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Digital reality 



Why is digital important? 

Consumption by Channel Time Spent by Channel 

Sources: ESPN deck leveraging Panel measures by platform (Nielsen, Arbitron, etc) 

HOUSEHOLD PENETRATION BY PLATFORM 
% of US Households 

US USAGE BY PLATFORM 
Average minutes per month 

Source: ESPN deck leveraging Panel measures by platform (Nielsen, Arbitron, etc);   
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Digital ad blindness has been around for over 10 
years 
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Digital advertising landscape very different 

TV 

:15 & :30 

 

 

 

Digital  

 100’s different types of ads units 

Top three formats for each area represented.   
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It all starts with a consumer media insight 
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MICROSITE 

SOCIAL 

GAME 
BANNERS 

XBOX 

BANNERS 

IAD 

MOBILE 

HPTO 
BANNERS 

VIDEO  
BANNERS 

U.S. Local Jewel 

9 Develop right creative for right ad - One size doesn't fit 
all  

Video Banner youtube_masthead_WMV 1Mbps.wmv
Mobile Klondike StackerGame_QT 1Mbps_WMV 1Mbps.wmv
XBOX Klondike_WMV 1Mbps.wmv
Banner ads1 Klondike_banners_movie_WMV 1Mbps.wmv
iAd Klondike_WMV 1Mbps.wmv
Game banners Klondike_WMV 1Mbps.wmv
HPTO Klondike_Yahoo_Mitosis_WMV 1Mbps.wmv
Banner ads2 interacting Degree_German_WMV 1Mbps.wmv


To get the most impact from digital campaigns 

Pre-testing In-market 

optimization 
Post 

campaign 
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• Enjoyment 

• Branding 

• Stopping 
Power 

• Active 
Engagement 

Digital pre-testing requirements 

Pre-testing 

In-market 

optimization 

Post 

campaign 

Eye tracking 

In-context 

Interactive ads 
Brand 

impact 

Multiple 

ad units 

Home Page Takeover 

Video display ad 

Rich or Flash display ad 
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At minimum apply digital best practices 

Pre-testing 

In-market 

optimization 

Post 

campaign Push content to  

ad unit vs pull consumer to site 

Consistent branding 

throughout the ad 
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Pre-testing 

In-market 

optimization 

Post 

campaign 

Dynamic Advertising 

13 Digital enables real-time optimization while in-
market 



Small media buy to test various creative ads 

Pre-testing 

In-market 

optimization 

Post 

campaign 

Vacation / Swimsuit 

 Relationship / Wedding 

 Brand Equity 

 Baby Weight 

New Year Resolution / 

Fresh Start 
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Changing creative when weather forecast changes 

Pre-testing 

In-market 

optimization 

Post 

campaign 
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Continuously apply new digital best practices   

Pre-testing 

In-market 

optimization 

Post 

campaign 
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Digital ad effectiveness measures brand impact 

Pre-testing 

In-market 

optimization 

Post 

campaign 
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Pre-testing 

In-market 

optimization 

Post 

campaign 

Attribute #1 Attribute #2 

18 Cross-media effectiveness measures channel 
contribution 



Engagement metrics tracks tactic engagement 

 Challenge: product’s sales suffered with an 

unexpected local cultural barrier  

 Solution: Branded sitcom  

Super Nice  

Results: 

– The character , Nice,  was 
aspirational and identifyable and 
established connection with 
consumers 

–  One of top 5 video bloggers 
watched in Brazil 

– Over half million YouTube video 
views of “Super Nice” videos 

– 30,000 fans on Facebook 

– sales grow 194% in 4 months, 
overcame cultural barriers 

Pre-testing 

In-market 

optimization 

Post 

campaign 
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ROI analysis requires significant spend to read 
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Pre-testing 

In-market 

optimization 

Post 

campaign 

Category 1  

Brand 1 Brand 2 Brand 3 
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To get the most impact from digital campaigns 

Pre-testing In-market 

optimization 
Post 

campaign 
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