


DIGITAL MEASUREMENT: FERRARI or Geely?  
Thoughts for Internet World
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Because:

1.Simplicity in complex world

2.Inspirational

3.TradigitalΧΦŀ ŎƻƳōƻ ƻŦ ƻƭŘ 

and new

4

If digital measurement were a car, what car 
would it be?

WHY HYBRID?
ά¢w!5LDL¢![έWhat are you doing?

LΩƳ Ϫ Іiwexpo: tradigital
ΧΦƎǊŜŀǘΧŀ ƴŜǿ ōǳȊȊǿƻǊŘΗ  
What are you trying to say?
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HYBRID brought together gas and electric 
engines



TradigitalΧ ŀƴŘ {ƛƳǇƭƛŎƛǘȅ



10 Questions on 
Digital Effectiveness



1999: Writing On Wall: Effectiveness Questioned

-The Wall Street Journal, Feb 24, 1999

WHEN I STARTED in 1999

ά¢ƻǳƎƘ ¢ƻ aŜŀǎǳǊŜ hƴƭƛƴŜ !Řǎ 9ŦŦŜŎǘƛǾŜƴŜǎǎέ 

LǘΩǎ ŎƻƳǇƭŜȄ ǘƻ ƳŜŀǎǳǊŜ ǘƘŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ



Online spending increased dramatically since then
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Source: IAB Internet Advertising Revenue Report 2009 Second-Quarter and First Six Months Results



²ƘƛƭŜ ƳŜŀǎǳǊŜƳŜƴǘ ŘƛŘƴΩǘ ǎŜŜƳ ǘƻ ŜǾƻƭǾŜΣ ƴŜŜŘ ǘƻ
MEASURE the marketing value of unclickedad

99%

ά5ƛǊŜŎǘ-ǊŜǎǇƻƴǎŜέ

Click-through  measures 
this

ά.ǊŀƴŘƛƴƎέ 
measures this

1%



Why is Digital important? 
Because it can trigger action online?

The long-term impact of online 
marketing



ϥbƻǘ ŀōƻǳǘ ǿƘŀǘ ǇŜƻǇƭŜ ōǳȅΧ

Χ ōǳǘ ǿƘŀǘ ǇŜƻǇƭŜ ōǳȅ ƛƴǘƻϥ 

²ƻǊƭŘΩǎ ōŜǎǘ ōǊŀƴŘ-builders are built on ideals
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Å Airlines +93%

Å IT Hardware +48%

Å IT Software +45%

Å Credit card providers +33%

Å Fragrances +29%

Å Apparel Women +27%

Å Body care +22%

Å Apparel Men +20%

Å Cars +17%

Å Spirits +16%

Å Face care +14%

Digital consumers have stronger brand relationships in ALL 
categories; particularly true for airlines but still stronger for haircare

Brand Relationship (digital consumers vs. others)

ω Beers (young) +12%

ω Fast Food +12%

ω Credit card networks +10%

ω Mobile phone handsets +9%

ω Mineral water +9%

ω Banking +9%

ω Insurance +8%

ω Hair Care +8%

ω Grocery stores +7%

ω Telecoms mobile +6%

ω Soft drinks +5%

ω Motor fuel +5%

What we know from Brand Equity study



Digital consumers in China -[ŜǾƛΩǎ ŜƴƧƻȅŜŘ ƭŀǊƎŜǎǘ Digital 
difference among male apparel consumers

Digital Brand Relationship Difference 
(DBRD)
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Sevenwolves

Jeans West

Nike

Li Ning

Semir

MetersBonwe

Shops Own Label

Bossini

Reebok

Adidas

Baleno

Giordano

Mizuno

Converse

Puma

Levi's

Advantage %
Digital Non

Global norm: +3
Global m/apparel norm:+4
China norm: +1
China m/apparel norm:+2

16 7

30 21

21 15

12 7

41 36

34 30

65 62

18 14

17 16

4 4

35 35

16 16

57 58

63 64

25 27

31 33

Base:  (249)   (1135)



We work for tradigital clients



2002 2004 2006 2008 2010f

% Share of Media 
(China)

61.1% 

21.1% 
16.8% 

1.0% 

61.8% 

10.1% 
11.3% 
14.7% 

2002 2010f

TV

Print

Outdoor

Digital

Source: This Year, Next Year - Worldwide media and marketing forecasts, by GroupM, summer 2009

Budgets are going digital, but most still traditional
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Think tradigitalmedia consumption and dayparts

Radio

Newspapers

Internet TV

Magazines
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Research needs to do more than digital

Measuringbrands and trends

Measuring TV, print, digital, mobile

Measuring promotions 

Measuring PR and social media

Measuring retail and sales

NOT 
ENOUGH

NEED

Demos 
Reach 
Brand 
Behaviour

ά¢ǊŀŘƛƎƛǘŀƭέ ŘŜŎƛǎƛƻƴ ǎǳǇǇƻǊǘ

Creative 
Targeting

Validation

System that links them

Interplay between siloed metrics

Valid and faster

Deep Global

Dashboards
Story-tellers
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CRM STAGE

LOYALTY
+ 

EXPANSION

REAPPLYING
LEARNING

LOYALTY

PASS ALONG

¦{9w DL9bΩ¢5 /hb¢9b¢

LIFE-TIME VALUE

8

Join up what we have

PLANNING STAGE CAMPAIGN STAGE

DEFINE
GOALS

IDENTIFY
+

FIND 
TARGET

SELECT
PRIORITY

TOUCH POINTS

REACH TARGET
THROUGH

TOUCH POINTS

BUILD BRAND
MESSAGE

& INTEREST

GENERATE
SUCCESSFUL
BEHAVIORS

CONCEPT TESTING

SEGMENTATION

LIMITED SAMPLING

FIND

SYND AUDIENCE MEAS.

MEDIA CONSUMPTION

ETHNOGRAPHIES

SELECT BUILD BRAND BEHAVIORREACH TARGET

REACH / FREQUENCY

DwtΩ{κ ¢wtΩ{

UNIQUES

AWARENESS

MESSAGE

ATTRIBUTES

FAVORABILITY

PURCHASE INTENT

SALES

TRIAL

SIGN UPS

CLICK THROUGH

21 4 5

6 7

OPTIMIZE

3



[ŜǘΩǎ {ƛƳǇƭƛŦȅ Lǘ
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TOYOTA HYBRID made something complex 
simple


