quite key. What we are trying to do to is replicate what's happening online
in an offline world."

'Face detection’

Facial recognition is not the only idea about how to bring online personalisation into the real
world.

Students at the European Institute of Technology are working on a system to link Facebook
accounts to RFID (radio frequency identification) chips embedded into store loyalty cards.



Etmsnadl - 1D tags in Burberry clothes bring up related

videos on screens in its London flagship store

The idea is that these chips could be used to flash up personalised adverts and special offers
on screens when consumers visit the shops.

The team behind the Rigene project suggest when the stores are busy their software would
study the the customers' various tastes and choose the ads most likely to appeal to the majority
of those present.

Fashion brand Burberry is already using RFID tags in a more limited way by embedding the
tech into its latest collections.

When customers wearing the clothes stand in front of "magic mirrors" in its London flagship
store the screens start showing footage of how the products looked on the catwalk when
modelled with other Burberry goods.

For now the firm says its system can only recognise its products and not the people wearing
them.

Continue reading the main story

iStart Quot e

OQur privacy is worth more than a few advertising

End Quote Nick Pickles Big Brother Watch

But it adds: "It is possible that in the future we may link the RFID tags to our customer
database."

It's not hard to imagine the technology being used one day to recognise the return of big
spending customers and adjusting displays to suit them.
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SHAZAM RAISES £26.9MFOR LATIN AMERICA EXPANSION WITH
CARLOS SLIM

America Movil investment to open up new market for music, TV and ads-tagging app
Shazam now has 70m active users tagging music, TV and ad$2hotograph: Alamy

1. Stuart Dredge
2. View all 2 comments

Shazam started life as a mobile service for identifying music playing in the real world,
before moving into television and advertising, enabling TV viewers to "tag" what they
were watching to get related information and offers.

Now the UK-headquartered company is eyeing overseas expansion with a $40m
(£26.9m) investment from Latin Ameri can mobile operator group America Movil. The
two companies will be working together to raise awareness and usage of Shazam in the
region.

The investment follows a $32m funding round in June 2011 involving venture capital
firms: Kleiner Perkins Caufield & B yers, Institutional Venture Partners and DN Capital.
Already popular then, Shazam's app has continued to spread since.

Shazam has been used by more than 350m people since its launch in 2002, although its
current reach is better reflected in its 70m monthly active users, who tag more than 10m
songs, shows and ads a day. Shazam is currently adding more than 2m new users every
week.

Its executive chairman and former CEO Andrew Fisher says the new funding isn't a sign
of Shazam running out of cash since the la$ round.

"The impetus for this round was that the business was growing so quickly: faster than
it's ever grown before. But revenues are growing very quickly too, so a lot of this growth
is being funded organically" Fisher told The Guardian.

"The opportunit y here is the chance to have a much bigger presence in Latin America.
America Movil is the largest wireless carrier in the region, so it's a great opportunity to
fund the expansion and get preloaded on devices in that territory."

America Movil has the potential to be a powerful springboard for Shazam's growth in
Latin America. The company ended the first quarter of 2013 with 262.9m mobile
subscribers in the region, while its chairman and chief executive Carlos Slim's wider
business interests also make a neamatch for Shazam.
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"The Slim family own a number of properties including television services and
advertising, and while the investment is being made by America Movil, not by Carlos
Slim personally, part of this is about the business relationship," said Fisher.

Media engagement

Shazam's expansion beyond music identification has been going on for some time now.
It has settled on "media engagement company" as its preferred term for Shazam as a
business, to reflect its burgeoning TV and advertising business.

"We define media engagement as the application of emerging technologies audio
recognition and image recognition 1 to let people engage with brands, whether that's
music, TV shows or brand advertisements," said Fisher.

"We want Shazam to be part of peoplés everyday life: not just if they're passionate about
music, but as the easiest way to engage with the brands and content around them."

Fisher said that 54% of Shazam's users currently tag something on TV at least once a
week. That's also helping the company's revenues grow at a rate of knots’ something
that may one day make its music business look like relatively slim pickings.

For music, Shazam makes money on "affiliate" sales: a small cut every time one of its
users buys a song that they've tagged froma store like Apple's iTunes.

Shazam says it's currently generating $300m of digital content sales a year through such
transactions, which makes it a significant middleman in the digital music industry, since
that represented around 7.7% of all music download sales in 2012.

But taking iTunes' 5% affiliate share as a guide, generating those $300m of annual
music download sales may only be worth around $15m a year in revenues for Shazam.

That's been reflected in the company's financial results. In Shazam's fhancial year
ending 30 June 2012, its revenues grew 39.8% yeaton-year to £21.8m, but its net loss
increased from £619k to £3.3m

This is where TV comes in. Shazam has been used for more than 250 TV ad campaigns
so far. "The minimum price is $75k, but most cost between $75k and $200k for a
campaign that runs for a couple of months," Shazam's executive Vice President of
marketing David Jones told The Guardian earlier this year.

"Shazam for TV advertising is going to become our primary revenue stream very quickly,
and that's the way we're going to grow to being a multi-billion dollar company,” said
Jones.


http://m.guardian.co.uk/media/appsblog/2013/feb/27/shazam-tv-advertising-future

Shazam's latest financial year ended on 30 June 2013, but the company has not
published its results yet. While Fisher declined to give specific figures, he said that TV
and advertising is already paying off handsomely for Shazam.

"Our year-on-year growth is in the multiples of hundreds of percent," he said. "As ad
revenues and commerce revenues become far more important for us, the growth is
significant, and that's really what America Movil is investing in."

Overseas funding

Fisher stepped down as Shazam's chief executive in April 20120 be replaced by former
Yahoo executive Rich Riley partly in order to focus on the new funding round.

Fisher thinks that Shazam's ability to raise $72m so far from overseas investors should
serve as inspiration for other mobile technology startups in the UK.

"We were the first ICT investment in Europe for Kleiner Perkins, and this is Carlos
Slim's first investment in Europe in the digital space," he said.

"It's a global marketplace. If you've got a strong enough business and people see it's
performing, that removes the barriers. UK companies should really think about the
global opportunities for raising finance, which as this round shows, doesn't necessarily
have to come in dollars, pounds or Euros."

One more thing: that mention of "image recognition” by Fisher is intriguing, given that
Shazam's current app is focused on audio recognition. Is the company planning to
diversify further, and let people tag advertising using their smartphone cameras? Is
Shazam géting into augmented reality?

"We've been paying a lot of attention to emerging technologies such as image
recognition, and looking at consumer adoption of those technologies," said Fisher.

"We still feel it's very premature to have really broad-based servces used at scale that
work with images, but we are ready in terms of thinking through what the possibilities
could be."

Fisher suggested that Shazam's success so far has been partly due to its ability to "keep
our discipline” by not introducing too many features that might be confusing for its
users.

"At the moment, users are not looking for image recognition, but that's not to say this
won't change in the future. You've got Google Goggles, Amazon and other big
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corporations entering that space trying to execute with very large databases of content,”
said Fisher.

"It's a hard business to make work, and so far we haven't seen the need to introduce
image recognition as part of our service. But ultimately, that kind of technology fits with
our aspirations for the company, so as image starts to mature as a category in the future,
it's something that we'll reevaluate."”

Sprint partners with radio to help put veterans back to work. Some of the biggest names in music d

including Elton John, John Legend, Kelly Clarkson and Brad Paisley 8 have recorded PSAs that

showcase stories from war veterans who have successfull
community service partnership between Clear Channel and Sprint to address the issue of unemployment

amongUS.mi | i tary veterans and encourage businesses to hir
Show Your Stripes, the two companies say it encompasses more than $75 million in radio, digital and out-

of-home resources. The PSAs will direct listeners to a centralized online destination for veterans,

businesses and supporters. According to a 2012 survey by Prudential and Iraq and Afghanistan Veterans

of America, 60% of returning servicemen and women said they have faced a challenge translating the

valuable skilst hey obtained in the military into civilian empl

showyourstripes.org, was designed by Clear Channel in partnership with Monster.com and Military.com,

which provides defense news and military benefits. Clear Channel has also announced an alliance of

military-friendly American businesses that have had success in hiring veterans, which it plans to

recognize to make them more visible to veterans seeking jobs.

"THE SUMMER SET"WINS IHEART/MACY'S CONTEST

6-6-13

The SummerSetis a ScottsdaleArizonapoprock band.Theywon the secondMacy'siHeartRadioRising Star
Campaigrandwill now performatthis year'siHeartRadioMusic Festivalin LasVegason Septembe20and?21.



Six million voteswerecastin the 2013contest.The campaigralsofeaturedfive in-storeperformancedy the Top 5
finalists.

"It's suchasurrealdreamcometrue,"” saidBrian Dalesof The SummerSet."Enteringthis competitionwasunlike
anythingwe'vedonein our careerandl still havea hardtime believingwe won. Legendg The SummerSet'sfans)
arethebestfansin theworld for comingtogetherin supportof this moment.I'm soexcitedto seeall thedoorsthis
mayopenand| wantto saythanksto Macy's,iHeartRadioandFearlesfkecordsHere'sto the future"

The science behind outdoor advertising. No

by Richard Malton, posted on 3 June, 2013 at 8:00 am, filed under advertising and tagged digital outdoor, Ocean Outdoor, OOH, outdoor,
research, Route. Bookmark the permalink. Follow any comments here with the RSS feed for this post.

Share

THE I THE
SCTENCE LART OF

RN OUTDOOR

his post is provided by our partner Ocean Outdoor, a specialist in

outdoor media filling a unique position in the iconic digital landscape.

Instinctively we have always known that premium digital outdoor advertising captures attention. Sites like the IMAX and the Liverpool Media

Wall are big, bold and add visual impact to their immediate urban environment.

Wel |l thatds the hypothesis anyway. Or as we often put it, the gut feel.

But what heaidencéduntibneveisiexactly how such sites really engage with their audiences. And by that | mean in their heads.

The | aunch of Rout e, outdoords new audience research prodsobt restates o

measure the impact of digital outdoor sites or premium locations that are bigger than a 96 sheet.

Recognising this, Ocean Outdoor took what 16d call bit oyondaurel eap of fait

number s t o | oo Rydrving regpoasesdospremiant outaflhome sites.

We wanted to understand what was driving the Awowo factor theand how adver

AReturn on Wowo.

Neuro-research was chosen as the best way to explore impact, because it does away with the need for people to consciously identify i and
then articulatei what 6 s driving their behaviour, or to make conscious judgments al

Instead, it provides a means of looking at the emotional, sub-conscious responses that underlie behaviour.
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The study was conducted by Neuro-Insight, a specialist brain imaging company. They measured brain response to 24 outdoor sites around

West London, including 11 Ocean sites and 13 sites from other outdoor media owners.

In all, 115 people were fitted with headsets that captured second by second brain activity as they watched a filmed journey featuring the
outdoor sites, which they had seen in real life in an escorted bus journey that preceded the study. Around 1.8 billion data points were

collected and analysed during the course of the study.

How Memory Works: Interview with Psychologist
Daniel L. Schacter

£ sHARE W90 87

By Robin Lindley
6-3-13

Robin Lindley robinlindley@gmail.coris a Seattle writer, attorney and features editor for the

History News Network. His interviews with scholars, writers and artists have appeared in HNN,
Crosscut, Writerodos Chronicle, ReaHehasaange, Th
special interest in the history of medicine.

Image viaShutterstock.
Memory is deceptive because it is colo
--Albert Einstein

Memory is the stuff of history. Historians rely on themories of individuals as they seek and
discover the facts and stories from which we create our public memory. Thus, knowledge from a
scientific perspective of how human memory works can be instructive to historians.

In the past century, ideas and reskasout how we remember have evolved dramatically and
have been shaped at times by technological advances from movie cameras and tape recorders to
computers and digital.

But, like history, human memory is much more complicated.

Distinguished psychologishd memory scientist Dr. Daniel L. Schacter recently discussed his
research that may help historians understand and appreciate the fragile character of memory.


mailto:robinlindley@gmail.com
http://www.shutterstock.com/
http://www.addthis.com/bookmark.php

Memory is much more than a simple retrieval system, as Dr. Schacter has demonstrated in his
reseach. Rat her , the nature of memory i s construc
as well as intervening emotions, beliefs, events and other factors since a recalled event

And, as Dr. Schacter has learned, memory can be extremely accuraéeftart prone to error.
With an understanding of memory distortion and other errors, historians can better assess the
materials and evidence from the past they analyze and report.

Dr. Schacter is William R. Kenan, Jr. Professor of Psychology at Harvaversity. His books
includeSearching for Memory: The BrainThe Mind, and The PastandThe Seven Sins of

Memory: Howthe Mind Forgets and Rememberboth winners of the American Psychological
Associationo6s Wil | i @&ongotiea loeas NeBlectekPioAesRachadd, a n d
Semorand the Story of Memarfie also hasvritten hundreds of articles on memory and related
matters. He was elected a Fellow of Amaerican Academy of Arts and Scienegesl996 and the
National Academy of Sciences 2013.

Dr. Schacter's research interests include analyses of memory, amnesia, and consciousness;
memory distortion and the brain mechanisms underlying false or illusory memories; and
emotional influences on memory. And a recent research concern is hoaryriemsed to

imagine or simulate possible future events. His research involves cognitive studies and
neuropsychological analyses of patients with memory disorders, as well as functional brain
imaging technigues such as functional magnetic resonancenignagi

Dr. Schacter recently talked by telephone from his office at Harvard about his memory research
and thoughts for historians.

* k k% *

Robin Lindley: When | asked you a few weeks ago if you could comment about some things
historians need to know about nemory, what were your first thoughts?

Dr. Daniel L. Schacter: The main point about memory that is potentially relevant to history that
comes from the research | do and the peopl e |
that memoryisnotavelo r ecor der [ but that] itdéds a const:H
accurate but prone to interesting errors and distortions t 6 s t he constructive
is most relevant to historians.

Your view of memory ties with the idea of historiars who say that every generation
reinvents the past in light of its own experience.

Yes. We have a lot of evidence of that sort of thing: memory serving the needs of the present,
and the past being reshaped by current knowledge, beliefs, emotions akel. the |
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In [my book] The Seven Sins of Memplyvent through categories of memory errors, seven

ways in which memory can faH different kinds of forgetting and distortion. One of those is

bias, or what memory researchers call retrospective bias, whiettsahe key point that

memory isnod6t just activating a trace of a pas
construction involves your current knowledge, your needs, your beliefs, your emotmasall

that has the potential to skew aa®what you remember from the past.

Is it the case then that our memories constantly change every time we access them?

| woul dndét go so far as to say they al ways or
potential for change because we know teatieving memory is not just like bringing up a

computer file and putting it back. We know that the act of retrieving a memory has the potential

to strengthen the memory. It can someti mes we
And it can changene memory. But that very much depends on what goes on at the time of

retrieval. If | remember a past experience and | relate it to somebody else and | want to make an
impression on them or convince them of how impressive something was that happened to me,

might exaggerate certain aspects of the experience ceavanasize the dramatic nature of an

event, and that may go in as my memory of the event, and eventually the original memory may

be lost.

That certainly can happen depending on how you recouetngony. What you emphasize. What
you exaggerate. What you donodot talk about. Al
for future use. Certainly the potential is there.

Your research indicates that our memories are prone to error in many ways. Hogood are
our memories?

With respect to accuracy, memory i S not a com
in evolution if it were. There are many circumstances under which memory can be quite
accurate.

We certainly have the capacityeacode a lot of detail about an experience. When we carry out
appropriate kinds of encoding operations and we think about the meaning of incoming
information in particular, that can allow us to remember it very well.

A lot in memory accuracy dependsonkhée nd of i nformation youobre t
when you test memory. Memory tends to be accurate very soon after an event has occurred, but
as time passes, as we all know, forgetting is more likely.

And one of the things that researchers find is thagr time, we tend to lose the precise detail or
access to an experience, but webre still pret
that experience. We can be very good at remembering the significance, the meaning, the gist,

over long periodsfdime even when we lose a lot of the detail.



And you distinguish remembering and knowing.

Remembering and knowing is more related to th
remembering detail, recollecting particular details of something that happemneeas knowing

i's more equivalent to familiarity. ltos i ke
know the face is familiar to me. Il know | 6ve
familiar but | cawbereetdohleesteeany heet adi ¥i diu
person, and so forth. So iIitodos that distinctio

Historians prefer to rely on memories of an event that are written down
contemporaneously or soon after an event. Is that a reliable way to look at the past?

It depends, but certainly on average it will be more reliable than memories that are recorded after
a |l ong time has passed. That doesndt mean the
well be, depending on a host of circumstances that mighy sappny one memory.

ltds similar to the issue that arises in the
guestions about an eyewitness memory, you want to ask about potential corrupting influences.
Has the person been asked leading questiofgiven] suggestions? Were the conditions of

encoding or viewing or experiencing an event ones that are likely to lead to good memory or

not?

| guess the same could be true for a historian. But all other things being equal, the closer in time
the memorys recorded to an event, probably the more reliable itwiltbeut t hat doesnd
insure its accuracy.

Research on memory shows that the more distant in time the event, the more prone to
inaccuracy the memory. There are several experiments when subjectscorded
impressions of an event soon afterward, then a year later and then a few years later, and
the memory changed.

Yes. Itds not that the information is |l ost bu
incorporating other kinds of informatiom mixing up elements of other events. This has been

seen, for example, in the study of flashbulb memories. Where were you when Kennedy was

shot? Where were you when you heard about 9/11?

Close in time, people have all the details available to tell youtlgxalcat happened, but in

studies that follow people you have the same person a year later or three years later, and you get
a very different story out of that individual concerning thealbed flashbulb memory of the

event. Sometimes that may involvexing up elements of different experiences.

There was a study a number of years ago on flashbulb memorieGifatengerexplosion,
and this was one of the first studies where the researchers used this approach with college



students of gettingamemorgwy vy soon after an event on the as
accurate, and coming back three years later. They found there were significant inaccuracies in

many of these memories. They [the subjects] told a different story three years later than a day
laterrFor example, a person said, Al first heard
wal ked back to my dorm and watched the news ¢
was asked how did you first heanginthddormwitht hi s,
my friend and suddenly this thing came on the
the individual first heard about it.

When you lose detail, you become prone to lots of interesting memory errors.

| sndt t her eadddethils or mhfermation that cmay make the story more
convincing or interesting later?

Yes. Thatoés more a social function of memory.
knowledge and probable information from your memory in a social context whezentag be
social demands that lead you distort the memory.

But all of those subtle influences are more likely to affect the accuracy of memory when you lose
detail. When you have a vivid memory of an event that just happened a few minutes ago, you are
lessprone to those corrupting influences.

Are flashbulb memories akin to memories of trauma?

|l think there are similarities in both cases.
the brain and memory that emotional arousal brings different bysiarss into the picture than
when youodre just -emetioma&lexperiencas.g mor e non

Both flashbulb memories and traumatic memories have those emotional components and,
compared to noemotional memories or more ordinary, mundane memories, both tiawnd

flashbulb memories do tend to have more detail and tend to be recollected more richly. But, as

we discussed, that doesndét mean they are phot
i mmune from distortion. Theyore not.

Your research shows thatve remember in different ways. What are the different memory
systems?

That 6s been prominent in memory research for
dividing up different kinds of memory and memory systems.

One reasonably well acceptedtthiction involves episodic memory, the memory for personal
experience; semantic memory, the memory for general knowledge; and procedural memory, the
memory for skills and unconscious forms of memory.



Those are three of the major kinds of memory and thédyaae different neural substrates. You
can find some patient populations that have disorders of one type but not the other.

|l tés clear from your research that historians
when 1 tds extr emel gnosbthpedestimdény af Whité'kouse Codinsed c u s s |
John Dean about Watergate is illuminating. There was a perception that Dean had a

photographic memory and he testified in rich detail about events. Yet later studies of White

House tape recordings revealed that hevas often inaccurate.

He was perceived because of all the detail with which he reported events and the great
confidence to be something analogous to a human tape recorder. Yet there was interesting work
done by psychologist Ulric Neisser who went back amalyzed what Dean said at the hearings

as compared to available information on the White House taping system and basically found
many and significant discrepancies between what Dean remembered and what was actually said.
He usually had the gist and theaming and overall significance right, but the exact details were
often quite different in his memory than what actually was said.

Whenever you have a record of what actually h
obviously to evaluate the accuracyoe mor y. We typically dondét hav
everyday experiences, but that was a nice case where we did have it.

Dean remembered several things that werenot t
area of false memories and how they preseptoblems in the legal system.

We know from DNA exonerations of people wrongfully convicted of crimes that a large majority
of those cases one of the more recent estimates is that in the first 250 cases of 2011 DNA
exonerations, roughly 70 to 75 percehthose individuals were convicted on the basis of faulty
eyewitness memory. So they got put away and were ultimately were exonerated based on DNA
evidence.

We know this is a significant problem. We also saw that, as | wr@&eanching for Memory

yearsago, in the controversy over false and recovered memories. A lot of these memories
recovered in psychotherapy where individuals came to believe they had recovered long repressed
memories of childhood sexual abuse turned out to be inaccurate and wethe pf

suggestion and other therapeutic practices that induce false memories.

Thereds been a | ot of | aboratory research on
significant minority of individuals will generate false memories of evayyekperiences that
never happened in response to various probes and questions.

We know that trying to imagine events that might plausibly have occwriegp i ct ur e t hi s |
mi n-digcreases the chance of someone developing a false memory aboet@ihey
imagined that never really happened.



One of the interesting recent lines of research that my lab has been involved in over the past few
years has been looking at similarities between what goes on between the brain and mind when
we remember past exts on the one hand and imagine events that might occur in the future or
might have occurred in the past. What we have found, particularly with brain scanning studies, is
that you get very similar brain networks coming online when you remember pastawénts

imagine future events, for example. Many of the same brain regions or network of structures
come online, and this has helped us understand more why, for example, imagining events that
might have occurred can be so harmful to memory accuracy becaese wty ou i magi ne,
recruiting many of the same brain regions as
surprising that some of these imagined events can actually turn into false memories under the
right circumstances.

| had a couple more quesons about types of memory. What is the difference between
working memory and permanent memory?

Working memory is really a temporary memory buffer where you hold onto information,

mani pul ate i nformati on, ustermmémoyaadaldoaibuffers par t
that you use when youor etermeémory and ihat igformatidno r ma t i
temporarily resides in working memory, so to speak.

You also mention the concepts of field memory and observer memory.

One of the interestindnings about field and observer is that, again, as | wrdseanching for
Memoryand | believe still holds, in field memory you are recalling a memory from the point of

view as you initially experienced ithinkthdtf me mo
would be the only kind of memory you could have: a playback of what you experienced at an
earlier time. Thatoés why observer memories ar

and see yourself or observing yourself as a character inghmng. Of course, if memory were
a playback that could never happen because yo
unfolds. You see it from your own eyes.

| think the mere existence of observer memories speaks to the fact that memoryoftes ha
constructive el ement and itdés not just a repl

So an observer memory is like looking at a photo of yourself at your wedding or your first
day of school-- you picture yourself as a character in the event you recall.

Rightt Andwest i | | dondét know how observer memori es
observer perspective more for older memories, possibly through talking about them or seeing
photos. They take on that quality.

You stress the effect of our biases on our memoriesnd you mention a study of the
supporters of Ross Perot for president in 1992.



That was on misremembering how disappointed or hopeful they were depending on their current
state. One of the points from that Ross Perot study is that his supporters ofeanemibered

what they felt like at the time he reported he had dropped out of the race. The nature of that
misremembering depended on their state at the time they were remembering and what decisions
they had made about Perot in the interim affected howrdgenstructed their earlier memories.

Again, that makes nicely the point that our current emotions and current appraisals of a situation

can feed back into our reconstruction of the past and sometimes lead us to distort our memories

so that they bettersppor t our current emotions and our cut
memories to justify what we currently know, believe and feel.

Did the study show that the feelings of Perot supporters became less intense over time?

It was not so much that the feelingschme less intense, but they were modulated by the current
state of the person at the time of remembering. Their feelings changed, and those changes in
feeling led them to misremember what they had initially felt.

Do you have any further thoughts on othethings that would be helpful for historians to
know about memory? A good beginning point 1is
a video camera or tape recorder.

That is the main point. Our latest thinking on this is the idea that one of the majorriarodt
memory is to support our ability to plan for the future, to imagine the future, and to use our past
experiences in a flexible way to simulate different outcomes of events.

One thing wedre pretty good at ifferentwaginng our p
which a novel situation might play out. That can aid our planning because we can use our past
experience to imagine, for example, how a difficult conversation with a friend might play out.

We remember aspects odfi ftfhearte npte resnocnodusn tpeerrss owneadl v
us to flexibly use that information to run a simulation: suppose | say this to the person, suppose |

say that to the person. We can use our memory to imagine events in that way, and that flexibility

of memory 8 something that makes it useful to support this very important ability to run

simulations of future events. But that very flexibility might be something that contributes to

some of the memory distortion we talked about. That has been prominent in fae lgsars in

my thinking about the constructive nature of memory.

The historian Dani el Aaron told his student s
you think of that comment?

| think that generally holds true. Certainly, again, more important menterid4o be more
significant with more emotional arousal and m
cognitive psychology. So | think thatoés true.



And finally, how did you decide to study psychology and what prompted you to devote
your career to the study of memory?

| decided to study psychology when my interest in the topic was stimulated by a high school
course.

| was a psychology major at the University of North Carolina at Chapel Hill, but only become
interested in memory after graduation, whevorked as a research assistant for Dr. Herbert
Crovitz at Duke University and the Durham Vet
study braindamaged patients with memory disorders, and | tested many of those patients. | was
intrigued by the exta of their memory loss despite general preservation of other intellectual
functions. That led me to focus on memory in my subsequent graduate studies at the University

of Toronto, a world center for memory research.

Thank you so much for your commentsDrSc hacter . | t0s been a pl eac

The neuroscientists selected four key responses that we believed to be important:

Visual attention

Emotional intensity
Desirability

Long-term memory encoding

The results offer a unique insight into the impact that out of home has, the way in which it achieves this impact, and what implications are for

premium digital outdoor as part of the media plan.

First of all, and thankfully, great outdoor is a win for everyone. The evidence shows that people react better to environments featuring

great poster sites. The best sites elicit raised and positive responses, reflecting their size, position and the sight lines leading up to them.

Digital sites trump static ones i Across all the key measures, digital sites out-performed static ones. This was even more evident when the
digital sites involved an element of movement. Our brains are primed to respond to changes in our immediate environment, and moving

screens attract much stronger responses than static images; clearly demonstrating their greater effectiveness.

Energise your creative i There was clear evidence from the study that big, iconic poster sites elicit stronger responses across the board
than standard ones. This wasnot ltstedirue wheo researaheastmatched campaignaiacross thessites.t he r es u

Effectively, great sites make the creative work much harder.

The most iconic sites have a powerful priming effect on other sites i As part of the study methodology, the researchers rotated the
order in which people were exposed to Ocean sites (all classified as unique or premium sites) and non-Ocean sites (a mixture of premium
and standard large format). Both types of site featured certain shared campaigns, and this allowed the neuroscientists to look at changes in

response between first and second viewings of posters from the same campaign.

We were interested to see if eit heirthasig didaoyfsiteshauve sush atsteong ingpacptiaspeoplé ve fipr i mi ng

respond better when they saw an advert from the same campaign on a subsequently viewed site?



Interestingly, for those people who saw a campaign on Ocean first, their subsequent viewing of the same campaign on another site was

higher than would have been expected without any priming effect.

This indicates that seeing an Ocean site first has a relative strengthening effect on subsequent viewing of a non-Ocean site. This observation

did not hold true in reverse.

So, itds safe to say t ha siswebtatedswithythayiconiasites wWosk hexausetofithe entotjopabimpaat they elicit i
thereds a powerful fAwowo factor, evidenced by strong rleagihgttohlgremi n respons

levels of memory encoding.

Given that the latter is the key brain indicator for subsequent behaviour, it provides strong evidence for the effectiveness of iconic sites in

particular.

And the strength of the response is driven by the sites themselves, not just by the creative treatment featured. Digital sites are particularly

effective, especially when movement is involved.

But the benefit doesndét stop there. A high proportion ojfoutmassagest udy vol un

The evidence shows how the best, premium sites were getting right under their radars. In a nutshell, digital outdoor has no firewalls.
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Lee Clow

After a lengthy hiatus, the ad legend is returning to the Sowfhaotce as the 2013 honoree of

the prestigious Lion of St. Mark awd@rdyiven to an individual for his or her contribution to
creativity in advertising. Only Dan Wieden and John Hegarty have earned the award before Mr.
Clow.

When Mr. Clow launched his ad ear 40 years ago at the agency then known as Chiat/Day, it
had a pair of accounts and 10 staffers. His most known work is for & py@evas extremely
closetocea ounder Steve Jobs. Mr. Clow pioneered
chairman offBWA/Media Arts Lal) Apple's lead creative agency.

While in Cannes, Mr. Clow will take the stage with an old friend, George Lois. The two
outspoken admen will reflectoneh past, present and future of
altogether, and between the two of us we add up to more years than most of the agencies in
business, o0 said Mr. Clow. AWe have a |l ot of
our simplevalues and discipline back then, when advertising was a respectable business
compared to today when there is so much confusion about what powerful marketing
communication |l ooks |ike. o

We asked for his observations on what's changed in adland over tieupakcades. Here's
what he had to say.

WHAT'S BETTER IN ADVERTISING TODAY:

t F

ABrands have the ability and access to connec

ongoing dialogue and relationship with them as opposed to the monologue, howtitaisedh e . ©

WHAT ADVERTISING HASN'T FIGURED OUT YET:


http://lookbook.adage.com/Agencies/TBWA-Media-Arts-Lab

AWe haven't come c¢cl ose t o -medaopportangiesamdimosthow t o
clients are very conflicted about what media they should use, why and how. They keep thinking
there's some newler bullet in the newmedia world that will allow them to save money or find

a new way to twist consumers' arms. o0

ON THE FUN FACTOR:

AThere's still a | ot of the joy and energy [
to be doing so mucimore interesting work, but only a small fraction of it ends up seeing the

light of day. The disappointment in the industry is that clients know less than they ever have in

terms of how brands should behave. That makes our job incredibly difficult dueertartiber of

fresh ideas we invent, and then clients' trou
THOUGHTS ON COMPENSATION:

AOur business is supposed to be this incredib

bring to [how we getpaid for these beautiful ideas is archaic. Clients want to have the lowest
bidder do the job, and we are so desirous [for business] that we take it on the low bid. Every
other creative industry has figured out intellectual property, but we don't getnyé#iehg for

genius ideas that wind up being a huge asset for the brand, like Ammirati & Puris' idea about
BMW being the "Ultimate Driving Machine."'Do0

MAKING THE BUSINESS RESPECTABLE AGAIN:

"l came into the industry when it was moving from a-esspectedreative form to a more

respsected one by virtue of the ideasl artfulness of how brands were telling their stotidse

DDB and Volkswagen. There's always been a respectable tier of advertising and a bunch of crap.
Now a lot of it is being regarded as old school crap instead of new school, artful communication.
The reason I've been calling what we do media arts for thevastdars is because | would like

the definition to change and the respectability to come back to big advertising networks. We

have to claw our way back to respectability. | keep saying and wishing it's time for another
creative revolution to harness alete new media ideas and execute them in artful ways. It's not
been done yet. We are clumsily trying to get to the place we want to be. Ultimately, it will be the
next generation of my company and the industry that does it."

CLEAR CHANNEL ST UDY FINDS THAT $2.3BN IS WASTED BY


http://lookbook.adage.com/Agencies/DDB-Worldwide

BRANDS FAILING TO FU LLY UTILISE DIGITAL OUT-OF-HOME
TECHNOLOGY

Shard TweeDinShar80Shard 1

Clear Channel study finds that $2.3bn is wasted by brands failing
to

Clear Channel Outdoor hakimed that $2.3bn is lost each year by advertisers failing to utilise
the opportunities that out of home digital advertising platforms offer.

The ScreenPlay study conducted by Clear Chaoneld that three out of four campaigns that
ran on digital sa@ens did not fully utilise the digital capabilities available.

The study focused on consumers in environments such as train stations and shopping centres and
spoke to over 1,000 shoppers and commutefsance and Belgium

As a result, it was discoverdidiat brands that incorporated one or more features into their OOH
digital campaigns made a more powerful connection and impact with those who viewed it.

The survey claims that the top uses for digital screens are: to play with people and spaces, use
movanent, tailor executions or messages to reflect relevant consumer needs, delimereal
information and live messages and build strong brand narratives.

David Boyd, digital director at Clear Channel
is that digital outof-home has the potential to be transformational for our industry and that the

best is yet to come. At Clear Channel Outdoor, we look forward to working in collaboration with
brands across the world to build creatively rich and effectiggadlicampaigns which engage the
consumer and allow the medium to reach its full potential. Our survey proves that consumers see
digital outof-home advertising as innovative, modern and engaging and in an increasingly
competitive worwd)li béstakmegsageaweé of our d

The study claimed that brands which successfully incorporate one or more of these features into
their digital campaigns connect more powerfully with people, build a stronger brand identity and
ultimately havegreater impact.
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Digital technology helps car brands gain an audience with the younger age
group

The Great Recession decimated auto sales volume in the US across the board, and may have
swept a significant fraction of the youngest consumers from the ativennaarket permanently,
as many learned to make do without a vehicle.

However, according to a new eMarketer report,
Won, 06 potential exists, and many brands have
carsharing propositions to drive awareness and sales.

Share of New Vehicles Purchased by US Vehicle
Buyers Ages <30, 2001-2012
% of total

13%
11%
10%
9%
|II| ||||
20m 2004 2007 2010

0z

Source: Strategic Vision, May 22, 2013
157785 waoeMarketer.com

At approximately 86 million people, the millennial demographic represents a massive swell of
the population. The consensus on volume, however, is that millennials are unlikely to buy as
many cars pecapita as their parents.

In 2001, 18to 34yearolds registered 24% of all new vehicles in the US, according to May
survey results frond.D. Power and AssociataadAARP. By 2012, that figure had dropped to
13%.


http://www.jdpower.com/
http://www.aarp.org/

New-Vehicle Registrations Among US Consumers,
by Age, 2001-2012
% of total

2001

24% 3T% 9%

2007

2012
13% 24% &£2%
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Note: numbers may not add up to 100% due [o rounding

Source; 0. Power ahd Associales and AARF sunvey as cited by USA TODAY,
May 3, 2012

157072 wioeMarketer.com

While per capita volume may stay down, US millennials will drive millions of sales for OEMs in
the coming years. One advantage brands have in this effort istdrasirin automotive content
remains strong. The 1t®-34-yearold segment still makes up a large portion of digital

automotive media consumption. Males in this age group visited automotive websites in greater
proportion than any other group, accordingtdune 201Rlielsensurvey. Taken as a whole,-18

to 34yearolds were a very close second to Gen X.

Demographic Profile of US Visitors to Automotive
Websites, June 2012
% of respondents in each group

Male
16.30%
14.44%
12.78%
7%
Female
11.58%
15.33%
12.97%
6.26%

27 B8%

25.75%

13.44%

Source: Niglsen, Aug 2, 2012
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Mobile will be the dominant platform to reach US millennials for the foreseeable future.
Millennials usednobile phones 2.5 times more than nonmillennials during the car shopping
process, according to a 20®rpaceandAutoTrader.constudy. Top informational niole
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http://www.autotrader.com/

activities included getting pricing, finding classified listings, locating a dealer, looking up specs
and reading reviews.

And while it is important for marketers to keep up with new platforms, social sites are teeming
with enough potential young camsers to drive banner years for any brand. Digital video has
earned a good deal of automotive investment, as it tends to attract milleesvgl audiences.

Social Networks on Which US Social Network Users*
Have Accounts, by Demographic, Oct 2012

% of respondents in each group

A7

Gender

Famala 5% A% 37%  3F% % 28% 15%
Male EL 53%  39% A% 3% 10% 12%
Age

18-29 PI% Td%  Sd4% 48%  19% 24% 3%
30-49 Q2% S0 42% 3T % 20r% 13%
S04 % 2% 23% 2% 2% 11% IR
Total 92% 47% 38% 35% 25% 18% 14%

Note! n=1,984; *have af least one acoount on secial media
Sopurce: Performics and ROI Research, "Life on Demarid Research Series
2072 Wave 2" Dec 11, 2012

145098 v eMarketer.com

For the longterm play, OEMs are coming up with other innovative, brand awareness approaches

to reaching millennials. For example, Ford has partnered with Zipcar on select college campuses
to promote exposure to the companyds products
say such tactics, along with social media innovations, have helped&ondegrly 2 percentage

points of market share since 2008 to own more than 11% of #te3Bmarket, according to

R.L. Polkdata released in June 2012.

The full report, AMIi |l |l e@GanmnaBese Womno Aalt 96 : a Howe |
guestions:

Clear Channel signs with Fleetwood Mac

By cmarcuccion Jun, 12 2013 wit@omments 0O

This time itds not a direct deal with a | abel
it a Anew model for the music industry. o Unde
airplay revenue from Clear Chahné s di gi t al and broadcast radio

self-producing themselves and is, in essence, acting as their own label. So, every time a Clear
Channel station plays a Fleetwood Mac song, the band gets paid a small fee from Clear Channel.
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In exchange. Clear Channel also pays them less for streaming their stream. No performance
royalties exist right now for terrestrial radio, but internet royalties are a different story.

The groupds new EP, AExtended PEtawopdMacrmusiat ur es
since the release of fASay You Will o over a de

~

AFl eet wood Mac has ¢ on sadrestingnew douyndspmalsng susic thdt e e n
seems designed for radio and | ooking #&t the i
Musi c Management, a rep of the band. #dAltodos fi
in radio and music history would be the first band to take such a majar sbefping the music

industry create a sustainable digital marketplacesaitn t hr i ve f or decades t
delighted to join Clear Channel in creating a new model for the music industry, one that will be

good for performing artists, good for music fans, and good for the people who have invested

their talent, time and money.

AFl eet wood Mac has bl own me &athey gretherperfectgroope f i r
for radio, 0 said Bob Pittman, CEO of Clear Ch
clearest sign yet that this kind of reveral@ring model represent t he | nduisigar yos f u
win-win-win, for artists, fans and the music business. We look forward to helping Fleetwood

Mac get their hit songs to their fans on what

« THE AGREEMENT WITH T HE ICONIC BAND F OLLOWS
SIMILAR AGREEMENTS W ITH A NUMBER OF INDE PENDENT
RECORDING LABELS INC LUDING BIG MACHINE L ABEL
GROUP, GLASSNOTE ENTERTAINMENT GROUP, EO NE,
DASHGO, ROBBINS ENTERTAINMENT, NAXOS, RP M
ENTERTAINMENT, WIND -UP RECORDS, FEARLESS
RECORDS, ZOJAK RECORDS AND DUALTONE RECORDS

« THE OLD PURCHASE FUNNEL

e byJon Bond28 minutes ago

e Along time ago, before Ogilvy, Bernbach and the real Mad Men, when advertising was
taking its first baby stepg®ward being a legitimate profession, an early pioneer in
advertising and sales techniques named EImo Lewis invented a model to explain how it
all worked. In 1898, before the car or airplane was invented and when the life expectancy
of a man was just 48 ges, the "AIDA" model was born.

Ye Old Purchase Funnel


http://www.mediapost.com/publications/author/4361/jon-bond/

AIDA -- which stands for attention interest desire actiomas the inspiration behind the
classic purchase funnel, the accepted model for how advertising works for over 100
years. Nice and lineat, had consumers proceed along an orderly path from awareness to
consideration to purchase, and for agencies and marketers, life was good.

TV got you awareness, print informed you enough to get into your consideration set, and
retail/POS brought it home. & came the Internet. Okaysomewhat disruptive the

funnel wobbled a bit, but still it survive@ertainly Google wasn't complaining. Search
made them rich by owning the bottom of the funkéb sites and "clicks" grabbed hold

of the midfunnel and klped start today's actiotssed orientation, which marginalized
"soft" attitudinal metrics, expensive tracking studies, and printed magazines you couldn't
click through. Again, the purchase funnel teetered a bit, but remained standing.

The Modern Purchas Funnel

It wasn't until the rise of social media, with its hyyjgemplex, peeto-peer dimension

overlaid on top of a bevy of marketing touchpoints, that the soothing predictability of the
purchase funnel finally suffered a mortal wound. McKinsey dealfittal death blow,

introducing a "modern" version of the funnel. Compared to Ye Olde Purchase Runnel,

is decidedly noflinear.You go around two circles. But you can also go backwards. Or
sideways (i think). And t he eto¢himkomiptdeeel was
i's no good name for the frankenfunnel they
nature, which of course kwilliant for McKinsey because we have to call it "The

McKinsey funnel” in order for anyone to know what we are tallbgut.

Killing off Ye Olde Purchase Funnel was the easy part. Replacing it with something
simple-- well, apparently that's not so simple. I've been in 20 meetings where the
McKinsey frankenfunnel has come up, and not once has anyone had the courage to adm
that they didn't have a clue what to do with it. Another brilliant stroke by those folks over
at McKinsey. You have to hire them; then they'll explain it. In business meetings, no one
will ever admit they don't get it. Safer to trash EImo Lewis' cragtind rest his soul)

and say something like: "Oh, yeghe purchase funnel well, we ALL know that's

dead!" which is always followed by a chorus of laughs and knowing harrumphs from a
crowd thankful to have something to say on the topic that peodérstand and agree

with.

The conversation never progresses to anything practical, like what we should do
differently. No one ever says anything like: "Hey, what are we going to do about those
consumers entering the second loop?" At least with the oftefuwe knew what to do if

we were weak at the top (more TV) or the bottom (more deals, POS, search). So, just
what shape is the purchase journey today? My friend Erich Joachimsthaler from Vivaldi
knows, and has a great way of presenting it on stage.



Your Very Own Purchase Journey: Complexity Sells

Standing still as people mull the question, slowly the music comes up, giving away the
answer-- it takes a few seconds and then the audience gets it .... flight of the bumblebees!
Random. And that's the probleifhe drunkard's walk. No one is solving-ifjust making

it ever more complicated complexity sells! In fact, that's why every consultancy or
marketing thought leader worth their salt today has to have their very own purchase
journey-- try Googling puchase journey if you want a real treat.

Forget the shape for a momenlet's just agree it's "nelmear." What's more important

is that the number of touchpoints in the journey has almost doubled in a few short years,
from 5.6 in 2009 to 10.4 in 20130 now, there's a lot more to manage. The result: a
proliferation of specialist agencies, one for each and every kind of touchpoint. There's
one for events, one for shopper marketing, one for social, which isn't always the same as
digital. It might be a diferent agency when digital is targeting Hispanics, except for the
media placement, which is consolidated with one shop to get better rates. Or not. I'm told
the average F1000 client now has 18 agencies. That means the average brand manager
never gets tonanage the brand, because they have to brief the 18 agencies-aR2iay

when there's a pitch happening. Shouldn't we be simplifying, not complicating?

From Touchpoints To Trust Points

But how do you clean up such a mess? Perhaps, the answer is dopbtiots," it's "trust
points:" interactions with credible thupharty "influencers" who provide enough
assurance in one shot to leap over many touchpoints and buy the damn. pndidecice
produced by trust points is thep®int shot of marketingloday, third-party credibility is
the accelerator not impressions, reach, frequency, or any of the old linear ideas from
1898 A few good trust points are better than a lot of-loypact touchpoints. Think of

the journey as reduced to 3 key steps (that'dessethan even the supgmple AIDA
model!)

1. Before Trust: | may or may not have heard of you, but either way, | don't trust you
because no credible third party has validated you for me.

2. Trust: | trust you because i've had a quality interactiotihain influencer who

recommended you.

3. Advocacy:you are a supesatisfied customer who has developed into a brand

advocate, and is now able to accelerate others through the purchase process. Your "value"
is not only the lifetime value of the purchasesi'ye made yourself, but the aggregate

lifetime values ofll the people who you have influenced to purchase the product.

Retention Meets Acquisition



Marketers have always undervalued the impact of customer retention, and have seen their
jobs as mostlacquisition. However, it is 5 times as expensive to get a new customer as

to keep an old one, so most marketers are probably-wesleurcing retention. And in a
connected world, the value of current customers is even more significant, as the lines
betweeracquisition and retention become blurred, and current custeniershey

advocates or dissatisfied detracterbave a very significant impact on acquisition.

How do we know that the concept of trlstsed marketing works? There is a lot of good
data m third-party effectiveness. According to the Edelman trust barometer, we trust
other people 78% of the time, but we only trust advertising direct from brands 18% of the
time. Recently, BuzzFeed compared the results of the exact same content consumed by
the end user with one key difference: the source. In test A, the content was delivered
directly from the brand, while in case B the content was delivered via online sharing from
a friend or other third party.

Test B outperformed test A by nearly 300% in dldity to create intent, accelerating the
path to purchase. And that's the key point. Who cares what shape the funnélas

matters is the ability to compress it. Appinienthe influence marketing platform that

first came up with the term "trusomts"”-- has done someteresting researabn the

topic as well. They found that the most influential, engaged brands attribute much more
of their peformance to blogs and social than to traditional press coverage efiesh
product releases in the news stream.

All of this is especially helpful in considered consumer purchases. Or in the B2B world
where the decision is always complex, and infl@enalidation provides the time

honored "CYA" service for the executive who must make the final decision. In fact, 57%
of all B2B decisions are essentially made before the first sales call based on brand
reputation, fueled in large part by thiparty reconmendations. So only 43% of the B2B
purchase journeys have any chance at all to culminate in a purchase win that wasn't
already predetermined. | found this to be true in agency pitches. When the client had
already "heard good things about us," our win @etage jumped dramatically.

Trust-Based Marketing Is The Future

Underlying the changes taking place in marketing is the structure of the Internet itself. As
VivaKi thought leader Rishad Tobaccawala says: "The Internet is a connections engine."
It is fundamentally about connecting people, which is the foundation upon which social
media is built. That means social media is not so much a channel (Facebook, Twitter, etc)
as a fabric that overlays everything.

Every step in the journey can be disruptedatoby peeito-peer influence, even TV ( via
social TV). Every interaction with influencers creates a leapfrog effect, capable of
moving the recipient from prospect to buyer in one shot. Fraséd marketing is the
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future. It's not the old purchase funralt at least | can explain it to my mother. "Son,
the best form of advertising is word of mouth." And that was true even before

THE COOL OUTDOOR ADS ACTIVATED BY WARM WE ATHER

19 hours agoBe the first to comment
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These digital advertisements for chic cider brand Stella Artois

Cidre only appear when it's warmer than average - and disappear
when it's cold and raining.

How's this for targeted advertising? Stella Artois Cidre recently teamed up with communication agencies
Posterscope and Liveposter to launch a real-time, weather-activated, location-based ad campaign.

The teams created a bespoke scheduling system which, through the use of a real-time weather data plug-in,
delivers digital ads depicting a bountiful scene of handpicked apples and showcasing chilled Stella Artois Cidre.

When the device reigsters an increase of two degrees above the national average temperature, the cider ad
displays, providing the perfect cue for a summer refreshment. But the ads will not appear in locations
registering lower temperatures, or where it's raining.

Andy Logan, marketing manager f or ShllaeArtdis&idra wil deliverth€i dr e s ai
most sophisticated summer of refreshment, right on cue when the temperature rises.

"This innovative media mechanic is yet another way we are pushing the boundaries through digital
technologies to be relevant to our consumers, at just the right time."

. BIG STARSTO HOSTIHEARTRADIO POOLPARTY

e 6-1313

ClearChannel'sHeartRadicandthe FontainebleatMiami BeachtodayannouncedhatLL CoolJ,Jason
Derulo,andMiley Cyruswill co-hostthis year'siHeartRadioUltimate Pool Party. Thetwo-day musical
weekendwhichtakesplaceJune28-29, is partof the Fontainebleau'BleauLiveconcertseriesandwill
featuremainstageperformancedy superstarecordingartistsPitbull, Ke$ha,Afrojack, andothers.
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javascript:void(0);
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e Theeveningperformancesvill streamLIVE at9 p.m.ET, SaturdayJune29 on Yahoo!(iheart.yahoo.com)
ard morethan120 ClearChannelmainstreanandrhythmic contemporarit radioandelectronicdance
musicstationsnationwidewill alsoair the eveningperformance&lIVE andreportupdatesveryhour
throughoutheday. The exclusivetelevisionbroadcasbf the two-dayeventwill air nationallyon The CW
Networkon Monday,July 15,8-10 p.m.ET/PT.

Clear Channel: Daschle will dash for political cash

By dseyleron Jun, 18 2013 wit@omments O

At least one company wants to do something about the fact that television has been getting more
than its fair share of political spending. Clear Gfelns looking to Nathan Daschle to use his
political expertise to bring in more spending
venues.

Daschle will report to John Hogan, but will be based in Washington DC, where the political

action is centered, amndll work to bring business from both campaign and issue advertisers into
the Clear Channel fold. The goal is to offer
to deliver their messages. 0

Hogan said, fAHaving Nat hramesséyathat elineenddoseribuslar d s
invest in this arena and to continue to provide more and better options for political and issue
advertisers through our multiplatform offerings. His extensive political background makes him
the perfect persontogrowne Cl ear Channel political strateg
oned offerings to political and issue adverti

Added Daschl e, fAPolitical and i difiandusinedsy er t i si
and |1 6m | ooki ng drGhawel fromit and @enteravithipaliticafiycusexd

advertisers and agencies. The future of effective campaign advertising lies in the smart

integration of traditional and digital media, and no company does this better than Clear Channel
Media and Entertament. Clear Channel is reinventing the way organizaiicarsd campaignis
communicate with their audiences, and | look forward to building a strong, bipartisan team at

Cl ear Channel that wild/l effectively market it

Daschle has eghsive experience in the political arena and is the son of former Senate Majority
Leader Tom Daschle @3SD).

RBR-TVBR observation. We 6ve actually been suggesting th
Wedve always felt that rneseéasoa. Forene thingditecanbe i | i zed


http://rbr.com/author/dseyler/
http://rbr.com/clear-channel-daschle-will-dash-for-political-cash/#comments

targeted with precision allowing specific messages to go to very specific audieneasl at a
very reasonable cost.

Also, effective advertising spots can be created with lightning speed, again at a reasonable cost
allowing a campaign to respond almost instantaneously to developments in the heat of electoral
battle.

We think one of the big impediments is simply that a lot of the people who make decisions about
political

o Boomers control 70% of disposable U.S incomieilevmillennials have less to spend on
disposable products/services. Some of their big expenses include hefty student loans,
which averaged $26,600 in 2011.

In addition, boomers account for 50% of all consumer packaged goods sales; 77% of
prescription drg sales; 80% of leisure travel spending; and 41% of all new car
purchases.

e News

e In the world of marketing and communications, thengnigrecedented disorientation
triggered by the explosion of digital platforms that promise to revolutionize the
relationship between consumers and brands. The entire industry is intoxicated by the
potential of "big data" to maximize retuom-investment. Yes, "measurement” of the
effectiveness of advertising is critical, and increasingly feasible. But advertising folks are
now tempted to consider themselves Higth inventors rather than creative idea
generators. The entire industry is scared of obsolescence, slayed by geek squads. W
chickens and the sky is falling.

e Dozens of books have been published offering salvation. The buzzwords abound: CRM,
cookies, digital ecosystems, experience optimization, platformization, and algorithmic
customization... In the process, we have fttegoabout consumers. What drives them?
And what role do brands play in lives?

o Let's take a deep breath. Only the "brand ideahce and forever, the lofigrm
relationship between consumer and brand that remains consistent yet evolves over time
and plaze-- resolves the tension between "traditional” brand building imperatives and the
opportunities unleashed by technology and a new era of consumer empowerment. (Think
Nike's "Just Do It" or Apple's "Think Different.”) The former is #dpwn, fueled by
mesage clarity and deep understanding of consumer motivations, articulated by the
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manufacturer. The latter is botteup, unpredictable, on the streebf, by and for the
people.

The clash between models, one that has existed since the down of the industria
revolution and another entirely 21st century, has led to deaisaking schizophrenia.

With the "brand idea" as epicenter, conceptual order is forged from chaos. Conceptual
elegance and executional responsiveness are not incompatible. Brands thtit are bo
coherent and digitally progressiveAxe, Omo, Uniglo, Kit Kat, Nike, Apple, Rolex etc.

-- reign supreme, boasting the highest margins and most loyal consumers.

Brave New World?

From video games to 4G smart phones and 300 million bloggers in Clardagital

world has resulted in an explosion of lifestyle opportunities and consumer empowerment.
This has major implications for brands. In this new era, consumers will no longer sit
passively in front of the television set waiting for commercials tarmpe them with
information. They expect "participation.” They want to join in on the fun. They want
brands as involving as any of their other entertainment options. And they want to be
rewarded for loyalty. They don't want to be talked down to.

But the pethora of digital communicationssocial networks, blogs, WeChat, short
message texts, viral videeshas made things extremely confusing for both marketers
and consumers. Messages can no longer be "controlled.” Consumers can hijack brands.

Chaos hasrepted.

"Engagement” is required. But "engagement” must be more than messyesmort

"direct interaction" with consumers. "Engagement” must be like a wedding proposal: a)
long-term (that is, consistent in message), b) enriched by dialog between canauher
manufacturers and b) a commitment that results in concrete benefits for both parties.

Engagement must be constructed. We must pull off the hat trick of simultaneously
permitting consumers to participate with brands while empowering marketers to
"manaye" message and dialog. In the following paragraphs, we briefly outline a simple
yetnuanced framework to grab the holy grail of marketing, harmony between: a) long
term brand equity and shedrm tactical messaging, and b) between consistency and
reattime results driven by new technology. Two elements, consumer insight and the
brand idea, are conceptual; and two, engagement ideas and connection planning, are
executional.

Consumer Insights: The Human Heart and Profit Margins



Technology is not changingimanity but, rather, empowering us to satisfy ageless urges
in new ways.

Let's not forget the eternal importance of "consumer insight," the secret sauce of power
brands. Insights are not observations. They explain fundamental motivations of behavior
and peference. They answer the question "Why?" We want to survive, be safe, be
accepted, be acknowledged and, ultimately, transcend the limitations of social structures.

The best insights are conflicts, or tensions, of the heart-dgers want to avoid

alienation but also assert their individuality. "Mature" adults want to maintain autonomy
but avoid isolation. Tensions can be between competing "human trathisitations that
unify all of us. Or they can be between competing "cultural truths," yearniags th
differentiate clusters of people. (Desired engagement with society is different in, say,
Confucian China or Buddhist Thailand versus individualistic America.) Or they can be
between competing human and cultural truths.

Consumers spend more time witlahds that resolve conflicting desires. Their role in life
will be greater and pricing can be adjusted accordingly. Consumer insight is the font of
robust profit margins, a truth ignored as we dream of salvation through the latest gee
whiz app or data mingntechnique.

The Brand ldea: From Chaos to Order

A beautiful brand idea is invisible, but possesses the gravitation force to unify messages
across an exploding array of media, geography and cultures. The brand idea is more than
a theoretical abstractioft.remains the lynchpin of consumer loyalty, efficient media
placement and operational holism.

On an untamed brandscape, the brand idea ensures consistency across time, media,
promotion. Nike lives and breathes a "Just Do It" spirit. Everywhere. Axe teddo
promises "irresistible attraction” to guys looking to score. Everywhere. And Coca Cola
transcends the physical plane of "quenching thirst" to embody "moments of happiness.”
Everywhere.

The brand idea is more than a "positioning statement.” It cizssathe longerm

relationship between consumer and brand that remains consistent yet evolves over time.
Every brand needs a soul, etched with conceptual craftsmanship. The brand idea is a
fusion of the consumer insight and "unique brand offer," the lsti@ething that
differentiates a product from competitors, on emotional or physical levels. The "UBO"
can spring from a "product truth,” a differentiating characteristic "inside" the product. Or
it can be a "brand truth," an equity forged over time byister® communications. For
example, Volvo equals safety. Johnson & Johnson equals "tenderness."



Engagement Ideas: From Passive Exposure to Active Participation

The average Joe does not want to be bombarded with aemlieg series of disjointed
creative. The best brands simplify life, not complicate it. That's why all creative-ideas
like to call them "engagement ideas'must also be expressions of tharu idea. They

can be shofterm, longterm, thematic or promotional, but they must be manifestations of
the brand's soul. Each idea reinforces the-k@mgn relationship between people and the
brands they love, lest confusion reign.

Today's business emenment is ultrecompetitive, hyperaccelerated. So creative has to
be more than "interesting." It has to do more than break through clutter. Super Bowl
Sunday notwithstanding, the days of sitting in front of the television waiting for cool TV
ads to air ee over. Yes, creative must be persuasive. And messages must be elegantly
crafted. But communications success is now measured by depth of engagement.

In a new era of technological liberation, creative should not only draw attention but also
elicit activeresponse. Great creative idedsr example, Nike's "Fuel” band, Axe's wake
up alarm service, Uniglo's world Uniclock, Burger King's "Whopper Freak Out," Kit
Kat's "Lucky Charms* are now "participation platforms.” (Hopefully, they are also easy
to enjoyand not oveengineered.) Great ideas are now "made," not broadcast. They can
be "things" people want to spend time with. The more time people spend using, playing
with and spreading an idea, the deeper their involvement with a brand.

Importantly, engageent ideas must be carefuthgfinedso they become "media

neutral,” bigger than individual communications channels. As media options proliferate,
ideas should remain consistent on everything from television, mobile phones, social
media platforms, apps,déo games, even-store shelf talkers.

Connection Planning: Fusing Media with Ideas

Media planning should also be brought into the new era of "engagement ideas" and
digital technology. First, proper definition of the engagement idea can transform media
consumption from passive to active. Media itself becomes patrticipatory. Creative can
make any media vehicle "pop" and vice versa. Media placement should amplify creative.
And Creative should turboharge individual media vehicles.

The artificial barrierbetween "traditional” ("mass”) and "digital" (ct@one) media
planning should also be smashed. New digital platfersaegial networks, corporate
sites, micro sites, eline communities, Facebook, Twitter, opinitgader blogs can be



brought into aligment with how consumers have and always will make decisions
regarding which brands earn their loyalty.

Summary: The Only Thing We Have to Fear...

It is a call to arms for an entire industry to stand up and reclaim the conceptual high

group of marketing anmunications. Strategic and executional craftsmanship

adherence to the ABCs of brand buildiagvill remain our lighthouse. As we

courageously explore the shoals of a new digital landscape, we must not become stranded
by anxiety and indecision. Timekewill be new again.

Clear Channel Visits Cannes to Push Creativity

in Billboards, 'the Last Mass Medium'
Rising Creative Talent Often Focuses on TV and
Digital Advertising

Published:June 18, 2013
1 Oshare this page
E shara
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Clear Channel's radio division recently started an effarbtobat lame radio advertising
Now its outdoor group has gone to the Cannes Lions Internatestlal of Creativity
to try to spur better billboard ads.

The Clear Channel Outdoor canvas on creativity at Cannes

Clear Channel Outdoor CEO William Eccleshare is having artists paint a mural outside
Le Grand Hotel in Cannes with comments on creativity culled from Twitter. The
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company is also projecting the mural onto a canvas on the roof of the hotel, which it says
is the highest spot on the wetthveled Promenade de la Croisette in Cannes.

AOQut door is the | ast mass medium, 0 Mr . Ecc
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Mr. Eccleshare, in his second festival in Cannes since becoming CEO of the unit of Clear
Channel Communications, said the creative side of billboard advertising doesn't get
enough attention.

ABi |l |l boards are a fgainntaisntg ct a aMppalse s hlea rscpe
displaying the product prominently acaCola Cod s -poppeg red signs with the

cursive logotoshowhotvhe i mages buil d strong connect.i
artist wouldndédt give his teeth to paint in

Many upandcoming creatives tend to focus, instead, on TV advertising or digital media.
But smartphones are providing anothewwor outdoor ads to engage consumers, as
applications let viewers to scan codes for vouchers or discounts, or even buy the products
right off them, Mr. Eccleshare said. In Belgium, Sweden and Australia, Clear Channel

has worked with supermarkets to sptuirtual shops at bus stops where consumers can
scan products buy them and arrange delivery to their homes.

See more from the International Festival of Creativity. g a Str
crease
I n the U.K., to promote the June 28 theatr
Me 2, 0 Cl ear Ch a-+phorelgame througls digidal sareensantsihopping
mall s, where users can instruct pagone of th

take other actions.

The increasing use of digital billboards outdoors is also attracting new clients such as
perfume makers and luxugoods makers including Burberry, Mr. Eccleshare said. In 10
years half of his business will probably be digited,said.

AWIi th digital, t-hespedalymasnight-ware gettird creative peoptei t vy
interested in it,o Eccleshare said.
Mr . Eccleshare said his company isnét bidd

Outdoor and that the sale wouldpably go to private equity. Clear Channel will look at
outdoor advertiser Cemusa, which is also for sale, he said. Cemusa has contracts with
cities such as New York and Boston.
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Starbucks, BuzzFeed Introduce
ReactionnCam to Create Animated GIFs
of Your Face

‘The Most Human Way to Communicate a
Reaction is Through Your Face’

By:
Maureen Morrison

Published:May 08, 2013

If you've ever been so moved by a roundup of cat images on BuzzFeed that you avargatet
an animated GIF of your reaction, now is your chance.

-~ -
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BuzzFeed has introduced a "reaction cam™ button at the bottom of posts sponsored by Starbucks
and norsponsored posts deemed "safe for work" that will create and share-agboeel

animatedGIF of visitors' faces as they react. Each post will feature the ninerecasit reaction

cam GIFs at the bottom, and links shared through Facebook or Twitter will take others to their
friends’ animated GIFs in the comments sections.

For now users can fncreate the animated GIFs on a computer and not on a mobile device,
though users on mobile devices will be able to see GIFs posted by other users. The sponsored
reactioncam will run until June 24.
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BuzzFeed already has a slew of reaction buttons, fradL"lto "WTF," at the bottom of stories
that users can click to express their feelings on a particular post, and lets users sort stories by
clicking on those same buttons at the top of the homepage.

The reactiorcam button- a small camera icon takes nteraction on BuzzFeed to a new level,
said BuzzFeed Chief Creative Officer Jeff Greenspan, who joined in SepiéifilEmost

human way to communicate a reaction is through your face," he said. "We thought we could
bring a higher level fidelity to BuzzFeeavith how people share their emotional reactions."

BuzzFeed Labs, which became a formal entity within BuzzFeed two months, began developing
an idea for a reactiebam and approached Starbucks and its media agerdy,to work on it
together. It's the first time the companies are working together

USA Today

There's Data in That Toothbrush (And
Lots of Other Products, Too)

Marketers Mining Unusual Sources for
Consumer Info: Soda Fountains, Pill
Packages Now Deliver Insights

By:
Kate Kaye

Published:May 20, 2013
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Imagine for a second that you could interviepraduct. How often is it being used? For how
long? And where in the house does it live?

Sounds crazy, but it's increasingly probable as marketers mine for data beyond the usual places
web browsers, loyalty programs and smartphenasad capture infornieon from pill packages,
soda fountains and the most mundane of consumer implements, the toothbrush.
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Beam Brushes

Yes. The toothbrush.

Take the $49.99 Beam Brush, launched in January. It syncs with a user's smartphone to record
brushing time, and thatth can be tracked and shared with dentists, orthodontists and,
eventually, insurance companies, all on aniogiasis.

"People often refer to us as a toothbrush company, but we're not. We're actually not interested in
toothbrushes at all. We're interabia health data,” said Alex Frommeyer;foonder of Beam
Technologies, based in Louisville, Ky. "In many ways, [edaaking] is the entire point" of the

Beam Brush.

Beam is conducting a pilot with an insurance firm and negotiating a deal to disthiéieam
Brushes to policyholders, who would agree to exchange usage data for incentives such as lower
rates.

The Beam Brush is the latest twist in the development oftatducing products such as GPS
watches, internesynced bathroom scales, the Fitatorieandexercise tracking system and the

Nike+ FuelBand, a bracelet that uses an accelerometer to gauge a person's activity throughout the
day.



But beyond fitness and health care, the data mined from seqsimped products could hold
huge advantagder marketers. The biggest opportunity could be in more "simple product”
categories- such as consumer packaged goadis which datagenerating technology helps
marketers test ideas and could eventually guide everything from product positioning to
distribution.

In effect, data allows marketers to get feedback directly from products, said John T. Cain, VP of
SapientNitroand cefounder of Sapierbwned lota Partners, an agency that "instruments"
products and environments to understand consumer behavior.

"If you could talk to the products, you might get a completely different perspective," he said,
doing his best renditioof a 21st century Dr. Dolittle. "As the price of technology comes down,
increasingly there will be and can be embedded sensing bits in products.”

For now, instrumentation mostly comes in the form of attaching sensors to products, often for
testing rathethan for tracking sales and live consumer interacti8apientNitrg for example,
enhanced a housdbecleaning product with cameras to capture how the cleaner was used in
consumer's home.

"The client came to us and asked if we could do a customer journey and we said we can do one
betted we can do a product journey,” said Mr. Cain. "We can outfitweald products with
cameras and ... data loggers."

Tracking noted the days of the week the cleaning product was used and showed its "stuckness"
meaning it was often left in a cabinet, garage or basement versus being used throughout the
home, said Mr. Cair'That provided a lens into where it's not going."

SapientNitro also worked with Mamsvned Wrigley and a grocery retailer to measure consumer
interest in a poorly selling confectionary product. The system detected fpbbite signals to

track dwell tims and consumer paths around the product. "It gets you thinking about new ways
to pair the product with other allied categories ... maybe [in] the dental aisle,” said Mr. Cain of
the product, which he declined to name.

Ogilvy Innovations Worldwide, meanwhile, is working with 14 clients on projects that feature
some sort of datgathering element, according to Mark Seeger, the division's director. The
agency is testing dataackingtechnology in a CPG brand in Europe, though wouldn't share
details on the client or category.

CocaColahas 12,000 consuméatacollecting devices across Five Guys burger joints

cineplexes and college campuses. They're better known as Freestyle machines: digital fountains
that let consumers choose from 125 flavors and drinks and then feed data on those choices back
to Coke.
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Freestylin'

There's a lot the global beverage giemild learn from Freestyle usage patterns, such as flavor
combinations that could inform products or marketing and regional preferences.

Susan StriblingCocaColds directofpubic affairs and communications, said the company is
starting to look at how it might use the data.

"We're able to attain a significant amount of ... data which allows us opportunities to leverage
new-product ideas," said Ms. Stribling. "But our currentu®¢s on using that data for supply

chain benefits." Coke sometimes provides reports on consumption, inventory and forecasting to
help outlets budget and gauge-s®iling products.

"We do have the ability to leverage data for q@wduct ideas and otheutfire innovationd
and we plan to become more active in this spabat we're just starting to scratch the surface,"
she said.

As the potential for datgenerating products rises, it raises questions, most notably: Whose data
is it, anyway?

"That's the pme thing in contention here," said SapientNitro's Mr. Cain.

Marketers need to tread carefully to strike the right contract with consumers. At Beam Brush, the
user owns the data collected by the toothbrush, according to Mr. Frommeyer. He added that
Beam neds to access the data through its brushes "for security and maintenance."
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"From there we are presenting the opportunity for certain customers to sell their data in the form
of getting insurance [discounts], for example. ... The consumer is at the dahtenmwdel."

Healthtracking armband maker Body Media, recently acquired by Jawbanether activity
tracking bracelet seller does not sell its data but stores it and uses it to refine algorithms,
according to Gwen Smith, director of marketing.

Assuning consumers see benefits from easaeking products, the possibilities for gathering
behavior data through everyday products are endless.

Car makers such as BMW can track anonymized location data and vehicle speeds to gain insight
into how vehicles arased and how they may be improved. And GE has builtadtaction

abilities into the dishwashers, refrigerators and heaters in its-apyarance line. Part of the

value proposition is for the consumer: Appliances connected to a smart grid allow heereow

to better regulate their own energy consumption and costs.

"Even saltines boxes and rubbish will someday have a kind of embedded sensing technology,"
said Mr. Cain. "But the equation has to be cracked for consumers to accept this technology in
their lives. There has to be some sort of reciprocity ... some sort of intrinsic value."

FILM MARKETING FAIRL Y INEFFICIENT
by Aaron Baar10 hours ago

Movie studios should be motargeted in their promotional efforts, and should reach a better
understanding of how different communities respond to different opportunities such as paid
advertising and blogs.

According to research conducted by Shyam Gopinath, an assistant professokeifng at the

David Eccles School of Business at the University of Utah, larger markets such as Los Angeles,
Chicago and Denver are more attuned to blogs and other social media, while smaller and
mediumsized markets (like Salt Lake City and New Orlgaare more responsive to paid
advertising.

For the research, Gopinath (and colleagues Pradeep Chintagunta at the University of Chicago
and Sriram Venkataraman at the University of North Carolina) reviewed the box office
performance of 75 films from 2004 ich represented 90% of all movie revenues from that
year) in 208 U.S. markets. The study measured the effects-anut@ostelease blog posts
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about the films, how many blog posts were made about a given film, whether those posts were
positive or negate and the advertising spend by studios to promote those films.

Overall, the study found that many studios were marketing inefficiently, and despite nationwide
blanket marketing programs, they only released movies in 53% of markets that were most
responsre to advertising and in 44% of markets most responsive to blogs and social media.

AWe found that some of the | arger markets cou
social media than advertising, 0 @apd nath tel]l
advertising across all the markets, they could do a better job of choosing the markets that are
most responsive to advertising.o

(Although the study looked at films from 2004, Gopinath said they did run the sampling against
more recent films to bause the findings held up.)

The study also showed that blogs were more effective in marketing to young consumers, Asians
and Hispanics, while Caucasians were more affected by paid advertising. When it comes to
blogs, the number of posts written about a fffect its opening day performance, while the
substance matters more 30 days after opening.

AThe results of this study show that studios
success, 0 @Gdpmienatnlefd$ays en tlgcea rhaaystudios fails o pakeo a ¢ h
into account the diverging media consumption preferences and diversity of audiences across the
country With a more targeted approach that tailors marketing and social media efforts to specific
markets, studioscanseeegat er return on investment from t he

Clear Channel Spectacol ords objectiywv
demonstrate to clients how advanced their products and services

were, while, at the same time, showing marketers how to make their

investment work harder for them.

Company: Clear Channel Spectacolor
Product: Dunk Tank

Format: HD Digital Display



Daily active participants: 18,000 (average)

Total active participants: 1,620,000 (over 3 months)

Estimated social media impressions: 1,500,000 (over 3 months) Facebook, Twitter, Instagram

ACl ear Channel Spectacol or can deliver ca

The Concept

Dunk Tank was created as a self promotional, experiential, advertising campaign showcasing how digital
billboards are interacting with social media and using gesture recognition innovations. Created and
produced in partnership with Juxt Interactive, the idea was to transform the medium into a new form of
advertainment i and it absolutely did.



The Excecution

Watch video
I ntroduced to the world on Memori al Day Weekend 2012, |
impression and forever stampedinourc | i ent s minds fAClI ear Channel Spectac

and dynamic executions. o0 Dunk Tank continued to play t|
crowds. The experience traveled beyond NYC through a Facebook contest, calling on participants

nati onwi de to compete for a chance to get Adunkedd on
weekend. This would serve as the conclusion to the wildly popular campaign, with the winner being

announced to the world.

The Results

Dunk Tank is being hailed as the most cutting edge example of the ability to turn advertising into

interactive entertainment. The campaign has attracted millions of active participants across Times

Square, Facebook, Twitter and Instagram. This technology showcase provides Clear Channel

Spectacolor the unique opportunity to present their capabilities to the advertising and media community

who seek to push the creative | imits of whatdés possi bl

« The Opportunity Cost of Targeting to Death: Part Il of |V - Steve
Bookbinder-Digital Media Training
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Published: April 16, 2013 at 1:45 AM PDT
° By
« This is the #in a series about the opportunitgst of oveitargeting

o Last week, waliscussed how Grouping the first of four things we should consider
before oveitargeting without sufficient data and testing. This week we will look at the
second consideration: How Referring Traffic data may trump-targeting when
considering how ést to serve our advertisers.

o Referring traffic T it is helpful to consider where the user was before they came to the
content on which we serve them an ad, as this may reveal what they are in the right frame
of mind for, or "their intention" to use onlimearketingspeak.

e To consider the intention of the user, it is helpful to visualize that person running out to
catch a pass; they are moving and we need to hit them with the ball where they are going
to be. By the time that user sees our ad on that comtbat is their intention? Where
were they before they came to that content? What drove them to that content that day,
that moment? Were they looking for entertainment? Shopping? Information? Connecting
with friends? How did they discover this content?dligh a link on a search engine?
Through a recommendation on a social media page? Are they already a loyal follower of
that content? Do we show a different creative if the person comes to that content via a
tablet vs. a PC?

e While we can use our analyticootavhen studying our own site's traffic, marketers need
comScore for directional guidance on this when looking at the traffic that comes to
someone else's siteéand it's even | ess exa
driving traffic to siteswithin networks. Considering the types of referring traffic: site
visitors often come by circuitous routes along the way going through Social Media
(currently #1 referring agent); Search (for some sites, paid traffic drives the most visitors,
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for others, ticks on organic links drives the most traffien both cases the users are
primarily attracted to the content, not the site); another publisher site; shared media or
from that user's Favorites, etc. Should we consider the effect of referring less than or
more than the selection of demographic target? Maybe that user is moving in the
direction we (the marketer) need even if the user is not the exact demographic profile we
thought we wanted to target or the content was not exactly what we envisioned? And, o
course, does serving ads on mobile devices mean that we should consider altering the
demo target by device? And, if so, how do we know for sure before we run the campaign
what is the right target?

Backing in the right creative to match various intentisesms intuitively easier than
guessing which exact target will convert best against a single creative, even if the
conversion igroportional like following a brand on Twitter. Given that, why the ever
reliance on targeting rather than referring? Is tlaeshortage of creatives? Can't we
create and test more? Maybe the landing page, which didn't convert our target would
work against a slightly different target with the right referring criteria?

Is this another example of how ov@argeting may be costirthe advertiser in terms of
lost conversions as well as lost learning opportunities?

So far, we have focused on how Grouping and Referring should be considered before
tight-targeting requirements are locked in. Next time we will look at the secret sauce
behind behavioral targeting Taxonomyi and why we need to consider this before
insisting on a "todight" BT target.

VALASSIS UNVEILS GEO -COMMERCE RETAIL ZONE S
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Valassis is unveiling new targeting capabilities through Brand.net, with a service called Geo
Commaece Retail Zone, which uses over 100,000 local targeting zones created by Valassis to
reach prospective consumers on their way to retail.

The GeeCommerce Retail Zones overlay the trading areas of local stores with transactional
data, behavioral data, and data from larger retail trade areas to pinpoint areas where relevant
advertising can bdelivered to higkpotential consumers via mobile devices and other
advertising channels.

Using the Brand.net zones, grocery, drug and mass retailers can reach consumers who have the
highest propensity to be in the market for a specific product as wallresdr commuting

through local store trading areas. According to Valassis,-garty measurement has shown that
over 90% of the ad impressions delivered in the zones hit target audience households.

So far, 2013 has seen a spate of new ad targetingeeoombining a local focus with national
scale Last week, mobile advertising technology company 4Info announced the launch of a new
mobile ad targeting product, AdHaven Bullseye, that has linked 110 million mobile devices to 97
million U.S. householdtenable advertisers to deliver ads with precision comparable to both
online and direct mail campaigns

The service draws data from a variety of tkpaity data sources, including Acxiom, Datalogix,

and Nielsen Catalina, a®wnwadbdsesatsdrad aonrectibns om t h
between mobile devices and househofdsd in March Media General launched a new

marketing and advertising service called Advanced Digital Soluticalkbowing advertising

clients to target consumers based on a vaaktgctors, including geography, content, behavior,

income and device across channels indling display, mobile, video, email and search engine
marketing.

Ancient Advertising Wisdom

I've never seen a business thié to "reaching the wrong people."8by does every
business owner instinctively believe that "reaching the right people" is the key to successful
advertising?

Who, exactlydo younotwant to know about you? Who isn't qualified to repeat the good
things they've heard about you? And whemesliest time to advertise?

Solomon wrotebout these things in the 11th chapter of Ecclesiastes:
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"If you wait for perfect weather, you will never plant your seeds. If you are afraid that every

cloud will bring rain, you will never harvest your crops... So begin planting early in the morning,
and donodot stop working until evedhiMaype You don
everything you do will be successful.”

Advertising is a seetthat grows in the soil of the customer's helégtou will allow this
metaphor, it would appear that Solomon advises, "Don't overthink it. Just tell your story every
day in every ecumstanceYou never know who might be listenirig

Matthew, Mark and Lukélt the following moment to be important enough to include in the
books they wrote about Jesus. Here's how Luke tells it:

"A large crowd came togethe¥eople came to Jesus fronegytown, and he told them this

story: 'A farmer went out to sow seed. While he was scattering the seed, some of it fell beside the
road. People walked on the seed, and the birds ate it all. Other seed fell on rock. It began to grow
but then died becausehiad no water. Some other seed fell among thorny weeds. This seed grew,
but later the weeds stopped the plants from growing. The rest of the seed fell on good ground.
This seed grew and made 100 times more grain.” Jesus finished the story. Then loaicalled

"You people who hear me, listen!™

Neither Solomon nor Jesus advis&tyrget the good soil." What do you think would have
happened if Jesus had attended business school? Would they have convinced him to judge the
value of each potential customerrfrtatistical data, or would he have convinced his professors
of the efficiency of untargeted message distribution?

Maybe Jesus just didn't understaridybe Jesus misspoke. And maybe Solomon wasn't
very bright.

Uh-oh. Here | amalking about planninggain. When will | ever learn?

I know it's counterintuitivelut if you look at all the offers from all the sellers of mass media
and theraccept the offer that allows you to reach the largest number of people each week, 52
weeks a year, for the fewest dollars per week, it's hard to make a mistake.

An impressive, memorable mess&g@hat matters most. How you deliver that message
and whohears it is far less important than you have been led to believe.

It is your choice of message that targets the customer, not your choice of media.

There areare exceptions, of course. But not many.


http://newsletter2.mondaymorningmemo.com/ss/link.php?M=13651&N=375&C=4a34956cd453f3058e9afea0e98936c8&L=684

PackagedGoods Testing Gets a Makeover

As BehaviorScan test markets close, a new challenger using smsdlale instore tests emerges
By:
Jack Neff

Traditional product testing told Big Food marketers Greek yogurt was a small idea and
threatened to strangle Procter & Gamble Co.'s Swiffer in its cradle by underestimating repeat
purchases, say packaggdods veterans.

Ultimately, Chobani made a millionaire of entrepreneurial founder Hamdi Ulukaya, and Swiffer
became a brand with retail sales of more than $700 million annually in the U.S--adohé

proof the tests were wrongven when they were rightiey were often slower and more
expensive than marketers wanted. So now the tests themselves are getting a makeover.

Traditional testing initially told Big Food marketers Greek yogurt was a small idea.

SymphonyIRI recently closed its BehaviorScan test markets products in vAitkéiecan

enclaves Cedar Rapids, lowa; Eau Claire, Wis.; Grand Junction, Colo.; and Pittsfield, Mass. For
more than three decades, those towns, wired to serve different adsitendiffomes and track
purchases by special consumer panels, served as the final testing grounds for thousands of
products on their way to store shelvesr to the dustbins of CPG history.

Another traditional standard of CPG product and concept tedlialgen Bases, also hit

turbulence recently. The Insights business within Nielsen's "Buy" division, where Bases is
housed, saw sales decline 9% in the third quarter, something Nielsen CEO David Calhoun in an
earnings conference call blamed on clients detagrojects due to economic concerns, though

he said the biggest clients are spending more on such tests.

There are some bright spots in the simulatedntesket industry, however. At least one Bases
competitor, Cincinnatbased AcuPoll, sava record gar,” said CEO Jeffrey Goldstein, though
he said all marketers are looking to do their testing faster, cheaper and more accurately.

And a small challenger to nedefunct BehaviorScan markets is seeing rapid growth by
promising the speed and relative cdefitiality of surveybased tests like Bases with the real
world accuracy of irstore tests.

GameChanger, a San Francisco company that specializes in tests that can encompass anything
from a weekend in one store to several weeks in around a dozen st@esn(tests done online

via ecommerce), saw sales grow more than 40% last year to $4.5 million. That came after a
518% sales hike the prior year, which landed it in the Inc. 500
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A research company shows Fast Company how it's zeroedam a way to predict
whether a film will make tens of millions in its opening weekend.

Amid this weekd6s Oscars buzz, a new study cl a
predict its opening weekend revenues.

According to thdnnerscope Researsht udy, i f a fil més trailer fai
engagement threshold (65), it will very likely generate less than $10 million in revenue on

opening weekend; a film whosailer exceeds a certain level (80) will very likely earn more

than $20 million the first weekend

This video by Innerscope tracks audience members' emotional engagement during the trafeafes
of the Caribbean On Stranger Tides

Some big studios shas Fox and Paramount have been experimenting with neuroscientific

research in order to gain a reliable, direct,-teal me r ead of -conscwousprgoer s o6 (1
and emotional responses to movie stinsukch as trailers. For competitive reasons, most studios
wonot talk about their research tricks of the
neuroscience metlls (predictably none of the studios behind 2013 Best Picture nominations

would comment for this story). But filmmakers such as Daniel Myrickygter and director of

the $248 milliongrossing, $600,000 budgetBthir Witch Project says neuroscience and the

Innerscope study can be useful for flmmakers and studios. Stephen Susco, who made the $187
million pictureThe Grudge says itdés a useful tool, -too. An
nominated documentarian famous for needling the advertising and marketing industry, says he

gets why studios woulbok to neuromarketing studies.

5 Keys To Box Office Success

According to Innerscope's emotional engagement research, here's who gets it right (and
wrong).

1. Grabthe audienceeartp 52y Qi  SiG G KS LRThOYMmgerTRAAMazMg Ol G KS
SpiderMan.)

2. Take them on an emotional journgy ¢ KS Of I a4 A O K S NRMd@iler8®dazNy S& &
(SeeKung Fu Panda, Elight)

3. Hold back some pivotal momentd eave them wanting to see the mova the full experience.
(See:Super 8The Dark Knight Risgs


http://innerscoperesearch.com/index.html
http://www.fastcompany.com/1731055/rise-neurocinema-how-hollywood-studios-harness-your-brainwaves-win-oscars
http://www.fastcompany.com/1731055/rise-neurocinema-how-hollywood-studios-harness-your-brainwaves-win-oscars
http://www.fastcompany.com/1731055/rise-neurocinema-how-hollywood-studios-harness-your-brainwaves-win-oscars
http://en.wikipedia.org/wiki/The_Blair_Witch_Project
http://en.wikipedia.org/wiki/The_Grudge
http://www.youtube.com/watch?v=eOrNdBpGMv8
http://www.sonypictures.com/previews/movies/theamazingspiderman/clips/4808/
http://www.sonypictures.com/previews/movies/theamazingspiderman/clips/4808/
http://www.sonypictures.com/previews/movies/theamazingspiderman/clips/4808/
http://www.youtube.com/watch?v=FQ63rqSRrEI
http://www.youtube.com/watch?v=3X718qens2M
http://www.facebook.com/video/video.php?v=10150113823613743
http://www.youtube.com/watch?v=g8evyE9TuYk

4. Watch out for attention vampires Usespecial effects that support the story, not distract from
it. (SeeHarry Potter and the Deathly Halloyihe HungeGames)

5. Star power, action sequences, and cool music help,.bwgreat stories with compelling
characters are what ultimately drive emotional response. (B&ates of the Caribbean: On
Stranger Tide}

SOURCE: Carl Marci, Innerscope Research

Carl Marci, CEO of Innerscope teFast Company A The studyoés real val ue
is in putting this new method to work. Biometrics (measuring emotional engagement through

skin sweatheart rate, breathing, and motion response) can be used to evaluate trailer creative up

to eight weeks prior to movie launebnough time to rework the trailer creative based on high

and | ow points in the target aatdnbackiote s emot i
mar ket, and i mprove the ultimate performance
The studyés findings were gleaned from I nners

| argest of its kind in the worlhmsopeshavedd4di ng o
discrete movie trailers to more than 1,000 respondents from 2010 toTl2@&lRailers were part

of Amasking contento to subjects, who were re
etc. for I nnerscope bdéloimentrs .c Dleey swernt dawe araipn
heart rate, breathing, and motion responses. Each trailer was shown about six to eight weeks

prior to the filmbés release. Later, l nnerscop

strong correlabns between movie trailer emotional engagement and box office. (Innerscope will
not release the study report publicly but has agreed to share FagtiCompanyor this story.)

Marci says the findings are particularly important and useful given trendkpm ways

moviegoers consume trailers across an array o
today is in media and entertainment and focuses on understanding how TV, advertising, content,
the web, and social media impact one anotitebiometrc s c¢c |l i ent s iConanl ude: Tu

O6Broi;erFox T6lkee vWai o0 a 0The EllentDeGenesed Show N BHemes
and Ti me WaS3upeeBo@20138dY Nnalysis.
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Adjusted Opening Weekend Gross Revenue by Average
Biometric Engagement

Selected Movie Trailers
(byincreasing Aver

Biometric Engagement)
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Melissa Mullen Ired Innerscope when she was Director for International Theatrical Research at

Fox Entertainment Group, she tdlast CompanyShe stops short of saying biometrics feedback

can singly predict box office. But she does affirm the increasing importance wéailer and the

value of this new type of feedback for studios. Other tiatht research methods used in

Hollywood such as consumer sedport surveys and focus groups are less reliable, she says.

Mul l en does not group Il ehengoéope VWhebhromeeéria
eye tracking) firmd lwhammheshne nc @&l IBsa sfesdn aokne her
biometrics work is more sound, practical, and actionable, and does not overpromise.

Neuromarketing practitioners have been criticimdshrouding their work in secrecy and hiding
behind client confidentiality while not offering proof of the effectiveness of their craft. By tying
emotional engagement results to data in the public domain, Marci hopes biometrics and the
larger neurosciase field gain more credibilitycertainly in the entertainment industry.

While Mullen views neurosciendeas ed met hods as an fiexciting n
mar keting research, 0o she voices strong cautio

AA movVv i maybeahlato use bior neuromarketing research to get the best possible

trailer out there for consumer eyebalist one cannot ignore the extremely weighty aspects of
marketing spend, publicity and promotions upon levels of awareness, interest artirbakes

sense that high engagement (high attention along with high emotional connection) by a wide fan
base would indeed lend itself to high box office receipts. But high engagement without high




marketing spend can cause a box office flop, regardidsswowell the trailer plays to

audi ences. I f consumers dondot know about the
variables must be brought to bear in a predic
But The Grudgdilmmaker Susco tellsast Companyhe Innerscpe st udy i s Aboth
and usefula great way to test whether or not a trailer is connecting with audiences. It is a

natur al and predictable correlation: I f a tra
inclined to invest their hardaned money until and unless they get assurances from reviews or a
friend that the film is worth their time and

Morgan SpurlockwhoseSuper Size Meas nominated foa Best Documentary Oscar in 2005,

sees the logic in studios turning to neuromar
use it, o he s aPBom WonSepu Prdsents Khé Sreasept ovie Ever Bikds
fun at the growth and pervasiveness of sublim
to fund, make, and market movies. While he found ts tMRI brain scan results accurate
(after he neurologically respondedMihaitya Coke
Reportwor | d of mar keting, of fil mmaking when the

Blair Witch Projectis probably the fist and best example of the power of Internet wajrd

mouth virality in building movie success. |Its
valuable tool to isolate audiencedd tprtihmalpiree
Healsoci t es the | imitations of market research.

get the ending t8lair Witch. They (researchers) asked the wrong question, because 20 of 20
said it was scar-padelyr nplkt s h ismnelvbhott mbviernats e f ul
just the trailer which is supposed to be kitls s . 0

Neuroscience will continue to play a role in Hollywood movies albeit likely in a supporting or

minor one (definitely ofiscreen, urcredited) Pixar has worked with facial expressigngert

Paul Ekman. Director James Cameron talked exc
Avatar. Disney has built secretive neuromarketing labAustin (Disney representatives

declined to comment on this story). At Fox, Mullen oversaw biometrics and neurometrics

research on trailers f@ie Hard 4 EEG neuromarketing testing was conducted on trailers for

Rangoby Sands ResearcREO Ron Wright tell§ast CompanyThe animated film won an

Oscar in 2012 and made $245 million. Sands has recently set up shop in Hollywood.

A correlation between box office and AcadeAwards spoils is undeniable. As evidenced again

this Oscars season, success in one venue can build success in the other. An effective trailer

clearly helps drive movie salesertainly on opening weekend. And if measuring brain feedback

and emotional eragement can help make a trailer better, then neuroscience can be a potent
ingredient in the studiods mix to fispikeo the

[Brain Maze:GrandeDucvia Shutterstodk
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73% of online shoppers agree that their path to purchase is more complex and less direct than it
used to beaccording tdpdf] an About.com studyAs the traditional purchase funnel has been
upended and turned into more of a fAloop, o0 per
taken on a more personal natufeat is, 79% agree thatdir relationship with brands is much

more personal than ever before, and 68% agree that shopping today is less about the

brands/ products themselves and more about the

The survey was limited to 1,600 American respondeittsthe following characteristics:

e High school graduates aged-68, with household income of at least $25,000;
e Smartphone owners (of which about 60% are also tablet owners);
e Seek information online and on mobile at least once a week; and

o Frequent shoppe (including browsing) in at least 2 of 8 categories (food, home, health,
personal finance, tech, fashion/beauty/style, autos, travel).

The evolution of the shopping experience mean
than simplg fneddnptekpl oging options and purch
6 common behaviors along the path to purchase:

e Opennessibei ng receptive to new or better exp:

e Realizedwantorneddi s omet hi ng acts as a reaadntol yst; gl
start |l ooking into things she wants or nee

e Learningand educatdnhunder st anding the fundamental s
the consumer can feel good abouto

e Seekingideas and inspiratiomi| ooki ng f or, notampleshng, keepi:
thoughtst art er s, moti vators in order to take t

e Researchandvettiigni compar e options; |l ook for deal s;

account, as well as personal associations with brands

e Postpurchase evaluation and expansidin ansumer uses or experiences a purchase and
decides how she feels; might post reviews,

Consumers move in fispider webso from one beha
and devices along the way. For example, social media drat& more important for ideas and
inspiration than learning/education, but the opposite is true for store visits

NIELSEN EXPLORES FACIAL RECOGNITION TECH FOR RATINGS


http://www.advertiseonabout.com/wp-content/uploads/2013/02/PurchaseLoop-PublicPDF.pdf

by Steve McClellanyesterday, 4:55 PM

Facial recognition technology has been around for years. But only recently has it been
incorporated into TV sets by smart TV manufacturers like LG, Samsung and Panasonic.

The idea is to provide viewers with menus ofitifi@vorite shows, apps or social networks once
the set is turned on and recognize whods watc

Now marketers would like to see the technology applied to ratings so they can get a more precise
tally of who is actually watching the set when their agseap.

Nielsen, which has explored facial recognition technology on and off for more than a decade, is
again actively exploring how to apply the tec
opportunity for the wh edniervicerpmsident, najionadandaossd Br i
platform television audience measurement.

Given that many devices today have facial recognition capability, from phones to TVs to gaming
consoles, fAitds so |l ogical 6 forswelhe ratings <c

Fuhrer stressed that thereds nothing i mminent
company still has to determine conclusively that the existing ratings panel would not be

negatively impacted. That said, if the industry agrees thaetmmology should be used for TV
ratings, the company could i mplement the tech

Privacy issues remain, acknowledged Fuhrer. But given the ubiquity of facial recognition

equi pped devices, he adndts :o ffi Tahcecreepdtsa nac et or ecroenmpda
years ago. And thereb6és also a Al ayer of anony
system deployed by Nielsen, Fuhrer said.

Bill Duggan, group executive vice president, ANA, notes that facial recogripiplications
were showcased prominently at the Consumer Electronics Show in Las Vegas a few weeks back.

Il n a recent post on his ANA blog, Duggan comm
opportunity for marketers to better target ads based onleyxactwh o6 s i n t he room
more accurate account of viewers in front of

Fuhrer notes that the technology is precise enough now to tell not only who is looking directly at
the screen, but also how they react emotionally to cantent h wte sfew sigps ahead of
earlier facial recognition systems that often misread large dogs as people.

Duggan stopped short of saying that facial re
terms of ratings advan clegyeounldbe of 8ome beaefitpaerdatr s t h a


http://www.mediapost.com/publications/author/2990/steve-mcclellan/

ought to be in the mix, o0 he said. At t he same
movementonbrand peci fi ¢ ratings, 0 which the organiza
C3 ratings were adopted.

The ANAisconvening a commerci al ratings Asummit m
taken to facilitate brand specific TV ratings. The meeting was originally to have been held last
fall until Hurricane Sandy intervened.

Scheduled speakers include ANA presidBob Liodice, Sam Armando, director of strategic
intelligence, SMGX, a unit of Publicis Groupe
director of research at MediaVest. George Ivie, executive director of the Media Rating Council is

also scheduled to sale. Presenting vendors include Rentrak, TRA, Simulmedia, Precision

Demand, Invidi Technologies and Nielsen.

5 signs CMOs are becoming more powerful
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It wasn't so long ago that the CMO was in the "arts and crafts" department, unable to measure the impact of marketing and doomed
to an average tenure of just 23 months.

But the signs are everywhere that the CMOQ's position is increasing in importance.

Tenure is increasing
In 2006, Spencer Stuart famously reported that average CMO tenure was the lowest in the executive suite -- just 23.2 months.
Tenure has been steadily rising, with Spencer Stuart reporting average CMO tenure now at 43 months.

Swelling budgets

It began in 2009. Tech companies woke up and saw the growing role of technology in the marketing department -- web analytics,
marketing automation, social media, and digital advertising. The CMO's budget was surging, and the CIO's was receding. Earlier
this year, Gartner analyst Laura McLellan boldly declared, "By 2017, the CMO will spend more on IT than the CIO."

At the center of social media

When Twitter, LinkedIn, and Facebook emerged, it was the CMO who took the lead. CMOs were the first to embrace SlideShare,
YouTube, and Pinterest. Today, those social outposts (and many others) not only improve awareness and change perceptions but
also drive pipeline growth and win new business. Great CMOs are connecting social media to demand creation.
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Big data

Overhyped? Perhaps. It seems there is a new big data conference every day of the week, and everybody is jumping on the big data
bandwagon. Gartner says big data will drive $32 billion of tech spending in 2013 and $232 billion through 2016. Much of the growth
in big data is centered around marketing -- clicks, web sessions, video downloads, Facebook updates, LinkedIn profiles, email open
rates, lead scores, and hundreds of others. As the mountain of data rises, CMOs are tasked with applying predictive analytics to
better understand buyer behavior and improve conversion rates.

Marketing measurement is here

The excuses are all gone. Modern marketers are in control of their spending, they know which programs are mostleast effective, and
they are optimizing their budgets. In many cases, they have built sophisticated demand-generation models that incorporate real-time
data on conversion rates (by stage in the buying process), number of days in each stage, and average transaction size. They know
how many inquiries they need now to hit the revenue targets each quarter. After years of fighting the image of being "soft" on
analysis and a black hole of cost, marketing is able to prove measurable impact.

How are the best CMOs using this new power?

In my role as CMO of Lattice Engines, and as CMO at Eloqua before that, | have been immersed in the evolving role of the CMO.
Some CMOs are thriving, but others are drowning. | want to share some of my observations from the best-performing marketing
leaders:

Building a data-driven team

Brian Halligan of Hubspot calls them "digital natives." My friend, Scott Brinker, writes about a new role: chief marketing technologist
(CMT). Brinker's premise is that technology decisions and marketing strategy are so tightly intertwined that companies need a CMT
embedded in the marketing organization. Forrester Research recently recommended establishing an "office of marketing
technology" to deal with all the technologies in marketing. The best-performing marketing organizations are effectively managing the
explosion of data and driving new insights that improve customer engagement. Success begins with a marketing team that has
strong analytical and technical skills.

Marketing to individuals, not to "demographics"

"Women 18 to 24" doesn't cut it anymore. Digital technologies allow marketers to know who is interested and who is not. Personal
messages and websites need to be dynamically configured to the interests of the buyer. The recommendation engines Netflix and
Pandora do a great job at this. Google Search becomes highly personal over time as it "learns" about you. Retail sites are getting
very clever about knowing the brands and styles you like best. Great marketers, in both B2C and B2B, are creating highly personal
experiences.

Improving sales performance

Sales teams are becoming overwhelmed with data. They spend 24 percent of their time doing research before making a call. In a
recent CSO Insights survey, they reported checking as many as 13 separate sites to uncover information. Unfortunately, less than
0.01 percent of this information is actually useful for uncovering buyer's intent. Leading marketers are embracing predictive analytics
to gain insight from the data and find the needle in the haystack that can close more deals for sales reps.

It's a great time to be a marketer -- growing power within the organization, lots of new data and tools to work with, and a longer
tenure to get it all done. Leading marketing organizations are embracing this power and driving exceptional performance

Study sheds light on why enticing pictures of food affect us less when
we are full

Published on January 29, 2013 at 3:33 AM:No Comments

New research from the University of British Columbia Is shedding light on
why enticing pictures of food affect us less when we're full.
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"We've known that  insulin plays a role in telling us we're satiated after
eating, but the mechanism by which this happens is unclear,” says
Stephanie Borgland, an assistant professor in UBC's Dept. of Anesthesiology,
Pharmacology and Therapeutics and the study's senior author.

In the new study published online this week in Nature Neuroscience
Borgland and colleagues found that insulin - prompted by a sweetened,
high -fat meal - affects the ventral tegmental area (VTA) of the brain , which

is responsible for reward  -seeking behaviour. When in  sulin was applied to the
VTA in mice, they no longer gravitated towards environments where food
had been offered.

"Insulin dulls the synapses in this region of the brain and decreases our
interest in seeking out food," says Borgland, "which in turn causes us to pay
less attention to food  -related cues.”

"There has been a lot of discussion around the environmental factors of the

obesity epidemic,” Borgland adds, pointing to fast food advert ising bans in
Quebec, Norway, the U.K., Greece and Sweden. "This study helps explain
why pictures or other cues of food affect us less when we're satiated - and

may help inform strategies to reduce environmental triggers of overeating. !

The VTA has also be en shown to be associated with addictive behaviours,
including illicit drug use. Borgland says better understanding of the
mechanism in this region of the brain could, in the long run, inform
diagnosis and treatment.

NEW BRANDS FACE UPHLL BATTLE: TWO-THIRDS PREFER
FAMILIARITY

by MarketingON 24 January 2013

Almost twaothirds of consumers prefer to buy products from familiar brands rather than switch to

new brands, a gl obal study has found, quantif

brand extensionbé decision process.
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Nielsenbés 6New Product Purchase Sentimentd su
countries, found 60% of consumgrefer luying new lines from a known brand instead of an
untested equivalent, supporting the argument for brand extensions.

Innovating on established brands that are already trusted by consumers can be a powerful
strategy, says Rob Wengel, senior vicesgtent of Nielsen Innovation Analytics.

ACompanies spend millions of dollars on new p
products wil/l not be on the mar ket within thr
enthusiastic about adopting new produnnovations but somewhat apprehensive about
embracing new brands. o

Exactly half of online consumers globally are open to switching to new products, with people in
North America, the Middle East, Europe and Africa more receptive to switching thanrthose i
Latin America.

Proof of concept and value make a difference when considering change with more than two
thirds (64%) saying they would consider value or stwend options, while three in five (60%)
prefer to wait until a new innovation has proven itbeffore trialling.

For some, economic factors play a role in trial decisions, with 45% reporting that challenging
economic conditions make them less likely to try a new product. However, for others, innovation
can command a price premium, with 39% indiogta willingness to pay more for a new

product.

Ailn order for consumers to adopt new brands,
andtriatbui | di ng campaigns, supported by a positi\

A mix of word-of-mouth commuication, traditional advertising, and internet activity is the most
persuasive way to drive awareness of new products, according to the research, highlighting the
importance of a mixed media approach.

While 77% of global respondents say wafdmouth aduvie from family and friends is the most
persuasive source of new product information, active internet searching (67%) and traditional
television advertising (59%) also remain influential.

Globally, respondents say the internet is very or somewhat impuwtiemt making a new
product purchase decision for food and beverages (62%), personal hygiene categories (62%),
personal health/ ovehe-counter medicines (61%), and hair care categories (60%).

AEnsuring consumers ar e awatoreesheivés istjubtas cpticabad u c t
coming up with that winning new product i dea,



Effective Internet marketing strategies are built on insights from website analytics (or web analytics).
The goal is to abstract insights from web analyti cs to improve your campaign continuously. A simple
way of looking at is to understand how media (or traffic) flow in and out of your website.

In fact, media can generally be categorized into paid, owned, and earned media concept.

Understand Paid, Earned, O wned Media

The idea is simple, paid media is anything you pay for to gain reach, traffic, viewership, or awareness
via search, display, television, radio, print, or direct mail.

Earned media s basically PR you get when someone mentions your brand in the p ublic arena which
includes word -of-mouth that can be stimulated through viral and social media marketing,

conversations in social networks, blogs and other communities. However; it still requires an

investment to generate the PR.

And finally owned media isjust media owned by the brand. This includes
blogs, mobile apps or their social presence on Facebook, Linked In or Twitter. Offline owned media

may include brochures or retails stores.

The bottom line is that paid, earned, and owned media dictates how marketing budgets are allocated
and web analytics can help you gain insights to make better informed decisions on budgeting,
reporting and investing across all media.

C



Figure I: The Convergence of Paid, Owned & Earned Media

Paid Media o9 | Owned Media

Tradtional Ads Comorate Content

Sowrco: “The Comverged Moda Impeatve: How Brands Must Combne Paid, Owned & Eamoed Meda® Altmeter Group July 19, 2012)

{ ALTIMETER

Moving forward, these types of media will converge more and more and ités i mportant to have
intimate knowledge of how each media interacts with each oth

encourage you to take a |l ook at the | atestThe@opwengaed by Al ti met
Media Imperative: How Brands Must Combine Paid, Owned & Earned Media .

The Converged Media Imperative: How Brands Must Combine Paid, Owned & Earned Media

from Altimeter Group Network on SlideShare

Web Analytics is Business Analytics

i
D
x

Web analytics are NOT just for the r epo bdongtaevetyena m This t he

will enable participation from all departments to slice and dice data about their part of the business

and more importantly, act on it!

When it comesto  web analytics tools, there are many choices such as Woopra, Clicky, Tableau,

Omniture SiteCatalyst, and Coremetrics Analytics.

Since I6m not trying to compare the different web analytics
Anal ytics becaus éariandeasy ® usmphiclke | pérsmnally believe should the goal of all
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analytics. In addition, there is already a ton of resources out there about how to utilize Google

Analytics so if you ever run into trouble, just Google it.

Another nice feature about Google Analytics is that it integrates nicely with other Google applications
such as Google AdWords for paid search (PPC), or if youdre d

also provides Google Webmaster tool access.

However; the true power of Google Analytics is the ability to quickly identify your traffic behavior,

media effectiveness, and conduct deep dive analysis for actionable insights.

Inside your web analytics you will find data such as keywords that drive traffic to your website,
referral sour ces that sends you traffic, and how your PPC campaigns are doing from a lead and sales

perspective.

If you know how to interpret the data, you will be able to understand how your paid, earned, and
owned media interacts with each other. This allows you to f ocus on doing things that work and stay

efficient with your time and resources.

Simply put, in todaydés onl i ne mabudmnessanayicswor | d, web analysis

I &dm going to go through some simple way to get yaw started a
familiar with the basic stuff, | enco GoaglgAnayiacstanng go t hrough
course , which is the study material for GAIQ (Google Analytics Individual Qual ification) certification.

Understand Traffic Behavior

Everyone knows the importance of ranking for certain keywords, but do you know why you should or

shoul dndédt rank for certain keywords?

How can you tel/l if youdre getti ngeonelnkgstoypug ht traffic or not

Do you know why your PPC brand campaigns racked in 50% more

significant changes to the campaign?

Google Analytics can help you isolate and identify whatoés go

In Google Analytics, ther eis asectioncalled TrafficSource , this is where youdl!l find wh

are sending you traffic. The goal is to have a good balance of traffic acquisition strategy.

Working heavily in the search engine marketing arena, | often see large investments i n paid search,

and then followed by organic search, then display, email, and content.

The reason is simple, paid search wil/l provide the fastest r

to test, and youbll get results i mmediately.
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Below is an example  view under Traffic Source > Overview

Traffic Sources Overview

Advanced Segments Email Export v  Add to Dashboard Shorteut
..,
# Audience

@ Adverising

K Overview
"= Traffic Sources
Overview (

v Sources
All Trafiic

Direct

Referrals 50.000
v Search
Overvew

August 2012 September 2012 October 2012

Organic

Pad 1,621,786 people visited this site
Campaigns g ™

m 72.02% Search Traffic
1,167,943 Vists

» Search Engine Optimization

*» Social
u 3.77% Referral Traffic
Cost Analysis 57 61,093 Visits
i Content ® 19.47% Direct Traffic

315,792 Vists

- Conversions

4.75% Campaigns

Typically you want to start by looking at a large time frame from 30, 60, 90 days to 6 -12 months. This
allows you to add seasonality and shift in budget (media strategies) into consideration.

The goal is to get fami  liar with each traffic source the website gets and their behavior. As you can see
in this particular example, this website gets 72% of its traffic from search!

The positive is that it has 20% from direct traffic source (people typing in the website URL or came

back via bookmarks) and | know this client does a | ot of rad
good to get some solid data that shows those efforts are paying off in the form of direct traffic. In

addition, with increase in brand recognition and awareness offline, there often will be a halo effect that

will help fuel brand searches online as well.

However ; the downside is that this business is essentially 0
di fferent bet ween or g dimdithat padriscboptd6%df totay tafticcahdlorganic is



about 25% of total traffic. (Go to Search > Overview , then clickon advanced Segment and select

paid search traffic ~ and non -paid search traffic ).

Search Overview

\ Advanced Segments Customize Email Export v AddtoDashboard Shortcut BEW

&‘ Audience
«» Paid Search Traffic * ofvisis 46 76%
@ Advertising
( » Non-paid Search Traffic % of visis 25 25%
_'." Trafic Sources e ,
Explorer
e Site Usage Goal Set 1 Ecommerce
¥ Sources
All Traffic Vats v VS, Selectametric
Direct ,
@ Visits (Paid Search Traffic) @ Visits (Non-paid Search Traffic)
Referrals 40,000

v Search (
Overview ~
W FEESEEST_o  4
Organic -

Pad

J z o—i{z)
Campaigns August 2012 September 2012 October 2012

-

» Search Engine Optimization

Visits Pages / Visit
e 758,361 3.12
Cost Analysis B€T Paid Search Traffic o ;a-‘ o ‘ ;m o
im Content
Non-paid Search Traffic ) 4295‘6 223‘0
o 528% (1.621,771 -
F Conversions

Why may this be a potential downside?

Basically if you stop doing paid seartaficvolumesdales stop getting
volume . Keep in mind that you should always focus on firel evant

traffic are not created equal.
In the case of paid search, youdre buying (or bidding) on keywords that ar e

Another way to view all your traffic is by selecting Paid Search Traffic , Non-Paid Search Traffic , Direct
Traffic , and Referral Traffic inthe Advanced Segments secti on si nc e PRPC SES, Dbetsandc a | |

Referrals (people linking your website).



Audience Overview

- _ Advanced Segments Email Export v Add to Dashboard
;&, Audience
Select up to four segments by which to filter your report 2

Overview

~ Demographics Qefnult'fzg'T'e::s
Language \ 7| Paid Search Traffic
Location ‘[ /| Non-paid Search Traffic

Search Traffic
* Behavior -
l /! Direct Traffic

* Technology V] ReferraiTratfic

* Mobile Vists wih Conversions

~ Custom Apply = cancel

Custom Variables
o Paid Search Traffic % ofvisits 46 76%

User Defined

» Non.paid Search Traffic % of visits 25 25%
Visitors Flow P -

o Direct Traffic % of visits: 19.44%
@ Advertising . . _

ol Referral Traffic % ofvisns 281%
% Traffic Sources

Then go to the  Audience > Overview section to view the behaviors of each channel.

This is where youdll find interesting dat

visit duration, bounce rates, and percentage of new visits.

Using the data below as an example, youdl
the traffic looks to be very relevant because traffic that came in via paid search shows a h

number of pages per visit, stays longer, and has the lowest bounce rate.

a

comparing,

f

Shortcut 567

nd
igher

m

t hat
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sits
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Pages / Visit Unique Visitors

~=A~ Paid Sesrch Traffic 342 bl Paid Search Trathic 574,003
TS Non-paid Search Traffic: 2,20 At Non-paid Search Traftic: 354,645
T Diret Tt 2,28 el sl Divect Trattic: 268,705
Aosacn, Referral Traffic 9 33 —AALS Rateral Trathic: §0,272

Avg. Visit Duration Pageviews

—Aw Paid Search Traffic: (00:02:38 madny Paic Seacch Traffic 2,362,569

Moy Nonpaid Search Traflic 00:02:07 iy Nor-paid Search Trattc: 899,323

TN~ Direct Trattic 00:02:13 sdadand Direct Traffic 749,896

Bwimnsot, Refenal Teattic 00:04:57 hirs s Retersi Tattic 144,024

Bounce Rate

A4 Paid Search Tratfic: 42.75% K

Non-paid Search Traffic §2.86%
e Diet Tt §3,34%
P Referral Traffic 47.26%

And with the same  Advanced Segment selected, you can click on the left navigation area to go to

Conversions section to view either goals or ecommerce  sales numbers.

Goalsare t ypi cally used for a set of fAdesirable actionso, so it
viewing of a page, viewing of a video, &etc. ltds commonly wus
ecommerce is usually for financial transactions typically for retail o r anyone selling products or

services online.

The example GA account here happens to be an ecommerce business so we can view sales data under
Ecommerce > Overview to see if those engagements data above turned into sales (for viewing the
data in the chart, | recommend to view it under transaction to see sales volume, default sets it to
conversion rate).



Ecommerce Overview Jul 1, 2012-Dec 31, 2
Advanced Segments Email  Export v  Add o Dashboard  Shortoug W01
» Paid Search Traffic % of guantey 20 20% This reportis based on 498839 vsits (30.75%
Non-paild Search Traffic % of quantey 2 45%
Direct Traffic % of quantty 4 15%
+ Referral TraMfic % of quantey 800%
Overview
Tracsacticos = VS Salect a metic Hourly Day Week

® Transachons (Paid Search Tramic) o Transachons (Non-paid Search Traffic) @ Transactions (Direct Trafic) @ Transactions (Referral Trafic)

Avgust 2012 Decarmber 2012

“

September 2012 : October 2012 = Novernber 201

Ecommerce Conversion Rate (
~=""=—== Paig Search Trafc §.33%

v Non-pad Search Traffic 4 21%
NS Ditect Traffic 2.62%

—NAAs Reforral Tramic 265.76%

Transactions .
T Paig Search Trafic 40'414 K

» Non-paid Search TraMc 4'953
—\naM DicectTrame: 8 2563

N Referral Trafic 16,911

Looks | i ke Paid Searchds conversion rate is abowadb5. 33% whi
Search) and Direct traffic, but how come referral has such as high conversion rate at 25%7?
Which website is sending traffic to us thatés converting at

money behind it?
The answer is in the chart.

You can see that there are 4 spikes in the last 6 months from referral traffic (p urple), those are
actually an internal email deployment which is why you see a spike in conversion rate (select
Ecommerce Conversion Rate ).

c



Interesting enough, when those internal email campaigns were deployed, there appears to be a spike

in direct traff ic sales as well.

This is because those that received the email may click on the email (which then gets tracked as a
referral), came back to the website via a bookmark or they type in the website address directly (then

gets tracked as direct) to complete t heir transaction. Or they may not click on the email and simply go
directly to the website or search on Google for a coupon and gets captured by the paid media

campaigns.

And since Google Analytics tracks the conversion funnel you can verify this by isolat ing the date range

and visit one of my favorite f eatMultie€banmelfFunGetsofig.l e Anal ytics un

The Conversion Funnel (Google Analytics Multi -Channel Funnels)

The conversion funnel basically speaks to the com&tepjtuntf @At h
convert on the first time they engage a media because media is fragmented just like our attention

online .

This is why itdés i mpor t eonversigndunneln cageparsaf therpdrsug to excellence in

web analytics.

Inside Google Analytics, under Conversions > Muti - Channel Funnels > Top Conversion Paths ,

you will get data on how conversions happen from first to last click in a given timeframe.
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