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Intro duction

It would seem the digital advertising industry is currently going through a transitionary period. It is
as if it has indeed reached puberty; full of hopes, ideas and defirall it seeks to become, but
often lacking the wisdom it needs from mature figures in order to be able to fully achieve its
potential. Wisdom thathas historically beeseen locked away in traditional media mindsets, with
their established modeland consumer insights tried and tested over many yediss hd left a

new generation of technologists to seek to defindk S  gigBaadWrtising and its effectiveness
based on simple tangible touch pointghilst purportinga misconceptiorthat everythingcan be

measured; or worse, reducing everything down to a single lowest common denomirggatos click.

It is not a unique spurt of growth. The dodm crash of 200thiat subsequentlywiped out $5 trillion
in market value of technology companiss basd on unproven ideas that lack¢angible business
evidence, i.eassuredmetrics to complement ethereal ideal¥ et Google, with itadoption of

h @S NIiFdghrB:-Qligk (PPGhodel, and rebranding it addWordswas a welcome cry in the
wilderness to spuconfidence back into online investmehoffering a calculated media outlay

against measurability

By mid 2006, with a radical change in digital adoption by the masses and with the likes of MySpace
and YouTue hitting the headlines, ivasthe media andentertainmentindustrythat was behind
some of the largstinvestment dealsYetonce agairtiting lack of profitability from these high

profile sites it led many analysts to consideiill the dotcom bubble burst agath

With recession biting hard withia009, it has pushed many global advertiseigre than everto

seek better ROI from their media outlayr etwith a continualand steadydeclire inclickthru rates

0/ ¢wl0 FYR GAGK LINAR2NI SOARSY OSo Gaevatioy itwéez f A IKG & d
RAaALX & R Of A GitisiincleasiRgly dbvibug tRATR & inciidefieatice ad

negotiation currency, tarnishing the argument that online advertising is more accourdabtest

effectivethen traditional media.

With anincreasingamountof interactive adservedover the last ten years, birthing a plethora of
new metrics from expansion rates to video plays, Interaction Rate (IRisas to bequoted

extensively on industrpenchmarks as agencies seek to move towards measuring consumer

! Google Presgsoogle's Targeted Keyword Ad Program Shows Strong Momentum with AdverltiSéxagust
2000.Available athttp://www.google.com/press/pressrel/pressrelease31.html

% Information gleanedill dotcom bubble burst agaires posted by Quad City Times citing LA Times. 2006.

Available athttp://www.qctimes.com/business/article _114ea0f677a5487-8f16-delfaca2dddd.html

% Information gleanedon't Click This A é Salt NJ SGSNJ OAGAY 3 Wb latledatnd £ . 2Ny / €
http://www.emarketer.com/Article.aspx?R=1005977
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WSy 3Fr3aSYSyiaQo ! t1 01 2F RSTFAYAGAZ2Y YR FANBSYSy(
has allowed discrepancies to exist at ad level and the resulting fundamentalifid&isave meant a
lack of scalabilitpcrossthe digital mediaindustry? This in turn has ensured the only consistent

catchall metric has remained firmly with CTR despitelsiousfaults.

It is against this bae#trop in trying to assure a continued confidence in digital advertising, whilst
simultaneously taking into accouhbw other aspects of media are currently measured, that the
metric Dwell Time (DT) was conceiaaa the resulting action inquiry process set in place to test

validity and refine as necessary.

Establishing an industry phenomenon

Off to a wrong start

At a onference in San FransistoMay of 1994Ken McCarthy théounder of EMedia, first

introduced the concept of a clickable/trackable aad statedi K| & W2yt & | RAINBOG NB:
which the return on investment of individual ads was measureauld prove sustainable over the

f 2y 3 NHzy ¥F2 NJ 2By@ctohes1994 RhS frstdrdplical adv@tdor AT&T on HotWired

readd | + @S &2dz SPHSNJ Of A O1 SR &¢hienNgatagdmiirt 49 ciEK G K S NB K
through ratg HotWired coined the$ N & 6 I y Y S Nthelfirk €ompayiyRo prolide Click

Thru Rate (CTR3ports to its customers.

The irony of this methodology was that the media wakied and sold based on the number of
impressions they generated (how many times the banner wasalied) not basedn aclick
responsdinancialmodel. Furthermore, he advertwas placednerely days after the controversial
Mosaic Netscape 0.9 was launchedich utilized Cookies a tracking technology that Mosaic had
developed for eCommerce siteg and the basis of online display advertising so tliab sitescan

rely on how tocustomise what users see and advertiseasuse to target ads.

David Burrows, former Head of Ad Technology, Yahoo! Eyexpéainsa 2 A (1 K2 dzi 0221 A Sa G|
would be nointbll/ S I R® YN /SE A ywhdENdouida rio wéy of knowing unique users

* DickmanMatt. What does interaction rate tell me about the impact of my rich media camp&dwiay 2007.
Available athttp://transmissionmarketing.ca/?p=187

® Information gleaned fronwWeb BannerWikipedia via CPA Networkgtp://www.cpanetwork.us/banner
advertisments

® Goddard Charlotte Click here 10 years of online advertisinBevloution UK: Brand RepublicDecember
2003.http://www.brandrepublic.com/News/197212/16Y EARBDVERTISINGNOVATIONlick--10-years
online-advertising/

"ReutersGoogle Limits Data Retention in Compromise with B#tember 2007Available at:
http://www.cnbc.com/id/19180753/
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to determine reach and frequeng® 2 dz ¢2dzZt R 2y f & 0S5 ®Inaskeceiihez OF t Odz |
buying of online media and the delivery of advertising required a great@rafesophistication then

merely hardcoding adverts to a wepage. Yet the measurement offered back to the client in no

way took advantage of thisewtechnology, resulting it to nonore thantotting up the number of

glorified pictorial hyperlinks that web developers were becoming saturated fhere simply was no

consideration of the essence of how display advertising actually works.

ThisW O f canGept@Was further establishad online media mindsetwith the renaming ofnternet
Advertising Network AN) to DoubleClickThe IAN was originally set uplate 1995 to bring

scalability to online advertising, operating from entrepren&avin O'ConndeBasement in

Alpharetta, Georgigalongwith chief technology officer Dwight Merrimaithe subsequent mevto
bS¢ . 2 NVadidork Avén@edforded the now closemedia companies and advertising agencies
the ability to outsource their digital ads to DoubleClick who offered targeted ads and measurement
thereof.® The brand itself was a misnomer, as for thajamity of users seeing online ads, they

merely needed tsingleclick on this hyperlinked ad, not doubdtick.Either waydespite the

targeting and reach/frequency consideratioms,the value in posview arrivals within a designated
time-frame, display ads were now doublgonfirmed agyraphical elementseeding to be clicked

upon to be effective.

The third consideration in this establishment of a clio&ntality was born out of the dotcom crash.

azal A0Qa I dzyOK 2F b Siao0lheddedtheRtartotitied@dndasoyn .  Ff 2 |
in August 1998°However this was to be shelived. Poor ecommerce sales from Christmas 1999

were published imquarterly reports of March 200@ombined with a series of events suchths

smooth transition surrounithg the Y2K bug, a@ncrease in interest rates, Microsdieing declared a
monopolyandthen some highvalue trading of global technology firms such as Dell, IBM & €isco

all contributed to the huge negative reaction of investors into the technology aign2002,

NASDAQ Composite index was about 40% of what it had been at the peak of-twdbubble

two years previous: The end of the day, the numbers just did not stack up.

Theinfantile two-year oldGoogle wagrowing up fast angainingincredible taction asghe market
leadingsearch enginelt was looking fosustainablanonetisation.This was to be found in
02NNRgAYy3I (GKS O PayResdldk (PRGHodel, @rdl Xbraniify@ August Q0 as
AdWords Thesetext-basedW & LJ2 y & 2 NBi®topt ohsygatch r@sults flages boasted ftinres

8 Interview of David Burrows, Formetead of Ad Technology, Yahdairopeby Dean Donaldson. 18

December 2007.

P AZ2INI LIKEDPO2YD YSOAY hQ/2yy2N) . AdiBbatKe d | 99 ¢St SOAa
http://www.biography.com/search/article.do?id=9542213

1% nformation gleaned fronNetscapeWikipedia.http://en.wikipedia.org/wiki/Netscape

11 Information gleanedrom Dot-com bubbleWikipedia Available at:

http://en.wikipedia.org/wiki/Dot-com_bubble
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higher click through rates then the industry average for traditiahsplayadvertising In the midst

of an industry dowrturn, Google stood up and announced to the world you only need to pay when
someorS Aad RSftAGSNBR (2 @2dzNJ R22NX» ¢KS WwWOffbd|1Q 41 a
in online investment, that and prove unequivocally that there wakl in them thar hillswith a

simple interfacefor a whole breed of new advertisets manage their campaigns performance

complete with a simple payment processing system, it gave nemglobsl branda confidence to

control budgets and every local business a chance to dabble with online advertising and in turn

would soon become the largest germancebased search advertising programdate.*?

The concept of online as a resporsased medium waborn, nurtured and grew tallGoogle had

SalGloft AaKSR {KI i -sucdess matic foraldgdeertisirdr, solit KeBmed*Bgsedfors

the clickable hypetink, and aimed at consumers actively looking for something;lteks in search

are a natural point for monetisatioand justifying ROI for advertisets 1 Q& | Y Stud®e a i SLILIA Y
Ff2y3 | O2yadzySNDa 22 dzNJp&B alan@theGohdgi@veviding Saghe Y R 2 7
cannot be argued with the visual representation of graphical display ads, touch is not the only

human sense being stimulated, and certainly not when placed in areas where a consumer is not

currently considering the pduct or service on offer, but rather merely consuming information or
entertainment mediaA sentiment echoed by Erin Hunter, EVP at comScore who says we need to go
0Se2yR (KS OfAO1 AGaStT (G2 RSGOSNNAYSTuedfank2 A& Of
R2 (GKSE K2fRK¢

Programmers and not marketers were at the helm of establishing the course of measuring digital
displayadvertising, and it is no wonder that traditional marketers would eventually be so slow to

adopt. The industry was settingikto oblivion from its outset, and afisplayclicks would later

decline facilitatingalong with it thegrowingmyth that display advertising is therefore dead tads

no wonder that now many leadirigdustry thinkersare suggesing to abandon shig?

The agency take

Q)¢
>
(et
(s}
Qx

New media agencies grew from the tfimid aspect of multimediaG@h a Qa ' yR 6S0o
earlyto-mid-nineties. The former would allow higfuality photograph or video distribution along

with a company overview and the lattsaw eary websiteghat were no more thamlorified

2Google Pres$oogle's Targeted Keyword Ad Program Shows Strong Momentum with Advetis@tsgust
2000.Available athttp://www.google.com/press/pressrel/pressrelease31.html

®*Rose, Frankdd Sense? Googlenomics and the Tyranny of Thidugh.27 May 2009Available at:
http://www.deepmediaonline.com/deepmedia/2009/05/adensegooglenomicsaand-the-tyranny-of-
clickthrough.html

! Guerriero, Josephthe Growing Problem with Online DigpRAdvertisingl June 2009 vailable at:
http://www.foliomag.com/2009/growingproblem-online-displayadvertising0

!> Morrissey, BrianMost Marketers Ignore Brand édrics Online1 June 200%vailable at:
http://www.adweek.com/aw/content_display/news/digital/e3i372a427229d39d584c¢28f7b759d2dc83
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brochures or information directorieg-ollowing the introduction of vectebased Flash in 1996

(originally named FutureSplash Animat§mnany sites would takan illustrious and highly animated
homepagesthatt SNIISR Y2NB F2NJ 6KS RSaAAIYSNDA chdught G A @3S ¢
it would take some years for connection speeds to reach the level of animation afforded by CD

w h a.@ @&ove to work with programmers would see dynamic veébs thatwould eventuallyoffer

all kinds of incentives from commerce transactionsuibbusiness automatigrcustomer

knowledgeand contentmanagement without the associated production and distribution co$ts

CDw h a though in truth beyond porn, the monetisati@f the web eluded most web site

owners?Y’

No sooner as web sites were developed, so the question of driving traffic to them suseed.

designers and programmers found they had to takenew roles as onlineptimizers trying to

figure out the search enge algorithmgo gainer a higher rankingdelping consumers find content

they may be interested ihecame the new obsession, and people like Danny Sullivan pioneered this

space in 1997 after publishifg! 2 S6 Yl 4G SNN& D dzZA°@@imidafion daded thaO K 9y I A
way for broader Search Marketirmand diluted the technical knowledge required, with agencies

eventually bringing in college graduates and teaching them toouse Overture and Google PPC

interfacesto manage paid search listings

Alongside thesearch aspects, digital creative media was also developiogem Mediamerged

with True North Technologiga 1996to createthe largest online advertising agency in the

industry.*® In unison, early pioneers in the digital space saw other independent coiempike

Victoria Redf and Icon MediaLabpush the creative merits, Aegipush the media aspects and
NetPlug® and Proferd* adopting a full service integrated creative and media mo@sl.1998, most

of the majorestablishedagencies had either bought aunched some type of interactive subsidiary
and hadbegun offering a digital media offering to their client bases. Last but not least, saw the likes

of Ogilvy & MatheiandJ Walter Thompsorembracing the new media revolution and soon there

16 Gay, Jonathon,he History of Flash. 2007. Adobe SystemsAnailable at:
http://www.adobe.com/macromedia/events/john_gay/page04.html

" CarusgDenise The interactive media industry beginsdemnstruct its selmade myths7 April 1997.
Availableat: http://www.nytimes.com/1997/04/07/business/thenteractive media-industry-beginsto-
deconstructits-selfmade-myths.html

Bsullivan, Danny. 2 S6 Yl a0 SND& Ddzh 31 Sanuay 190Avhilae &t 9y IAY S
http://scout.wisc.edi/Projects/PastProjects/NH/301/97-01-31/0050.html

19 Information gleaned from:

http://www.vault.com/companies/company main.jsp?product id=947&ch_id=2668&age=2&v=1
®nformation gleaned fromhttp://www.startups.co.uk/6678842911023534363/victori@al.html

# Information gleaned fromhttp://www.lbi.com/en/About-Us/OurCompany/History/

2 Information gleaned fromhttp://en.wikipedia.org/wiki/lsobar Communications

% |nformation gleaned fromhttp://www.netplusmarketing.com/whoewe-are/netpluswho-we-are.cfm
% Information gleaned fromhttp://www.profero.com/uk/about.story.html
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would be manysplinter companies offering digital media undgobalmedia holding companies
such as Omnicom, WPP and Pubfitis.

Creative agencigsusinessnodelswere focussed on building interactive experiencesich as those
within websitesc and then utilising apsupportive advertising as‘#affic driveiCo these sites,
y20SR | & U rSpecific Mdihpaigi? nfiicioSitagedto create indepth information about a
particular product or servicerere born and proved to be a great money spinner for creative
agencies they themselves having evolved from the notion of needing a multitude of specific sites
based around search keyword optimization or different user interfaces in order to drive sales to the
I R @S Ninadinsi®RD 4

Media agency modelsere about offeing scale and tangible points to thi&spons&and would
F20dza 2y a&Wh@Rsting arl hd¥ativa Wways 6hding andgrabbing audience attention
then delivering them through to the websittndustry awards would come to reward such
innovaton. The justification was more about traffic to the site, then any chandeand

perception?’

Whatseems to havéappened as a result was that all online advertising beerreduced to a mere

numbers game of getting people to leave the content they weithin, to go explore something

else, somewhere else. It became about attracting the conswandrpoint them in the direction of

whereto goandexplorein this new web desert; which deserves some meritsas the concept of a
contained web higistreethaeR G NASR YR FlLAf SR aSOSNIf GAYSa LINE

eWorld in 1994, though it could be argued AOL offered some success to this model originally.

Measuring the online response

CKS 2NRIAYIE YSGNRO F2N) & ADRNIAR YA Is 6B oAz S Op G
you could inflate hits by adding multiple items on a page, as any loaded element into the page would

0S FTRRSR (2 G(GKS ydzYoSNI 2F WKAGAQ®D 2A0K dKAA Ay Y

the number of vews a single page got, irrespective of its components contained th&rein.

The page view as a web measurement would later became under threat with the likes of Flash and

AJAX and other interactive technolog®ahere people could engage with content watlt

% Berger, WarrenJ. Walter Thompsoripril 2000Available at:
http://www.wired.com/wired/archive/8.04/jwthompson.html

%8 |nformation gleaned fromhttp://en.wikipedia.org/wiki/Microsite

2 Morrisseysupranote 15

8 Coventry, JoshuaWorld: Apple's Overpriced, Poorly Marketed Online Setic8eptember 2006.
Available athttp://lowendmac.com/coventry/06/appleeworld.html

# Elliott, StuartA report lays down guidelines for any attempt to measure the efficiency of interactivg ads
October 1995Available athttp://www.nytimes.com/1995/10/03/business/medidusinessadvertising
report-laysdown-quidelinesfor-any-attempt-measire.htmi
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changing the page but no one was offering a viable alternative. Ryan Stewanld later suggest
thate3 22 R LI I OS G2 adFr NI Aa K2g¢g YdOK GAYS R2 dza SNE

Offeringglimmers of hope into effective audience measumrh

Website arrivals is only oraspect of website effectiveness, whether they stayed and did something
is the real keyOther than the origin of the visitorshé number of returning visitors, the page views
per visit and theime on page antbtal time™ on the site offer a deeper understanding of whether

the audience is engaged and interested with what they are being exposed to. Moving deeper
through web analytics would reveal user journeys or gitkams, and any leakage points of where

a user droppd outwithin a conversiomrocess; fixing this can lead to greater ROI.

Yet despite thenultitude of valuable dta one would look at in regards teebsite metricsdigital
agencies areften ironically reluctant to evolve in keeping with the nature andgaf digital
advertising It would seensimplicity and established methods are easier to ascertain and
communicate to decision makerthen a potential complex framework of metricespecially when
media buying networks and agency business models have débeecloped around click

methodology.

The demise of the click

Since there first inception, click thru rates have been in steady decline across all formats globally.

WSFF I ANEBK Ay Yy FNILIAOES Ay aSRALlt 2emérkafild) F G SRT  d ¢
reaching as high as 30 percent in the very early days of online advertising. However, after the

novelty for the new ad format wore off, CTR declined dramatically to eventually hover where it is
today¢l y | @SNI 38 2F®#¥2yte ndo LISNDOSyl oé

As stanard gif and jpeg ads were losing CTR at an alarming rate, new formats would seek to fill in

the gap. When rich media was first introduced back in 1999, deRleI A G / ¢ wQa 6SNB y 21
uncommori*and in the early years, certainly 5% would be a very quotableagee®riginally rich

media commanded a higher yield for media buying duth&ohigher response rateseen from

serving a more intrusive ad format. This is turn assisted with the support for building and serving

these more complex creative ads. The diffeze in price could be seen between a {&@nd-100-fold

% stewart, RyanRich Internet Applications are killing the page view metridbecember 2006Available at:
http://blogs.zdnet.com/Stewart/?p=186

% |nformation gleaned athttp://ezinearticles.com/?Howto-MeasureWebsite EffectivenessgJsingNew
Succes$etrics&id=1450489

% |nformation gleaned athttp://www.audiencedialogue.net/webmeasure.html

* Hirsh, JeffBT: Beyond the Click Throudh.January 2008\vailable at:

http:// www.mediapost.com/publications/?fa=Articles.printFriendly&art _aid=74208

% Lockhorn, JeremeyPardon Me, Would You Care to View This ¥&d&pril 2002Available at:
http://www.clickz.com/1008671
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increase in serving fees, as well as higher fees for media $pRygedhe start of 2004, rich media ads

had fallen to just below 3% CTR on average.

Although thelnternet Advertising Bureau (IAB) statiékere is no reliable service that tracksPM
Cost per thousandjr CTR. CTR is highly subject to creative effectiveness which is very campaign
specific, while CPM is so dynamic no compilation would be rejibttata is generally published at

intervalsby each ad servingchnology Companies

DoubeClickDART DoubleClick Rich Media ads produce a 0.00FR in Ul 2008 This increases
slightly for video ad8.12% and larger ad formats can generate 0.23%atest results see Rich
Media in US droppingpt0.09% CTR during 2008 for addeo ads and 0.10% for video &afs.

Atlas ADTECHThe current clickhrough rate of 0.18%nd isthe lowest since ADTECH began its

banner analyses in 2004, when the average was 0°33%

Eyeblaster According tahe end of2008 results

o NACTRstandard ads; 0.09%Rich Media Polite ads is 0.17&kpandables 0.3%
e EMEA CTR: standard ads; 0.X4Réch Media Polite ads is 0.21%, expandables 0.66%
e APAC CTR: standard ads; 0.8ch Media Polite ads is 0.25%, expandables 102%

The current CTR today actually ranges from around 1:1000 (one ad clicked per one thousand

exposures), to an average of 5 in some rich media formats. There are higher exceptions in particular
countries or formats, and video seems to vary widely dependinigoanit is used. But Hirsch is

correct, 0.3% would be an acceptalfieslightly highpverageover all The drive to find a new

F2NXMIG G2 LdzZ €t ol O1 KAIK / ¢wQa KIFI@S y246 LI aaSRo
metric ¢ especially when CTiRshowing such appallingly low numbers. Tégult is that thevalue of

display is being undermined and driven down in media price as people try to correlate exposure with

immediate responsé*

% Wilson, Coh. Rich Media is Growing Faster and FasBér October 2003. iMedia Connectigkvailable at:
http://www.imediaconnection.com/content/2139.asp

% |nformation gleaned fromhttp://www.iab.net/about_the iab/fag#17

%" Information gleaned at:

http://www.doubleclick.com/insight/pdfs/DoubleClick r€ative Insights_on_Rich_Media.pdf

% |nformation gleaned athttp://www.doubleclick.com/insight/pdfs/dclk_2008benchmarks 0906.pdf

% Information gleaned athttp://www.adtech.com/edition_no8_int/newsletter Feb09 CTR.htm

“%Information gleaned at:

http://www.eyeblaster.com/Data/Uploads/ResourceLibrary/Eyeblaster_Analytics Bulletin_Issue_3 March_ 20

09.pdf
4 Guerriero,supra notel4
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Not only are the numbers falling drastically, but the valfieach click is also being questiorféd.

Even across ad networks where display ads are very much focussed dhrcliak a success metric

I NB dzyRSNJ ljdzSadA2y> a | SNOBSNI 511 2Renngnt R 2F | R
inventory¢ performance etworks¢ are being hampered by terrible ads which counter

performance. Really these ads if any should be targeted data capture ads to assist in driving

O2yBSNEA2YAS Y20 O6NIYyR 2NJ NBI OKoodd OHNNBy(fe (KS

It has londoeen suggested that the high CTR seen in intrusive floating ads angogapthe early

days of rich mediavere due to accidental clicks of people trying to close down the ad forriegch
agrees anduggestonsumer intentioris ore of the most valuale metricsdAdvertisers want to

know why people are clicking on their ads. There is a huge delta between the site visitor who clicks
on a web link and then on their browser's back button a few seconds later, and the visitor who goes

to several site pagesd ends up making a purchas¥.

Over the last couple of years a number of studies have been done trying to understand the mindset
of the WlickeQI®February 2008 study calledt b | { dzNJ f . fdiN$tarcoriChi€ayoS NA £

¢ O2RII YR O2&f OKXKBE O& A d iz0 Mé&auBdntoteffdctivenedLfor

display advertising campaignEhe study showed that heavy clickers are not representative of the

general public that only6% of Internet surfers are responsible for 50% of the clicks @fflin

The study also showed a skew towards younger audience and-ine@ne consumers who may

spend a larger amount of time online, but are less likely to purchase on site &frival.

In October of the same year, iPerceptigreduced similar findings tbughits own research and

found thata ¥ 2 dzNle@Uiinteghdk users surveyed who were likely to click on any type of online

R YFRS tSadaa GKIFIY PbPpnZnnn LISNI @SIFENE FYR (GKAA gl 3
who clicked on video ad$.

Yet despitehe demographics what is more alarming is the notion of brhadding. With huge

investments in either banner design or micro sites to establish bramus of the most incredible

TAYRAYIE Ay GKS Wbl ddNIt . 2Ny /fAO01SNRQ &idzRe A3

*2Robinson, NoalCTR Is A Bad Metric For Most Br&ampaigns8 Apiil 2009.Available at:
http://noahrobinson.wordpress.com/2009/04/08/ctrs-a-bad-metric-for-most-brand-campaigns/

* Interview with Herbert Dazo by #uwr on 4 April 2008.

4 Hirshsupra note33

** New Study Shows that Heavy Clickers Distort Reality of Display Advertisisidhigkh MetricsStarcom
MediaVest Press Release. 2088ailable athttp://www.smvgroup.com/news_popup_flash.asp?pr=1643
“® Fred. NaturaBorn ClickersOnline Marketing12 February 2008vailable at:
http://itola.com/business/naturaiborn-clickersand-online-marketing/

*" eMarketer.Online Ad Clicker Demographi2g October 2008Available at:
http://www.emarketer.com/Article.aspx?RE)06648
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GThedata suggests no colation between display ad clicks and brand metrics, and show no
connection between measured attitude towards a brand and the number of times an ad for
that brand was clicked. The research presentation suggests that when digital campaigns
have a brandingbjective, optimizing for high click rates does not necessarily improve

campaign performancé®

Erin Hunter, executive vice president at comScore elabora@tesi K A f S G KS Of A 01 Ol y O
relevant metric for direct response advertising campaighis, $study demonstrates that click

performance is the wrong measure for the effectiveness of brardzA £ RA y 3 “Thowghdl A 3y & ® ¢
would still agree with Hirsch, thattent is a true measure anil K @reciNS & Linyeants o a

conversiorlies way deepewithin the web site then mereljustified bya clickalone®

Advertisers are not buying it
The argumentor clicksalsohashad little success in offering measurability and accountability in

terms ofshiftingadvertisingoudgetsinto online, which was therime purpose.

According to an US study in 2008 by USC Annenberg School for Commun@etien for the

S5AIA0F T CdzidzZNBzZ (KS staBdGvNGNE RRIA NENAEGE Ny 2M6 THFNSRY 3 2
of the printed daily newspapersa trend thatis escalating mucfaster than we had anticipategl.

Having monitored consumer habits online for the last eight years spanning 23 couBuleseveals

that din 1994fewer than two of every ten Americans used the Internet; in 2009, more than eight in

ten! YSNA O y a°* A thetyhe dpghtoliae is increasing. In terms of reading news online,

for example,m 2008, the average internet user was spendfBgninutes per week, updm 41

minutes per week in 200 which led P2 percent of users stop their subscription to a printed

newspaper or magazine because they could access the same contenidoQline

Martin Bertoni, Creative Director at PointRdlighlights the growing chasm between consumer
behaviour and advertising spend. Quoting tA&X liaternet AdvertisingRevenue Repoft he
illustrates that 0f$186.9 billionspent onUSadvertising in 2008, only $23.4 billion (13#&&s used

8 Supra notet5

49 Supra notet5

%0 Hirshsupra note33

*L Cole, Jeffrey Annual Internet Survey by the Center for the Digital Future Finds Large Incredsesin
Online Newspaper28 April 2009Available at:

http://www.digitalcenter.org/pdf/2009_Digital Future Project Release Highlights.pdf
°2|ABInternet AdvertisingRevenue Repomtiarch 2009 Available at:
http://www.iab.net/media/file/IAB_PwC 2008_full _year.pdf
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for online campaignDiscountingsearch, email, classifieds, lead generation and othdtrteawes

only $6.5 bilion or 8% of the ad dollars spent in '08 went to display adverti$iag

Something is drastically wrong with what is being offered to advertisers, compared to consumer
behaviour. When we consider twihirds of a magazineg including multiple full page spadsg are
devoted to advertising* Magazine adgenerally enhance the experience of the consumer to deliver
them information that leads to desifeom pure visual stimuli aloneeven expecting a cover price

for the magazine the web can boast no suchtio, even with the enhancement of touch.

The online industry has shied away from imposing formats, for fear of negative reactions or
accidental clickBoth the essence of understanding the nature of adearg, as well as an
indication d its performarte has been diluted bgarlytechnologists with no ability to persuade

marketers or publishers of thastingbenefits beyond a saalled instant reaction.

All'in all, click is the wrong measurement for display advertisimiged through the dot com cras

and relevant in a search environmenit is not a sufficient metric to tell what user is doiag far as

display advertising is concerned click alone is unqualified, and reveals nothing of accident or

intention, orof a positive change in favour afbrand.Clicking on display ads is the equivalent of

walking into a bar to see a friend for a pint and some salesman trying to stop you on route, pull you
intoacornerandotrytoO2 Yy @Ay OS @2dz (i2 0dz2 adaMeikimdadd LGQa
behaviour, and any small success is not justifiablthe vast wastage encounteredhis isummed

up byDaniel Jaye, CEO afcbda;done of the underlying values of looking at people and not just

pages in our business is that we are able to help uncoveavietr that is counterintuitive to what

much of the media world assumes about online audier&igs

*3 Bertoni, Martin.How About a Little Revolution in Display Advertisit@®lay 2009 Available at:
http://www.mediapost.com/publications/?fa=Articles.showArticle&art aid=106294

* Crosier, KeithAdvertisingto-editorial ratio.1998.Available at:
http://www.westburnpublishers.com/marketinglictionary/a/advertisingto-editorial-ratio.aspx

% Supra notet5
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The search for a new metric

The floor of interaction

With the rise of rich media, came the rise sdBd-Responsedisplay adverts. The concept was to

deliver micro site content within an ad format, either upon roller expansion or within a number

of the larger size formats. The functionality of the ad went beyond mere exposure of the message to

| £ f direict cOihtact with consumers, product demonstration§,g i A y3 Ay @2t PSR 6A G K
plethora of new metrics would come to the horizon to measure every possible permutation of user
interactivity with the ad including the ability to shorten the conversion cycle by allowing

conversions to happen within ¢ghbanner itself as a result of brand interplayproduct discovery

Once Broadband penetration started to reach a level of acceptabititynd 2004, so to the ability

for video to be served into ads became mainstred¥ith it came a whole load range néw touch

points, as well as percentagévideodA S SR® W¢ A YS Qin drdedto ravEalthay SaaSy oS
consumers were just as likely online to sit through a linear video commercial in a banner ad, as they
wouldin front of a televisionThe problem of ato-start, repeat plays and default sowadf would

prove troublesomen rich media inBanner video, but less so within inStream formats like PréRoll

In a move to simplify the complex touch points in rich mediaingle catclall metric known as
Interacion Rate (IR) came to the surface. It would seek to measure the number of positive touch
points within any given creative and then divide that number by the number of exposures. This was
then offered across all display ad sizes and formats irrespectives gimplicity or complexity of

content contained therein.

Two key problems arose immediately from its inception. One creative execution could be a simple
videowithtwotouchL)2 Ay 143 S o3I d Wi (i F NdbthePckeRtBe2eRecutiofi Bouldie 2 dzy R 2
an expandable advert with multiple video streams, include a game with multiple touch points and

then finally result in datacapture to aid the conversion process. In this second example IR could well

exceed 100%, as the number of touch points on averag&ldee higher than the number of

exposures, even though a small number of people were performing tmesg interactions, i.e. 100

impressions, 50 people, 5 who interacted 30 tingagould still produce 150% IRVithout

Of F NATAOI GA2Y aAR YIRS SR SIGASAMELZNS/ it id Bar BdisshIbldrot YR

alone to reveal the nature of intent, nor can one argue the value of a higher interaction rate of a

°° Supranote 25

*" Cohen, HeidiMeasuring Online Video AddJune2006.Available at http://www.clickz.com/3611571
° Evan/nteraction Rate as a Viable Metrit? February 207. Available at:
http://www.costpernews.com/archives/interactiomate-asa-viablemetric/
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game over a video ad, for example. Shapes, sizes, sectors become irrelévaraito do with

physical points of measurement within any creative execution.

The second aspect of Interaction Rate is that no independent third party ever determined the

correct way for each ad serving vendor to measure interactions across the online indilsbgld a

closing of a panel be positive and included or negative and dismissed, for exaksieibleClick
revealsinitst ONB | G A FS Ay & A 3 Kdi &h rich/medidveénidor dalSufates irferabliBris)2 NIi >
in a different way, and many vendors dotrdisclose detailsn their methodology. As a result, it is

impossible to compare interaction rates betweesndors in aneaningful way>

With all these factordn mindfor anyone to quote Interaction Rate's in 200&, alone seek to
declare a benchmarls the equivalent of quoting page "hitbackin 1999. They both cape falsely
inflated. Just as website metrics had to move quickly away from hits, so the online advertising

industry mustmove away from Interaction Rate to maintain credibility with edisers.

Defining engagement

Online engagemerttecame a buzzword for the online industry to try and give some kind of
ONBRAOATAGE (G2 UGKAA ySé YSRAusedinterghangdably wihdzOK WSy 3|
interactivity, i.e. a user physically touoly an advertor perhaps a clicktream through a websitdt

took on a life of its own following a report published biglsen in 200%rguing that engagement

aK2dzZ R AaSNBS a GKS ySé YSIFadaNBYSyYyid YSGNRO T2NJ Y
YSGNRO& KI @S 06SSy 2FFSNBR a LINR2F (0KIG GKS YSRA
GKFd A& LINRPolofé 020K GKS o0Said LINRB2F PyR (KS Y23

ahys sla G2 €221 FG Sy3t 35 Y Syiséy oheMarkelerabiitaherche S 6 S R ¢

j dzA O1 f & Ldtnd, ¥ tact, wauttz8ay that tlevision, with its high quality sight, sound and

SY20A2y L+t ljdzr f AGASAST XHetolicKeSon Yomething thaf idthedost 3 Y S R A dzY
challenging aspect of measufin 6 NJ y R LJS NI S Lldrdaed/idi X Si (O2 ya WA SINAYAT &Y A

that should be the essence gbodadvertising not always seen by an impulse reaction.

+ARS2933 G221 GKAa | &adlF3S o0Se2yR gokipaharging 2 FFSNE
advetisers for physically interacting with the video %dlthough only charging when a consumer
NEffta Ayd2 GKS FRZ Al RSYyASa 020K (GK2aS ¢gK2 | NB

offers no apparent solution for accidental rollovers or of thed® leave before completion of the

%9 Supranote 37

% Ramsey, GeofEngage Me3June 2005Available at:
https://www.imediaconnection.com/printpage/printpage.aspx?id=6043

% Supranote 60

2+ ARS2933 (NASa @0 Rehriary 2iDVailyeht: 3SY Sy
http://www.videoegg.com/press/adweek adframes
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entire video message. It is therefore equally unqualisda click, yet minimizing financial risk to the

advertiser.

Display advertising charges are generally based on a CPM (cost per mille/ thousand) model because

it is a different form of advertising to that seen in search from a consumer behaviour perspective,

therefore any interaction or click is going to only play a partial notion in terms of full advertising
effectivenesswhich has led some media owners to try qustify CPM value for online against print

exposure®’. When people visit any given website like BBC news, Facebook, etc. their motivation is

NI NSfeé (2 GAarid G2 LINDKFAS |y | RN NISHEIBeNISRR QL INE F
editorial @mntent or interaction with their communication servicget we continue to assume instant

consumer reactions to justify any valtfe.

This is dramatically different to when someone is searching on the search engines like Google where
consumers activel{p Sy 3 S §€kingk groduct or service. As such all display advertising, in

whatever location or media channel, needs to geatonsumersttention away from its

surroundingsand get the message across effectively, often within exceptionally small time$i@

from 70MPH on a motorway, to the speed of flicking through a page, or navigating content online.
Display advertising is typically utilised where brand building or reinforcement is crucial for the

advertiser or in an effort to reach audiences that etivise wouldn't have searched for the given

service via the search engines by highlighting something to them, often enhanced by the relevance

of the context of their environmenb 2 § A OAy 3 GKS oNIYR Ay | NBf SOyl
consumer to explar further, either immediately or a suitable time in the futuMarious studies,

ddzOK a At SNOSLIIA2YyQa WLYy(GSANI GA 2 p&ford & seeh> NB S|

on the company, product, or service that is the focus of the online di$plEixd Q

It is the notion ofseekingahard core quantitativenetric2 ¥ WSy 3 ASYSy 1 Q GKF G A&
ascertainas opposed to measure something deeply qualitatiihin the human psychelhe

problem arises with the assumptidhat a physical touclndicatestrue customer intent.

9y 3aAlF3SYSyi Ayard GRIESNGD EFNBYINRO 6S | NBP°IoNBRAY I {:
engagement is aore a qualitative feeling A G YI 1Sa AG YdzOK Y2NB RAFTTAOM

discussing onlinpresence. Without a clear definition, the trap we fall into in measuring

% Larson, Stephen/aluation of online display advertisingJune 2007. Available dtttp://www.our -
hometown.com/valuation.html

& Allen, LarryHow transparency might save display a#28.March 2009Available at:
http://www.imediaconnection.can/content/22522.asp

% iperceptions Search Engine Marketing and Online Display Advertising Integration Stagy2009.
Available athttp://www.iprospect.com/about/resarchstudy 2009 _searchanddisplay.htm

% Kaushik, Avinasiit 9 y 3+ 3SYSy (¢ ILEQD 20¥ Ochbeiond dable at:
http://www.kaushik.net/avinash/2007/10/engagemeris-not-a-metric-its-an-excuse.html
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Sy 3l 3 S Y Sofméthing zhdi & arddo action or something that will rarely improvelib#om-

line.®

There is a key differentiator between thénd of engagement andegreeof engagement. The latter
can be measured as a quantifiable wayg. what the user did; how, where, whdsutthis is

radically different tahe kind of engagemert whether apathetic or enlightenetbwards a brand;

the qualification of whictiays outsidethe realms of mere physical touch points aldfi@his is
imperative to hold in balance as we move forward to define new metrics, and realise the limits of
what the data is saying in terms of the degree of engagenpotentially it maydéad to questions

about measuring the Kind on Engagement (and to exploring qualitative measiires).

Digital agencies often point at floors in pafmakasurement of BARB for Television analysis or Gross
Rating Points (GRBRdlhered to by traditional medias an effective yardtick with which to masure
modern consumer behaviour. These metrics eited as gross assumptioaadout dated methods
GKIFIG KFE@S y2 0l ahi apedplyardindt Rist FaRsiixeda2odnd & singl&t&laviSion
screen, but now simultaneously wanlg across aultiplicity of media devices and where a
combination ofpassive/active activities ameow equallycommon place® However, exposure to
messages, especially when utilising multiple senses like aiglial, have seen impacts in a resulting

behaviour elsewhere; such as foofall in shops, where a consumer would buy a certain brand.

The basis is that | may not be looking for a new car now, may not be interacting with any adverts,

but am exposed to a plethora of messaging across mgthanelghat is shaping and influencing my

desire towards one brand over anoth@rK A & A& gKI & w20SNI | SandK OF f f &
how this impacts advertising. HedzY Y I NJ&A do@ énvolvemerit doesdot translate to low impact

c2dza i Y 2 Nvaspezivetl Widcould never build a brand through print because it is

predominantly a response medium, but Stella Artois turned this theory on its head when they built

their brand through print. Basically they took how to measure TV and applied sameistalysnt.

What they did was demonstrated that the last 50 years of advertising was quite possibly the wrong

greo LG 61 a 2yfte RAAO2OSNBR AY Hannamd 2KIFG GKS &f
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http://agoraplace.wordpress.com/2008/01/04/definingustomerengagement/

% Kaushik, AvinasiMeasuring Online Ergiement: What Role Does Web Analytics PR8/3anuary 2008.
Available athttp://www.kaushik.net/avinash/2008/01/measuringnline-engagementwhat-role-doesweb-
analyticsplay.html

OKarp, ScottEngagement Is a Euphemism For Measuring the ROI of Brand Advegi§inpber 2006.
Available athttp://publishing2.com/2006/10/03/engagemenis-a-euphemismfor-measuringthe-roi-of-
brand-advertising/
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take in the message, but any effect happens beeanf different part of brain takes it in, so this is

not as easily measured as once assurfted.

Colour/placement will have an effect; different creative's will have effect; different request upon the
consumerg to remember (brand) or perform action (respa)g but these effects may be relational

to where the consumer was at any given moment in time and therefore not as influenced directly by

GKS AYYSRAFOe 2F IROSNIA&GAY3TI a GNIRAGAZ2YIFE Y NJ
2F WIiKS XNMRRBYlI RBINIAaAaAYyIQ RAAOdzaaSa t2¢6 Aygz2ft @S
who are more emotionally than cognitively charged in terms of decision making. It is tapping in to

the realms of experience and emotion than knowledge that produces the greatpstcis, which

Lidzia WIyR y2g GKS A0ASYyOS o0AlGQ 2F GKS I RASNIL Ayl

consumer than previously thought.

Ken Kaess, CEO DDB Worldveilddoratesd F2f f 26 Ay 3 | SFiKQa (KS2NBEI Aya
people tell us diretly about a product ocommercial, nevtiechniques will need to focus on the
Sy2iA2ya yR aa20AlGA2ya™ oO0NIyR O02YYdzyAOl A2y

This is in addition to other factors like personal recommendation or appeal at seeing vehicle on the
road. At a poinbf decision to purchase nhayalready know the exact brand | will go for and at some
point that purchase can be tracked, and hopefully the numbers are increased as a result of any
financial outlay of exposure through medMatthew Roche, the former GenarManager of

Omniture suggest&iThe biggest concern that most branding folks have is that testing is too focused
on direct response approaches. They fear that the emphasis on closing the deal in a session kills the
longci SNY 6N} YRPAYy@SaldyYSyiloé

If this B the nature of display advertising in any form, the arguments for immediacy have to take

second place to th&ind of heart engagement ansubsequentlegreeof physical engagemenit.

A change in methodology
There is a lot of controversial discussion the view thru v click thru debaf®on driving
conversions, also known as pastpression or postlick. The concept of someone seeing then

arriving at a site within a designated time frame is argued is not as impactful as someone who

" Heath, R. 2001The Hidden Power of Advertsir2901.Admap Monographs

2Kaess, K. 200The Hidden Power of Advertisingw Attention Processing. 2004vailable at:
http://www.lowattentionprocessing.com/VCC%20Hidden%20Power%2014.4.02.html
®Roche, Matthew.Brand Testing Only the Htes Taste the Sam&4 January 200&\vailable at:
http://www.conversionchronicles.com/Brand_Testing Only the Holes Taste _the Same.html
“Donaldson, Den.[ SG Qa 3 Si# M&/YGED8ATBaRI®at:
http://deandonaldson.wordpress.com/2008/05/14/letgetengaged/

’® Information gleaned athttp:/justinhind.wordpress.com/2009/02/03/theeconomicsof-a-clickvs

impression/
’® Information gleaned athttp://bhhmarketing.blogspot.com/2008/03/viewhroughvs-clickthrough.html
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immediately clicks on aadvert. Either one, in terms of a qualified conversion, reveals a degree of
engagement of the consumer towards the brand. Yet with 2:1,000 clicks v 998:1,000 impressions,

can we truly argue that all 998 are wasted?

In many cases conversions of post inggien vs postlickcan be much higher than 4:1 in favour of

impression especially where the creative has higher impact afforded by rich média

ComScoréd 2 dz3 KU (2 Ay@SadANXKINIZD KgS (BISAdS NBLTIR2WAA S8 KA
to elaborate on how online display actually workiVith online display ads yielding clittkru rates

of less than 0.1 percenadvertisers can no longer rely on chitkus to gauge online ad

performance. Doing so fails to capé the impact ofdvertising impessions or viewthru ¢ on

attitude and future behavior, which are essential tmes in assessing the complateturn on an
iy@SaldyYSyild Ay 2sfatesEyad Ndufid) SMFicaré icy Président of Advertising

Solutions’®

The report discoverdtl & WNJ NBf & R2S& | LIzZNOKIF &S KIFLWSyYy Ay i
SELRA&ad:NBI yR S@Sy Y2 NBefindingsBdicates la 65%liift ilMsBedvidit i 2 T |
and 52% lift in searches after the first week of display ad exposure avii off to 46% lift in site

visit and 38% lift in search after a feweek timeframe, suggesting a strong latency affect of the

exposure From investigating displasffects on sales both on@ommerce sites and offline sales, the

latent results can exind to weeksalsa The results show a 42.1% lift in online sales and a 10.1% lift

in offline sales as a result of display exposiaired an even more dramatic effect when combined

with searchc 173% lift for online sales, and a 53% lift fostore sales?

Another aspect other than context is also reach and frequgineyhow many people hae seen a

creative and how many times theye been exposed to it. The desire is to optimize messaging based
on how many adverts showto generat the bestresponse even with an aside from any

behavioural targeting attributesVith this approach coming to light, it suggest more testing into the
formats, sizes and creative executions and the effects on site traffic, performed searches and online
and offline conversions.hEse are all a much deeper level of engagement to test against then

merely optimising against cligkru, as well as more pertinent at delivering a greater overall ROI.

other medium can offethis level of detailedeaktime analysis within a set campgi executiorf®

" Information gleaned at:
http://www.eyeblaster.com/Data/Uploads/ResaoeLibrary/Path%20to%20Conversion_2009.pdf

8 Fulgoni, GianHow Online Advertising Works: Whither The Click2cember 2008Available at:
http://www.comscore.com/Press Events/Presentations_Whitepapers/2008/How_Online_Advertising_Works_
Whither_The_Click
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If the responsesoughtis hiddenbeyond theclick¢ and seen as a combined effect of display and

searchg so equally we must widen this to incorporate all display acnosgiachannels The latest

TNS research is showing this is an activ@rdeamongst senior marketers, and indeed 67% of all

campaigns are now considered crassmnnel yet only 12% are being analysed as &uslever has

this been more of a concern then the advent of social media facilitating assyocommunication

dialogue béween consumers and brangdsither positive or negativeUnderstanding the nature of
O2yadzySNJ Wodzd 1 Q FyR AlGa& ledstsvith digplayiadverisign@ddeso NI y R |
not replaceit ¢S & LIS O A I Wordéof-nibuth/aBoit brédnds is lasdy driven by paid media ad¥

It would appearfoolish to assum@eople consumenediain silos the way the advertising industisy

currently split, and thiglivide often leadsto heated debate betweedigitalists and traditionalists.

Digital marketers arge for a fundamental shift in modern consuntezhaviourthat traditional

marketersare yettodzy RSNE G yYR® ¢NI RAGAZ2Y I ftAaGa g2dz R NBTdzi
area of concermg though becoming more masaediag but more powerfully that asseidns are

being made that are countentuitive to how people learand remember It comes down to

z z

FKSGKSNI WikKS RAy2a OFy SNy G(SOKy2t238 %I adSNI

PG JFyySa [A2YA HAandEZ YWindbded dodaniel féedbaci anddfetded Q S a Ol
by the rise of online content, suggests that the pervasiveness of digital creeping into all channels has
ensured thathere is now a complete blur across the entire media landscjgel Morris, CEO,

Aegis highligred the shift from 'bought media to owned media to earned medsg new model for

I 3SyOASa (2 o6FasS I NRdzyR O2yadzyYSNJ 22dz2NySead LG A3
content to networks of communication where consunmatworks are completgl centralCMorris

revealed research has showinK I (i Wc T4's onindare arSsulthleKpAsure to offline media

onktr 2F GKAOK NBadAdG Ay | OhGdzt alfSaoeQ

Thissentiment throughout Cannes wagshoedby Jonathan MildenhallVice President Global

Marketing Strategy and Creati@mmunications, Coe@ola who statedi K & FNRY KSNB 2y
need to see a lot of consolidation across traditional and digital agegei#$ocused eound

O2 y adzY S NISEhuMdid® anfd2 o f 5ANBOG2NI 2F . NIFYyR /2yySO
throw the silos off a cliff and seek to embrace a more holistic pastmiprthroughout media. We

Ydzai SYONI OS O%yadzYSNI O2yGSyiaQo

hQal iGavid Btiady CMOs Want More Cro€hannel Datal5 June 200%\vailable at:
http://www.mediapost.com/publications/?fa=Articles.showAtrticle&art aid=107860

8 Neff, JackFuture of advertising? Print, TV, online atislune 200%vailable at:
http://corporate.lexisnexis.com/news/marketing,prisdnline-marketing/cat3®003 doc984781490.html
% Supranote 25

¥l dzi K2 ND&a 26y yhatp/dlags.indddiacornackod. BomiBlogDetail.aspx?BloglD=740
8 Supranote 84
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Bridging hisdivide in understanding the challenge of companies like Dynamic Logic & Millward

Brown are addressingevealinghe need for optimizing a combination of communication channels

agdh yaid YIN)ySGAY3I 202SO0AJSa®RAY b2NBOSYHKSE(dRET &

combined effect of television, print and online media in shifting consumer brand perceptions.

GC2NJ SEFYLX ST 6KSy S@I f dz Ay 3 urlidaSsugfeatyprndzy S NI LJI

advertising alone may produce a greater effect in purchase intent than opportunity to see
three media. However, when building awareness, such as launching a new product line or
repositioning a brand, the combination of all three meskaibits the largest probability for
'y AYLINROSR | gfFPNBySaa YSI &dzNB ¢

The combination of being exposed to something, arousing interest, encouraging exploration,
investigating viability and strengthening desire to purchaset alone where the transaction
ultimately takes place will have a multitude of potential scenarios at best grouped together by

industry sector or demographic, but can never be calculated within a single touch point.

Experiential learning

The ability to build a brand works on the prism of the way humans stand to leadccording to

Lavidge and Steindr K SNB A& | LINRPOS&da o0& ¢ KdorButners mo@ndlNI A a Ay 3

do not switch from disinterested indduals toconvincedpurchasersn one instantaneous sp.
Ratherthey approach the ultimate purchase through a process or series of steps in which the actual
purchase is but the final thresho&dThey go on to illustrata process which portrays consumers
passing through a series of sequential phases starting from brandvertiing awareness

(cognitive stage), téavourabilityor preference (affective stage) and finally to actual purchase
(behaviouralstage)?” Kotler and Armstrong call thestages, 'Buyer readiness stag&Other

versions includ&®AGMARDefining Adveiising Goals for Measured Advertising Regdilgsd the

hierarchyof-effects modelAttention, Interest, Desire, andcfion model®

Within an advertising programmé&otler and Armstrong suggest thatavareas need to be
evaluatedithe ‘communicatim effect and 'the sales effect: They suggest the communication effect
would require a series of research tests, though the sale effect could be evaluated through sales

expenditure and other such company informatidieasuringcommunicatioreffectiveness in this

% Havlena, W., Kalluf, A., CardarelliBRilding Crosdedia Norms.March 2008 Available at:

http://www.dy namiclogic.com/na/research/whitepapers/docs/ESOMARO08 DL BuildingCrossMediaNorms.pdf
8 avidge, RJ, Steinef G.Aa! a2RSt 2F t NBRAOGA OGS alSl ad@YSyida 27
Available athttp://uts.cc.utexas.edu/~tecas/syllabi2/adv382jfall2002/readings/lavidg.pdf

% Kotler, P., Armstrong, ®rinciples of Marketingl996.Upper Saddle River: Prentice Hall, ind63464

% Coley, HDefining Advertisig Goals for Measured Advertising Resul@61. New York: Association of

National Advertisers.

% strong, E.KThe Psychology of Sellid@25.New YorkMcGrawHill
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case is to do with moving towards purchasing, not the counting of clicks or web page views.

YOFTFSOGADBSYSaa Yle KIFEGS Y2NB (2 R2 6A0GK GKS NBIF
advertisement promotes, thanthe RGS NI A a4 S% Sy i AdasSt FoQ

Frank Rosesees this communication effect from an advertising perspective as the art of storytelling.

He seeghe digital age has usurped the centuries of linear storytelling, into a 1mddia narrative

in a nonlinear fashion that expects you to participatgosi RS ZA O0Sad aG{ G2NARSa GKI
entertaining but immersive, that take you deeper than an htmmg TV drama or a twbhour movie
ora30aS02y R &Ll & Asmidsut boudfadids oriceddearly defined are beginning to blur,
0SG6SSy WaiR NBIIRASIYSNSS O2yidSyid YR YIENJSGAYy3IZT Af
This active participation is not actually new at all. When discussingatidnal philosophythe

learner's subjective experiendg of critical importance in thiearning process as opposed tret

mere learning of factssomething the American education reformaéwhn Dewegtated in 1938

a kere is an intimate and necessary relation between the processastoal experience and

S R dzO I *iThig gbghitive learning thepistems from Gestalt psyotogy and thenfluential work

in the twenties and thirtie®f Swiss developmental psychologist Jean Pjdgeiwn for his work

dGdzREAY I OKAf PRKNRY RBKY &RSUSEFERBRWO Sa l,addwhol  Of | aal

devised a model on how individls gather and organise information to make sense of their wérlds.

Deweyfelt traditional lectures meregl provided information buthe pupil must act upon the

information through experience prior to the acquisition of knowledgeS | NHdz2SR GKIF G w322
expeaiences motivate, encourage, and enable students to go on to have more valuable learning
experiences, whereas, poor experiences tend to lead towards a student closing off from potential
LI2aAGADBS SELISNRSyOSa Ay (KS FdzidzNBQod

With a note of caution echoedytKaushik, for those who wish to lock engagement into interaction,
585658Q4 (K2dAK(Ga 2y GKS ylGdNB 2F SELISMNGY OS 2 F1
by itself never constitutes experience. The concept of experience involves the aigelcing and

undergoing. When the individual experiences something, he both acts upon it and enjoys or

%2 philips, JenniferMeasuring the Effectiveness of Your Advertising Campa@Beptember 2008vailable

at: http://www.article sbase.com/marketin@rticles/measurineghe-effectivenessof-your-advertising

campaigrb564280.html

*Rose, Frankelcome to the Hyperdromdanuary 2009wvailable at:
http://www.deepmediaonline.com/deepmedia/welcom&-the-hyperdrome.html

9 Dewey, JohnExperience and Educatioh938/1997. New York. Simon and Schuster.

% Cully, Iris V. And Cully, Kendig B, éds. NLIS NDR& 9y Oé Of 2 LI S./BantFrakigc Haref & 3 A 2 dzad ¢
w2gd MpdpnI aPGd a[ SINYyAYI ¢KS2NBI¢é o0& [/ dwd 581 a0NF T L
% Supranote 94. Excerpt available at:
http://www.wilderdom.com/experiential/SummaryJohnDeweyExperienceEducation.html
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undergoes the consequences of it. The connection between these active and passive elements in

experience is the measure of the experiential vaffie.

As a resulDeweyproposed athrega i  3S Y2 RSt 2F W20aSNIwhishh 2y X (y29
attempts to put together what is observed and what is recalledgoertain togethewhat they
signify. The model processekso break aparaspecs of learning inorder to better understand,

test out, and make use of the main components by isolating each into a particular$tage.

LY mMdyns 5FFAR Y2to FStd GKFG I LISNA2ZR 2F NBFf §¢C
proposed a 4tage model¥ S E LIS NIMSSypTS 2O 2N wazRrSpart baded: oyf tetfather of

social psychology, Kurt Lewin (188apn T 0 | YR KA & WFASER (KS2NRBQ GKI
behaviour and group dynamics and their impact on an individual. An illustration of this is best

obda SNIBSR Ay (GKS [dzOF&a FAEY W{GFNJI 2 NBERQ® hoA &Iy
F2NODS 7T A St bktéquallBLule had ko inBugndestie fort®8Similarly learning through
experimentation is subject to external factors and influencegch concentric cycle of developing

contributing to the end goal.

Y 2 £ 6 Q& mdddand r@gl&ad materiald’ have influenced the work of many in thigfe-long

learning, development and education fieldsd sees a cyclical pattern of any learning paréiot

Ay @2t GDirerete Fxpdriend, followed by Reflective Observation, then the formation of
Abstract Conceptualizations before finally conducting Active Experimentation to test out the newly

developed principle§f?

The way of learning is illustraden the way children are encouraged to plyd explore their

environment to experience something using theiotor activity andmultiple senseg from sight of

bright colours and sound of squeaky noises, to feeling the surface of things and even thttiysg
intheirmouthsdt f @ A& &2 AYLRNIFYyGd LiIUYUa GKS gl & OKAfRI
states Kathleen Alfano, Ph,Director of Child Research at FistReice*® ¢From birth, parents must

choose toys and learning tools for their childit are fun and enjoyable to play with and that also

foster sensorial growth to ensureat® O2 YLIX S S RS 38sheinsstShed LINE OSaas

connection of these senses, combined with repetition assists is what constéstas ultimatéfeQ

% Taken fromhttp://www.cals.ncsu.edu/agexed/aee501/dewey.html

% |nformation gleanedt: http://wilderdom.com/experiential/elc/ExperientialLearningCycle.htm

190 | nformation gleaned athttp://wilderd om.com/theory/FieldTheory.html

1% Kolb, David AEXperience Based Learning Systems(HRLS) is a research and development company
devoted to advancement of the theory, research and practice of experiential learning.
http://www.learningfromexperience.com/

192 5ypranote 99

193 |nformation gleaned athttp://www.fisher-price.com/fp.aspx§t=661&e=expertdetails&expert=kathleen
1% |nformation gleaned attearning Through Sense3he Key To A Child's Developmblews Canada.
http://www .betterliving.co.nz/content/theFamily/babyandtoddler/learnirthroughsences.aspx
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in the memay in order to be able to recall associations for language developmant continues
AY I Y2NB ROl yOSR %2N) | a Kdz¥lyQa RS@St 2L

Eventhough atageselev¢tnr ¥ A F(G1SSy @SIFNBR Ay GKS y2GA2y 2F | LI
a hard shift for aleveloping young person. Touch is intrinsic to basic human leathifgkoemal W

operatiorQ &ail 3S Aa aSSy la | 02y Of dzaidS muddaz2LIYSy
young person ithen able to solve abstract problems logicafffAs Stardrd C Ericksen contends

WGKS Y2YSyld 2F AyadaNdzOdAz2ylf GNHziK 200dz2NB ¢KSy |
Lttt StasS A& | YSItya ™ ™iz GKS SyR 2F dzy RSNEGI yRA Yy 3d

Li Aa GKAA& an8yairsoherent $ffm8HseNdory padicpatiothat offers the most
insight into changing perceptions and behaviours of behalf of advertisers for their consumers to

learn of the product or service and likely to explore and remember it.

However just asKolb is not without many critiques who feel théiet subjective nature of learning

and the lack of evidence foneasuring the nortonscous development of psychmotor skillmay

result in false conclusions, and furthermarannothelp understand and explain change and new
experiences®so equally any engeementd KS+F NIié¢ YSGNAO 6S INB GNEBAyYy3

datain advertising must be subject to critiqd®.

Experiential branding

Y 2 f mo@eahpotentially has a basis that can be developed for analysing modern consumer life

cycles and how they relate tmkwledge, information and experience withdmlvertisingand equally

set out a framework fotesting the methods ofneasuringadvertising In this regard the fact there is

not so much a purchase funnel, but rathecasefor concentric circles contained #rein within an

overall lifecycle.The classic model of I (i Gcdlive@NE § Is Abgut shifting LISNE2 Y Q& & dzo
consciougognitive awarenesshroughsensoryinteractionto an emotional connectiothen seen in

a tangibleresponsethe ultimate desiredesponsebeing apurchase.

There are a couple aéxisting models currently used within advertisifidne first is often termedn

AIDA model (Awareness, IntereBesire, Actionjleveloped byElmo Lewign 1898 AIDA isvidely

accepted andased on the ide#hat people make choices consciously and deliberatedyvis

claimedthat advertising can move a product one step along the chalaNR dz3 K | WY N] SGAy

e.g. a single campaign caither grabattention for a new product; raise interest for an exnsf

% \woolfolk, Anita E. Education Psycholog‘gledl. Englewood Cliffs, New Jersey. Prentiadl. 1990, p. 47.
106 }4;

Ibid., p. 47.
197 Ericksen, Stanford Che Essence of Good Tieiag: Helping Students Learn and Remember What They
Learn.San Francisco. JossBgss. 1984, p. 6.
1% |nformation gleaned athttp:/reviewing.co.uk/research/experiential.learning.htm
109SJpra note66
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product; promote desire for a product; or motivate immediate action to purchase the product.

However, a single campaign cannot move a product through all four stages at a singl¥ time

DAGMARDefining Advertising Goals for Measured Advertising Rgsuits presented by Colley in

1961 which focuses on the states of mind a consumer goes thrarghing that the majority of our

choices unconsciouss opposed to the conscious AIDA vighis model is an attempt to explain

the effect of advertising on #largely unawargublic who due to external pressures continually fall

back through memory lapses andntinually fightingourchase resistancestarting with a promotion

mix the campaign successively moves the product through the stdgemwareness t@wareness,
comprehension, preference aranviction toaction**It is similar itheoryto+ I y OS t I O1 F NRQa&
1957 booKThe Hidden Persuadeabout media manipulationPackarguggestedhat advertisers

dza SR aY20dA@FGA2y I f NBaSdodéep psychologichl st&lied amigedS | £ & G 2

present their messages to us outside our awarert&ss.

Thereis stilla huge need foevidenceto addresamulti-sensory approach to brandiragross

FNI IYSYGSR YSRALF OKIyySta oS eésayiRs 'bembleYov@dds][ 2 I3A O 3
GKS 1AYR 2F O2YO0AYSR OF YLI ATYy WLISNEZ2YI Q RIGlF® a?
crossOKFyySt FyR GKS STFSOGa 2F || aay3atsS aaif2SRe
they are locked into an AIDA waytbinking so have a skew towards one of the conscious attributes,

be it brand awareness or direct response. It is therefore incredibly difficult to deweddl tests as

brands are often reluctant to do a single TV campaign, followed by a single onlipaiganfurther

followed by a combined campaign, and compare data for example. This is made more difficult with

the multi-disciplinary approach shown in online marketing from search to display to social media.

One attempt tounderstandthe effects of theeffectssingularly and plurallis by looking at one of

the natural senses in isolatioRaul JohnsoiRogers in discussions around audio branding, suggest

WI LILX ASR Ydza A OQ KI ta ¢ohteiNdhadiBiiité aziifudhidao raakch soldiezi S R

into mortal peril, to scare the living daylights out of film audiences, or to make theth@ry | A &

preliminary research into advertising jinglesveals that sonic branding alone is not enough for

LS2LX S G2 NBOFff WSELI OGQ witNihefrReigthe Butzdote 'Infelk S OF (532
Inside’ theme is more strongly associated with Microsoft than with Iiel argues, however that

WY ¥sic can certainly influence a customer's purchasing decisions while shopping. In ckeome|

"0strong, E. K. JFheories of Sellingournal of Applied Psycholagyol. 9, No. 11925.pp. 7586

1 Information gleaned fromhttp:/drypen.in/advertising/dagmardefiningadvertisinggoalsfor-measured
advertisingresults.html

"2packard, Vanc&he Hidden Persuadet957, reprinted in 1985. PocketBooks (MM)

113Supranote 86
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experiment, sales ofine were substantially affected by the playing of French and German music on

alternate day<>*

JohnsorRogers is touching onmemonis; S NA 3SR FNB Y ineBlaobDNBS] >A' >h
WNEB Y S Y ochittramCit@@rt of memory™Ly F2NBA Iy f Iy BrdamBrBoni& &F NY Ay 3.
I NBE dzaASR o6& odAfRAY3 | LIKNIasS Ay GKS £ SINYySNDRa vy
the linguistMichel Thomasaught students to remember thatstaris the Spanish word fdo beby

dzaAy3d GKS LKNHFFasS aidz2 68 F aidl NWDé

Another d the ancientsthe Chinese philosophe&onfuciug551-479 BCH} widely quoted in terms

of Experiential Learning Cycles such as those portrayed by Dewey and Kolb. Confucious is credited at
having said¢Tell me, and | will forget. Show me, and | may rarher. Involve me, and | will

understandé*!’

This mnemonics in terms of combing multiple senses is a key way for learning through experience.
Of the key natural senses, sight is considered the key sense, making up 75% of our basic learning.
Hearing is the s@nd largestontributor, with touch, taste and smell divided equally amongst the
remainirg graph **® Thevisual dominates and theombination of sight and sounddserwhelming,
however it isdivided amongexperts as to their overall effett, depending upn the task at hand

spatial or temporat®

What is known is that thblending and overlap of natural senses helps us learn and perceive our
surroundings better. Scientists from the University of Montreal recently demonstratedetbatrical
stimulation ofa body part (such as the leg) which normally would not be perceizedonlyfelt

whenit was simultaneously accompanied by a visual or auditory stghal.

GThe sense of touch, while important in itself, becomes a major learning factor when

combinedwithdk SNJ aSyasSad / KAf RNBY R2 y20 aa20AldSs

114JohnsomRogers, PauAudio Branding25 June 200%vailable athttp://the -

musictech.blogspot.com/2009/06/audibranding.htm|

5| iddell, H. G.; R. Scott (188m@itermediate Greefenglish LexicoOxford: Oxford University Press

18 |nformation gleaned athttp://en.wikipedia.org/wiki/Mnemonic

7 Supranote 99

8 Us Naval Education &alhing Command\avy Instructor ManualAugust 1992, p. 25. Available at:
http://www.mysdcc.sdccd.edu/NAVEDTRA%20134. pdf

Y strosslin, T., Krebser, C., Angelo Arleo, A., Gerstn&ZpwibiningMultimodal Sensory Input for Spatial
Learning January 2002. Lecture Notes in Computer Science. Vol. 2415/2002. SpringeABailnle at:
http://www.springerlink.com/content/883wg53aB30naut

120\vada, VY., Kitagawab, N., Noguchiahidiogvisual integration in temporal perceptiomternational Journal
of Psychophysiology, Vol. 50, Issue, October 2003, pAl17-124.Available at:
http://dx.doi.org/10.1016/S01678760(03)0012&1

21| ugo, J.EDoti, R.,Wittich, W. & Faubert J.Multisensory Integration: Central Processing Modifies Peripheral
SystemsOctober 2008Psychological Sciendexcerpt available at:
http://www.sciencedaily.com/releases/2008/11/081112194925.htm
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particular until they associate the word with their sense of touch. Through experience, we

become sensitive to temperature, pressumeg the overall feel of things#

Thisisaradicdll NBOSyid oNBIF]1 Féle& FNRY GKS WNBRdAZOGA2YAaA
of this century that saw that a complex system was nothing more than the sum of or interaction of

its individual partsThis view was popularized by Descartes whw theworld as mechanical, and

therefore able to be broken down into segmentdThisWdzy A Y2 Rl f Q sway#dMP | OK I f & 2

cognitiveneurophysiologcal research

Currentneurophysiologyand investigations intthe sensory part of the brairsuperior colliculuged

totKS Lldzof AOF GA2Y 2F W¢KS BainWNHehdle2Mereditia® is{ Sy asSaQ
considered to be the groundbreaking work in the moderidfigf multisensory integrationThdr

studiesshow howthe brain assembles information frothe different sensory modalitiessuch as

sight, sound and touchior instance in order to produce a coherent view of the external waalad

howthese areintegrated by the nervous systerm illustrating how sensory inputs convergthey in
partfocusontheWLINA Y OA LX S 2F G2GrftAdeQ GKIG Y20%8 o 01

A recent school of thought attacks the aglel concept of masmedia that still targets broad

customer groups with reach and frequency vehicles that compartmentalises rtieaieels or
siloed AIDA theorieg. KA &4 O2y OSLJi adlyRa Ay 2LJJkaAiritrazy G2 St
and is shift towards trying to take advertising out of a blanket scajter approach to a more

calculated and targeted modelthat is more foassed on customer intimaaybased around

W LIS NRA@ny $uggestion is to break away from campaigh 8 SR Y I N] SGAY 3 | N2 dzy R
4SS || Y2NB K2t AaGA0 Goy@ew! OKBRAAFARQAZXATA SRR GNP UH
relationships with a company or brand over time in order for marketers to reach them more

S i S O ("R THIS e in keeping with moderaurophysiologyhinking.

CNRY |y FROSNIAAAYI LEINBE2LEARSGWERDINGAhdSs bk estindRE (2 WN
that people retain only 10 percent of what they read, 20 percent of what they hear, and 30 percent

of what they seeThis for examplecould be argued is the level of primadio and outdoot

However by ombining senses for a multimodal approacttention can be increased. Wén

someone hears and sees, retention jumps to 50 pereeit this backs the argument for the power

of audiovisual medigsuch as television and cinenBy stimulating thinking and gaétg people to

utilize more of their senses, such as touch, retenttan beincreased to betwee@0and90

122
123

Supranote 118

Smith, Gerald lOn Reductionisn1994. Sewanee, Tennessdeailable at:
http://smith2.sewanee.edu/texts/Ecology/OnReductionism.html

124 stein, B. E.; Meredith, M. Ahe Merging of the Senseé&he MIT Press. January 1993. ISE?§ 5193310
2>Bradner, LisaRedizing The Lif€ycle Marketing Visiorl9 March 2006. Available at:
http://www.forrester.com/Research/Document/Excerpt/0,7211,41214,00.html
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percent!?® This suggesthat interactive and immersive media, from game playing to social media
and content creatioror interactive display media, WS NB |  dzaSNJ Ol y Wi 2 dzOKQ

in question has gpotential ability to uplift brand recall over other medand of significantinterest.

Thereforethe change imperceptionfor consumersoughtby branding carincreasewhen a user is

fully immersedwith the product explorationwhich can be enhanced in part by digital media and
certainly by a full media spectrummuch agransmedia storytelling®’ By the same token we cant

isolate metricssingularly neitherreduce themto a pureresponse baedaggregatedneasurement
F2NJ RAALI @ YSRALF (KlalJdADBEYAPA DR YRARGSEYViGR2)¥Y

is currently mistaken foin many casewhen discussing ROI.

Proposed Consumer Life -Cycle

With the visual aspects being dominant, we must breakll advertisingjncludingdigital
advertisinginto two separate componentsyhat theyusersees, then what the user doeShis
WESSAY3IQ A& Ay SaaSyoS gKFG YSGNROA fA1S Dwt
being exposed to a creative messdgEThis is beyond mere reach and frequency, as they alone
have no basis of value to the advertiser as offer neither a positive or negative correlation of the

exposuretowards actual intentk YR Y SA G KSNJigolatdn § KS WOt A 01 Q Ay

A proposed model for understanding | have begun to presented conferences in the UK and’the US
is illustrated inFigure 1 The process is based on the facidarn consumer behaviouncorporating

marketing and sales aspedssactually circulaand not a funnel at alllaking a fivestep notion of

byl

Wi g I N&ysHeraiiorevaluationpurchaseNB 1 Sy G A2y Q GKSNB FFNB | ydzyo S|

happening within this process, and in fact the overall process is in itself a circle within a continued
circular cycle (not specifically shown for simplicity of diagramiflich has been exasperated by the

digital consumershift.

Getting a potential customer's attention, teaching them what you have to offer, turning them into a
paying customer, and then keeyg them as a loyal customer whose satisfaction with the product or
service urges other customers to join the cy@s well as the potential ugell of associated or
enhanced products, e.g. upgrading an existing Apple iPhone to a newer model, or buydhgnmat

Gucci handbag for the Gucci shoes.

For the purpose of this document, | am going to reduce this down to a merely digital expéstire.

am takingthe premise that any exposute an adin anymediachanne) and the combination of

126
127
128
129

Supranote 118

Supranote 93

Information gleaned fromhttp://www.nielsen-online.com/blog/tag/grossating-point/

Luechtefeld, LWhy it's rot the click that counts28 May 2009. iMedia Connection coverage of Dean
Donaldson, Eyeblastefvailable athttp://www.imediaconnection.com/summits/coverage/23189.asp
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such over a numberfdrequencieswill generallypush a consumer throughsamilarcycle of

behaviorelj dz £ f &8 dzy RSNAGFYRAY3I GKI G SELR&AdZNBE m2 | ROSN
this overall regard a Gestagisychologicatheory of totalityand multimodaineurophysiologycan be

called umn asreferencemoded> | & ¢St f Fa Y2t 0Qa dzy Remiduall yRAY 3

learning in orderto move beyond a more simplistic AIDA funnel for advertising.

= - :
xpensive Points of measurement?

Technology insertions?

Display Advertising

Dwell Time

‘@\ Rich Media / Standard Display
é@ Video InBanner / InStream
<& InGame

Microsite Advertising

In situ on site within Banner
External link by Click

Brand Advocacy

Retargeting of user to up-sell <
Encourage recommendation CPC / CPE o
via Widgets S
7]
CPA/ROI ’ .
Search Advertising
Independent Research
. Rating Mechanisms
Commitment Process
In situ on site within Banner
Client site / Reseller Site
Offline in-Store
eyeblaster

Figure 1¢ Modern Consumer Life Cycle

If consumes ae seeing ads, what do they ddb they click, maybe butighlydoubtful. Do they
interact, quite possiblythough a small yet significant percentad@®es it prompt them to searéh
More than likelyg andcontinue to do so until opinions are formed.héfe do they convert; on

client sitedirector onan affiliate such asBay or Amazon or i bricksand-mortar store?l do nd
think digital behavior should be any different from traditional behavior and the value of brand to
inquiry to purchase can be reprasted as display to search to conversianross media channels

(e.g. PC to Laptop, Outdoor to Mobif@without the necessary need ofdisplayclick.

¥OTNS / Eyllaster Research studyhe Digital HorizanJune 2009Available at:
http://www.eyeblaster.com/Forms/EB_Research/form.html
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Key steps in this model:

AwarenessDisplay advertising in any media channel is there to raise the isitéatongside PR).
This is bringing something into the conscious mind of the consumer, and needs repetition of
exposure for key toucipoints or sounebites to form. It also requires time. It also overlaps with
exposure to the product (product in store/can road for examplg. Themultiplicity of exposure in
different forms and guises, with a single consistent teatiows the consumer tfind mental\geg$2

to hang the following stages on. It is focussed on impact and desire.

¢ Modern PR 2.0 is in the fornf online referralc we will get to that. Except multiple forms of
product/brand exposure.

e Click imotrelevant here. Need to look at did they see, how many times and for how long?

Consideration:This could happen by form of exploration within the advtself, or any interactive
device,or externally ont Yy | R @S Nlinhders piddldct literatdr& The consumer is beginning
to form a conscious opinion at this stage by discovering features and applying their relevance to

their lifestyle.

e Only at thisstage is click relevanbut secondary to interaction. Thbecause the isa
conscious decision to move forward with investigating.
¢ Click may not be an immediate decision, but something that develops over time. Information
is ingestedand thenplaced pon'Peg) F2 NX¥AYSI2 ¥ FQad YAYR® ¢KS& NB)

parts of certain attributeg such as product nameand that is what they search for.

Evaluation! O2y adzYSNJ ySSRa (2 (GF1S AYyF2NXYIGA2Y FTNRY Y
features/benefitsand will look to peerss a trusted source of informatioor seek outindependent
reviewsthrough consumer blogs and comparison sites, (started by Amazon). Only upon a successful

completion of this process, which is circular in itself, is a consumey teamhove forward.

e The key point to note is that display / search represent a-tmay conversation between
advertiser and consumend offers a potential targeting aspect currently not being
implemented.

e ¢CKS O2y@SNEIGAZ2Y 0l aSitafd foiRidizydees itcdntedniell2 y & & dzOK
Questions that culd be answered in part by the relevant dispky in key placements to

enforce a confidence against the consumer content seeking to answer these questions.

PurchaseThe ultimate key moment and tandémeasurementFor many advertisenelatively

little may be actuallyoldonline, and if so majoritgf transactions may happen e¢sellers.For

SEFYLX S5 dzyfA1Stée (2 LHNOKI&S tlyiSyS &aKlyYLR2 2y
resellers as oppsed to SonyStyle.
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e Any corversions not happening direct on client site nahsimply be overlooéd, asthe
previous stepare all stilldriving to this poinbf tangability.Doing so skews ROI data.
e TVdisplay mediaan drive online purchagghrough searcland investigation)Online can
drive offline purchase, for exampt&:
Retention: This isvhere the funnel model is broken. A key aspect of any brand in establitgng
consumeras an advocate; partly for thetn be upsold and remain brand loyal and pagrfor them
to influence heir peersg whether on a personal level between frienalsd family using David
Beckhanendorsing GilletteordzA Ay 3 | G NHzAGSR &2 dzNOS adz0K | a WwWyz2s

the advocacy is influencing the awarenessdaend cannot be separated, such as a funnel suggests.

e Firstlythere is aword-of-mouth recommenadtion to friends especially if price or quality is
an issue.

e Secondlythey are now feeding back into tHEonsideratiolfaspects as people give product
feedback to searcherswhich are seen as valuable independent opinion.

Value proposition:

¢ Display media is the most expensive and least accurately accountable of media currently.

e This wordof-mouth is the most cosgffective aspect, but also most diffit to manage and
Fyrtel Sz fadK2dAK F Gd4SYLI a, sidh as thasSoffefddRYS  § K N2 dz
Nielsen>

e Clicks are more natural in active investigation rathentin mere awarenesstherefore
search over display.

¢ New ways of measuring displaye theefore neededo reveal whether a consumer has
Wy2iA0OSRQ (KS FTROSNI 6AGKAY GKS SELR&dINB &

postview, search, etc.

It is against this backdrop of multiplicity of exposures and resulting responses, against th
unconscious/subconscious, passive/aciveew metric can be explored at the point of moving
beyond the visual to a combine a multisensory participation with the brand and this is centred

arounddtimes; the number of times and the amount of time.

3L Supranote 84

132 Eor informaton seehttp://www.nielsen-online.com/products.jsp?section=pro_buzz
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Dwell Time

The rise of Dwell Time

52d0t S/ A0l YI{S5a NBFSNBYyOS (2 WeAYS™SamdSydQ Ay

according to published researétllowing a change in its counting methodology in 20@&kes
NEFSNBYyOS (2 a! @Shalveles it is uyidieSr Mg twhdattenit is@dunii®yXiénon
interacted ads within this average, drastically skewing the restfiE&his is actually true of all ad
serving vendorsEyeblaster had several time based metrics; Ad duratithe time an ad is on
screen, Interaction Time measured as continuous physical mousevement, Video Duration

length of time video was played, Panel Duratipiength of time an expandable panel is opén.

The nonability to suitably compare all display adverts, irrespecti’éhe content contained therein,
i.e. video or expansions against nexpanding formats, proved problemati&d duration and the
resulting time of exposure said nothing of any user connection with the media, and to this day

remains difficult as it is neampossible to specify which ad formats appear above or below the

g

WF2f RQZI A0S FTrald aONBSy RA & Linovidg madsh, 3ust ad @hend ONE £ f

watching video, ensures a ngapresentative view of total time of ad engagement.

For all these issues with online display, there is currently no in situation measurement per ad

exposure in any other display media, whether press, outdoor or televisiating back on panel

groups2 KSGKSNJ a2YS2yS Wwal ¢6Q (K Sequiréh@BilNdispldy médiay 2

previously. | expect thison-accountability tochangeas greater ROI is sought.

In discussions with media and creative agency personnel dthm§ummer 02006,0ne of the
metricsthat came to light in discussions about va#ie evaluation beyond the click, was centred

around time. The number of visitors, how long they spent per page and in total, as well as the

journey with the site. It was this basis of breaking what did the consumer see, and then what did
theydo.ltwasa2 | aAaKAFTG (2 LIXFOAYy3a GKS O2yadzYSNI Ay

ass:

0K

KAGQ 2N AGa 2ytAYyS FTROSNIAaAAY A O2dzy GeBnibd NI Z A Y LIN

measurement; how many times and the length of time a consumer was exposethessage/as
discussed with David Homp@&youp MediaDirector, Isobar The termDwell Timewvas referencedn

relation to the amount of time a user would dwell, or remain, on a site oriwdh ad unit.

133 Story, LouiseForgive Me, Viewer, for | Have Confessed in a BanneQNgebruary 200Available at:

http://www.nytimes.com/2007/02/10/business/10doubleclick.html

13 Supranote 37

135 Example data benchmarks available at:
http://www.eyeblaster.com/Data/Uploads/ResourceLibrary/NA Q307 Q208 benchmarks.pdf
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Internal discussions at Eyeblaster between theeesh Analysis and Product teams came to bear
based on finding a more suitable cross media metric for display, especially for global advertisers,
who were struggling to compare media across a plethora of publisher environments around the

globethat were geting a variety of results across multiple creativés

Q‘d . Ad duration Intera}ction ldnL}ferl?i?)trzon P_anels S?emsd panell panell rate panel'l gﬁ?a?tli](-)n
uration |rate duration rate Viewed rate duration rate
49 0.0007 3 0 5188 0.0752 7497 0.1086 20 0.0003
49 0.0007 B 0 5188 0.0752 7497 0.1086 20 0.0003
54 0.0028 3 0.0002 2402 0.1238 3678 0.1896 19 0.001
52 0.009 2 0.0003 733 0.1263 1156 0.1991 17 0.0029
54 0.004 3 0.0002 1669 0.1227 2522 0.1855 20 0.0015
50 0.0112 3 0.0007 541 0.1212 788 0.1765 29 0.0065
54 1.5 7 0.1944 16 0.4444 25 0.6944 124 3.4444
50 0.0113 3 0.0007 525 0.1185 763 0.1723 24 0.0054
50 0.0112 3 0.0007 541 0.1212 788 0.1765 29 0.0065
54 0.9167 7 0.1111 16 0.4444 25 0.6944 124 0.2222
50 0.9153 3 0.0271 525 0.1185 763 0.1723 24 0.0377

Figure2 ¢ Historic Campaign Data revealling floors in Interaction measurement

InFigure 2the questionoNB f A2y aKAL) 60SUG6S QY I YISY (I &HNEINDRI A 2 y Q5 dz!
5dz2NI GA2YyQ NBGSEFta G662 | ytBeekpansidh pahel is opén lohdeMNEani I | y C
the total time interacting with the ad when rolling out of a panel would close the ad and stop the

timer. Secondly(blue)that someone is interacting with an ad longer than arisadctually on a

page. Both of with are seemingly impossible, and suggest discrediting the data, and thereby prove

Al RAFFAOMA G G2 YSIadaNBE Ydz GALX S ONBIGIAGSQad

The data is accurate, since these average numbers (not totals) per dandthe results are

02y a A iR&OIBLIQF&F emmple on acertain day there were 100 impressions for an &le

duration of 90 of these impressions was around 10 seconds per each, while none of these 90 users
rolled-over to see the panellhe duration of 10 of these impressions was around 60 secogds p

each, while all these users also sth& panel for 40 secondd.he total calculation of the duration

parameters for that day would be the following:

e Ad Duration: (90*10 + 10*60)/100 = 15

e PanelDuration: (10*40)/10 = 40

PanelDuration offered the most easonable basis faP&ell TimeQ® Ly &LISOATFTAO O2YLRY
creative, these were averages based only on the number of times the panel wasaralléat how
long it remained open, as opposed to basing the number against the total number of impressions,

i.e. it was shifting towards grouped consumer behaviour as opposed to ethereal impression values.

1% |nformation based on internal Eyeblaster email threads prior to September 2006.
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Methodology
Ly G(GKS LINB@A2dza Sljdzr GA2y 3> shipoitShe 90Vekipdel ddd dil5 6 St £ ¢ A
not interactandleave thel0%that did interact.This wouldin turn would give; the amber of

impressions that were touched (Dwell Rate), andrfow long(Dwell Time).

G2 KSGKSNJ I Y2dzaS 4uoO2yaidlyidted vy2@Sa 20SNI | o
user physically engaged with a piece ofatinee, irrespective of whether they clicked through

or not¢ especially as clicks are in decli@ar Interaction rates are creative dependant on

number of user action points, and vary wildlg,we have no way of judging overall

campaign success. Hence meed Dwell Timei.e. from mousever to mouseoff advert

irrespective of format thel Ol dzt €t GAYS | dza8NJ Ay G SNI Ola 640K

The data also had to bmncatenatedacross all possible interaction points; multiple panels, videos,

games or simple amiations. If a mousevent triggered a video, but the moustopped whilst

watching the video, the timer needed to keep running until the user is finished engaging. If a user

rolled-out of a creative, then rengages with the advert, the timer needed to tastarted. If a user

NEffSR GKNRBAAK |y IR I OOARSydGlrftftes GKS GAYSNI Ydz
O02YYSyOAy3 G4KS GAYSNW hyteé AT Fff O2yRAGAZ2Yya SEA

consumer behaviour against any particularatiee piece.

Due to scheduling implications for a change to the overall ad serving system, as well as needing

conclusive test data to justify validityldA £ 2 G a5 ¢ St t ¢ fovcBriaiNda@paigrs,anosi NK | £ £ ¢
notably a Toshiba campaign created bwtShi Interactive, running across Yahoo! Globally. Originally

Al o6l a olFlaSR 2y I GAYSNI T dzy Otienamper of betdads & Mdusel R G K |
is over the ad regardless of whether the mouse is stillondt L (0 & attdching anyhtSractod

to a transparent button thatvasover the creativewith start and end functions and added to all

assetamaking up arad. By adding all times together we were ablegit a cumulative number of

the time a mouse was above the &8.

A similar trialvas set in place for a global Phillips campaigming across MShit the request of
David Hompe, Isobar who had first expressed interest in the proposed metric. Debriefing from the
creative agency, TribalDDB, contested as to the additional time a misuseaiion of the timer took,
especially when multiplied against multiple ads required for a global #indfiial campaigh® The
Dwell Time metric had proven successful, however, and showed its value siay 2007 was

proposed to enter the Product develogent cycle to be implemented across all campaigns.

137
138
139

Email exchange between De®onaldson and Gal Triffon, CEO, Eyeblaster. 19 September, 2006.

Notes from technical production of Toshiba ads, January 2007.

Email exchange between Dean Donaldson and Nick Clements, Head of Advertising Development, Tribal
DDB. 26 March 2007.
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The nature of software development from defining enhancements, to scheduling programming and

roll-out ensured the metric went into sefelease of BETA in February 2008. The purpose of the soft

release waso begin to collect data and test the robustness of the proposed metric across all
campaigndefore offering 2 3If 20t Of ASytdad CNRBY AYLI SYSydl dAz2
campaigns to run their course and analyse data is in itself a lengthygsd8g June 2008 we had

run several billion impressions across hundreds of campaigns anolunditlst global datesets back

to analyse'*
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60 61
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; 40
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Figure 3 Dwell Time Data per Format Figure 4c Dwell Time Data per Day of Week

In Figure 3we found that incomparison of ad format sizes, ads that appeared on desktop

significantly outperform those that appear within a web page. This is to do with the amount of time

an instant messenger application is open to the user compared to the length of time a user is on

web page. The resulting action initially suggests that a longer ad exposure is more likely to get
a2YS2yS (2 AYUSNI OO0 6AGK Iy R® 1 26S0OSNI 1KS Wy dzy
Figure 4shows a tersecond higher lift during weettays(company time) then on weekends

(personal time). However, in missing hourly data it is difficult to prove this summarise. What the

data clearly points to, is that of those who have chosen to engage with a creative piece, they are

doing so for significantllonger then the duration of an actual 30 second TV smitiuble in factg
anaverageofon¥ Ay dziS F OGA GBS AyGSNI OGAzy GAYSET SELX 2NAY
express the value of this connection, we need to break out the video compongtiits ads from

non-video ads.

The apparent significant increase of Dwell Tower Interaction ime (compareFigures 3and4 (60
secsy AL Ay aid 5 ntaadtich Tind(MDisersjor éxamplg™* isthat Dwell Time is only
focussed onthe numberofiMpS a a8 A2y a GKI G | NB | OlGdzr tfe& G2dzOKSR

touch-point and isolated from the remaining impressions that have no such tangibility. Although we

“OFirstbwell Time data set analysis, shown as grouped global data in Figures 3 and 4. Available as a download

from: http://www.eyeblaster.com/Content.aspx?page=resource&id=45
1t Supranote 38

Dean Donaldson [4177299]
Page |36


http://www.eyeblaster.com/Content.aspx?page=resource&id=45

accept that visual stimuli is a powerful emotive connector inghperior colliculu$*and has an
intrinsic value in brand recognitiothe value of which can only be ascertained as a result of
branding surveys or in terms of pegew, i.e. an appearance of the viewer of the ad upon an
I ROSNIA&ASNRaE 6S04A0GSd IgdtoaldérBpariddn Sité, Sudh a8 iIOlBsR S a (2 3
when analysed in silos. This is the conceptof Ditel | G G SYLIG G2 FaOSNIFAY RAF
advert in a scalable singeéS G NA OX ANNBALISOGAGS 2F gKIThe 1 KSe WR?2

nearest metre that is currently measurable in isolation is by a physical interaction.

Results

The preliminary research had demonstrated the robustness of the offeaimg) the metric was
released to the global users of the Eyeblaster system in September 2@@8ondry study was
scheduled to rurirom this moment over a simonth period, appreciating that quarterly figures may
be skewed by particular events, such as ChristiAlswing the data to run to the end of Q2 2009,
data was gathered in April and begun to bebysed in order to discover various aspects of Dwell
Time and how it relates to Clickehis research uses isolated data from a sample sizebdillion

rich media impressionspanningall formats and global regiong/here a sukset of the data was

utilized, it is highlighted as such.

Definition

56Stt ¢AYS I & | th&eveFage/nuribsrdisecdnds use Bitgntidnally spend
engaging with an online ad® The metric sums up the following user actions: Amount of time the
mouse was over an adserinitiated video duration, usemitiated expansion duration, and any

other userinitiated custom Interaction duratiogf
It is broken down into two key metrics;

o Dwell Ratethe cumulative instances of when a user interacts with the ad divided bederv
impressions.

o Dwell Duration:the time the users intentionally spends with the creative per exposlite
takes into account all instances were a user engages with the ad per exposure, measured in

the total number of seconds, discounting the exposurex tire not engaged with.

Key Highlights
Considering all formats, the average duration across all regions and vertisal88semndswith a

rate 0f8.71%.

142
143
144

Supranote 124
Unintentional dwell instances, lasting less than one second, are excluded.
Dwell Time is currently going through a Patent Process via Eyebtalstéan named as one of iaators
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This is saying that of all ad impressions ser@etil%of ad impressions are interacted with anfl
those that are; they are being played with for an averagg308seconds. This is practically double

the length of time of the average TV spot.
Breaking down those creative executions that mayay not include video

e With Videoc duration is71.51secwith a rate 0f10.04%
¢ No video adsg, duration is37.37secwith rate of7.65%

In essence video ®oth powerful at drawing people into an ad unit and as a regulctically
doublesthe length of duration the average user will tangibiteract withany given ad. This hereby

shows that the average user is choosing to actively engage with a 30 second video clip in banners.

Breakdown of distribution of adverts over time

18.00%
16.00%
14.00%
12.00%
10.00%
8.00%
6.00%
4.00%
2.00%
0.00%

Served Impressions
out of Total

September
October
November
December
January
February
March

2008 2009

Breakdown of distribution across ad unit sizes

2% 1%, 1%

o,
v 2%

1%

®300x250" 728x90 ®234x60 ®160x600" 180x150m 120x600
Floating m468x60 = 300x600m336x280m Other

When we look at the breakdown ath media by ad unit, what we discover is:

o Nearly half of all ad48% are theectangleformat with majority of those being 300x250
format.

o A fifth of ads are horizontal banners, with lafg@nners(728x90) making up 20% and only
1% now being the old baen format (468x60)
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e Vertical Skyscrapers make up 7%, with majority of those now being the 160x600 format.
e 16% of all ads now served are within Desktop Messenger software (i.e. nehrawber

based formats)

How is Dwell distributed?
In order to fully undestand the impact of Dwell Time we must firstly compare the relationship

between Dwell Time and its bearing on CTR across formats.

Distribution of Dwell across the ten most popular ad unit sizes
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Dwell Duration Dwell Rate CTR

Looking atboth Rate andDuration, the top performing formts are;

e Desktop formats;
0 180x150¢ mostly MSN Messenger Todaigh rate, hi duratioryet average clicks
0 234x60¢ the halfbanner in MSN Messengethigh rate, high duratiomndhigh
clicks.
e Browserbased formats;
0 300x250¢ the rectangle MPU)¢ high rae, high duration & average clicks
0 728x90¢ the banners; averag duration, average rate & averagiicks
o0 120x600, 160x600, 300x6@Qahe skyscrapersg lowest duration time, low
interactions until wide (300format andlow clicks
0 468x 60 and 120x60 two grnal banner/skgcrapersizesg both achieving the

lowest CTRbut the banner is achieving a Dwell Rate andrage in length of time
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All formats are achieving longer engagement timieein the average 30 sec TV spot.

Dwell Duration is not necessarily edung to shift in CTR, i.e. if someone plays with an ad longer
they are not necessarily going to citkkK Ntz Y2 NBX AYRAOFGAy3a (KSe& KI @S

answers they need.

The Dwell Rate and CTR do have a level of consistency, i.e. the number ofvlemplegage with

an advert is relational to the cliekbility, and is to do with the size/location of the advert on the

page.
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In grouping the ad formats together we sseme other startling realities;

Firstly, that around 10% of all ads are interactedwgbmpared to less than 04 clicked onBased
on 1,000 ad impressions served, this means less than 3 ads are clicked on vs. around 100 ads are
being played with.This means you are 20x more likely to have a brand experience on a publisher

site, thenong | RGSNIAESNRA YAONRAAGSO®

Secondlydesktop ads are outperforming all browskased ads, showing 12% (150% increase over
browserbased formats ads) in Dwell Rate and &200second increase in Dwell duration. This is
generally to do with the length of tinthe user is exposed to the ad, i.e. they are there exposed to
the advert for longer (potentially all day) complemented by the potential do&al of the software

on machine restart. It is both increases likelihood to interact with and spend time withrtel.

This is balanced against adverts contained within a browser, say on a homepage, where the
likelihood is the user would normally be there for a few seconds before leaving the page. A

comparison could be drawn in terms of standing around a bus\&togus driving past a billboard in
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terms of potential exposure time. However, once a consumer is engaged, they will spend a great

amount of time exploring a brangnot just 30 seconds passively receiving a message like television.

Floating ad reveals a rasive 30% Dwell Rate. This is another interesting anoffiaéyoriginal

concept of a floating ad was to serve well at getting the eye away from page content, intrusively into
the ad space, and then allow users play around with the ad. Due to it beingd@ayematically

when least expectethere is a high Dwell Ratind ultimatelyhigh clickthru. A criticism that

resulted into shying away from the format has always been maintained of the annoyance and
accidental interactions/click&€urrently onlyseeingl% of impressions use this ad media buyers

have feared adverse brand impact

Dwell Time radically reverses this thinking. Evidence shows these ads are being interacted with for 6
seconds;’so thisindicates that Floating ads are indeeg@@sitiveshort-form interaction format!

This is a startling reality that flies in the face of previous thinking of clicking incearat hereby

revealing an intrinsic value of Dwell Tinkdoating ads show 6 seconds of Dwell Duration revealing
usersare playing withthisformat. If floating ads are having a negative brand effect, we would see

zero dwell duration, indicating that floating ads are indeed a positive shant interaction format.
Although they make up a relatively small amount of all ad impressiong;ribevdata reveals a

potential need for a resurgence of this format, especially in the guise of a fleatpandable

advert. This new dat@nce again offers confidence to utilize some of this potential @mslire

positivitythrough better creativity.

When is Dwell distributed?

Are there any seasonal variations on Dwell Timeelation toCTR and what about daarting?

Distribution of Dwell per month
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> The muration in time is limited becausgenerally these ads are designed todrescreen for minimum

amountg they are shorfform adverts, generally no more than 15 secs content aswhllyaround 7 seconds.

Dean Donaldson [4177299]
Page |41



In looking at the data across the months since been tracking Dwell Time, we are seeing CTR at the
highestaround November indicating a response aspect prior to Christmas and the holiday season.
However it is posholiday in January we are seeing a jump in a number of users wishing to engage
with a brand. Currently October seems to be pulling in the longest people are prepared to

explorea brand and December the least.

Resolution by Day Part
The data used here is taken from a three month sample size to end of 2008, spanning NA region EST

time zone onlyThe datahereis just focusing on browsdrased ad famats.

Dwell iate isat its highest inthe morning peaking at 10am, when people are prepared to interact,
but for not as long as they are lminchtime when they generally play witdsfor longerg a lift of
nearly 2% and 5 seconds in tinteterestirgly,we are seeing a spike ftite insomniacsvho are

quite happy toplay around fotonget

If we look at a Dayarted Dwell Time, (i.e. by hours in a day) in comparisotidckgdesearch
indicates what consumers are doing anden.; a A y 8ightedD¥ulI¢ to bring the figures in

comparison to Clicks (i.the combination of Dwell Rate and Dwell Duration measured against each
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