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Thoughts for Internet World
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If digital measurement were a car, what car
would it be?

Because:

Simplicity in complex world
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HYBRID brought together gas and electric
engines
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10 Questions on
Digital Effectiveness
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MARKETING & MEDIA

ADVERTISING / 8y Anbwes Peversan

The stubbornly high price of Internet
“'banner’’ advertising finally is falling, as
Tevenue-hungry Web sites proliferate and
‘Big online advertisers flex their muscles.

The average price per 1,000 online xd
“impressions™ - that is, each banmer
placed on a Web
page — sllpped 5.6%
1o $35.13 in Decern-
ber from $37.21 a
year earlier. And
the declines are
ontinuing this.
year, says AdKnow-
Jedge, a firm that
helps  clients buy
banner ads, those boxy promotiona
pitches slapped an top of Web pages.
- “It's a simple example of supply and
flemand,” said Michele Schott, director ef
marketing communications for AdKnow-
ledge, based In Pulo Alto, Calif. ‘‘Meny

-More sites are seeking advertising, so
/there’s a Lot more to chodse from.”

Online advertising is expleding. Juplier
Communications, 8 New York Internet-re-
search firm, expects It to reach §3 billion
Ihis vear. But the cost to reach each set
of eyeballs started out higher than in
Jdong-established media such as television,
Where the cest of reaching viewers with a
B0-second commercial during prime time
Rverages about $12 for 2ach 1,000 homes.

- international Business Machines,
which spent $50 million last year on Inter
“Tiet ady to promote everything trom PCs to
gonsulting services, says it is seeing price
'declines for Internet ads. “We believe
-it Is because sites realize the medium is
-atil] in its infancy,” IBM spokesman John
. Bukovinsky said. “‘Rates need to be com-

“MEKTLINK COMMUNICATIONS INC.

“ Nextlink Commumications In¢, reported
3§ $96.5 milllon fourth-quarter loss, as the
eormpany continued to spend heavity to
%xpand its local telephone exchange serv-
4ee. The company’s net loss for the guar-
fer came to $2.07 a share, In the year-gar-

fier perlod, the Rellevue, Wash.. company -

yeperted a loss of $46.6 million, or $1.09 &
ahare, Analysts had expected a net 10ss of
4186 a shure, according fo First Call
Corp., but the results were in line with
estimates for the operating loss before
Qepreciation and other one-time items
Revenue climbed 92% to $43,3 million from
4225 million. Nextiink's stock declined

petitive to continue to fuel the growth of the
Internet.” It fact, deep-pocketed adver
tisers such as IBM can drive tough bar-
gains and gain deep diseounts from Web
sites, uy they do with other media.

Procter & Gamble caused A stir earlier
this year when some Web publishers felt
strung-armed by P&('s suggestion that it
vughi to be paying a paltry $5 per 1,000
impressions. P&G today sounds more flex-
ible. “We recognize that there isn't one
right  solution,” says spokeswoman
Gretchen L. Briscoe. “We are very happy
with the scl alue tha
receiyiee-our investiments.
dvertisers says they are demandind
lower prices partly because it is tough to
Jneasure the online ads' effectiveness,
€% publishers contend that banner ads

mote 4 company's brand whether coffs
act on the ad o not, but adversi
£ T WT0w many
viewers clicked on &n 44 10 learn more (the
“click through™ rate) or who actusily
bought one of the advertiser's products,

Chzn Suh iy chief executive officer of
closely held Agency.com in New York,
whose clients include Britlsh Airways
and Sprint. He says one source of pressure
on banner-ad prices is that Web surfers ure
clicking only on ads 2 dismal 0.5% of the
time, compared with 1% a year ago and
2.5% about two years ago. “We're seeing a
Tot of clutter.”” Mr. Suh said. “'Thers are a
lot more people online, and a lot mote (ads]
to click on. Peaple are more focused about
the use of the Infernet. They want to do
what they came to do and they don't want
to click on a banner.”

Evcn as the average price of banner ads
is moving south, some Web sites still
commend premiim prices. Adveclisers on
The Economist’s Web site pay between §5
and §35 per 1,000 tmpressions. It ad space
has been sold out {or mere than a year,
whille 60% to $9% of the space on most Web
sites sits umsold. But less-attractive sites
are seeing their values drop as advertisers
chase the top ones. And newer sites,
desperale to show potential investors any
Tevenue, aré culting deals, sometimes
even giving away space.

“"We've got two classes; the haves and
the have-nots,' said Rich LeFurgy, chair-
man of the [nternet Advertsing Bureau,
an indus(ry group, ““The haves are able to
maintain and increase their value, and the
Nave-n0ls are taking less than thev're

e

Price of Internet Banner Ads SlipsasWeb Si

computer might find a more receptive
audience among pevple scant.ng cor-
puter-related information than on pages
offering gardening tips.

Lycos, the portal site based it
thatm, Mass., says it nsed to be able
Space across its network for §15
per 1,000 impressiony just six montk

recejving-for-our investments.

Advertisers says they are demanding
lower prices partly because it is tough to
easure the online ads’ effectiveness.
€b piiblishers contend that-banner-ads
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section, goes for a5 mueh as $150.
prices have remained steady,
Talking about Web-ad prices |
king how much it costs to buy a car
ew [anni, an online-advertising a
Jupiter. “Tt could ke anything from
g Bentley,” he suid.

AdNotes =
FCB NEWS: True North COmB
tions' Foote Cone & Belding said 2(
agency veteran Jack Roland, the 42vear-
old president of the San Franciseo office, is
leaving the agency. World-wide creative
director Geoff Thompson was recently
moved from London and given the addi-
tional posts of chairman, chief creative
officer and CEO of the San Franelsco
office, 8 role in which he cutranked Mr

Boland. Mr. Beland couldn't be reached.

JWT WIN: Two months after restruc-
tring to improve efficiency and get its
products 10 the market faster, Kimberly-
Clark eliminated Foote Cone & Belding
from ts creative roster, consolidating cre-
Atlve work on its tissue brands with WPP
Grvup’s J. Walter Thompson, FCR loses an
estimated 560 million in billings on the $100
million uccount. JWT handles the Scott
brand and will piek up FCB's ad dutles i
North America and Europe for Kleeoex,
Scottex and Andrex. JWT nabs Kleenex
Cottonelle bathroom tissue from sister
shop Ogilvy & Mather, which continues 10
handle Huggles and Puil-Ups diapers and
Kotex. Ogilvy expands its media dutles by
adding some FCB had handled.

Y&R POSTS PROFIT: Young & Rubi-
camsaid it swung to a fourth-guarter profit
of $27.3 million, or 34 cents a diiuted share,
from a year-earlicr Joss of $35.8 million, or
77 cents a share. Results matched analysts
surveyed by First Call. Revenue rose 5.2%
o $426.7. mitlion from $40 i

hinvad in nowt ke naor wd .
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Online spending increased dramatically since th
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Quarterly $ Revenue Growth Comparisons — 2000- HY2009

58,087 §7,134 $6,010 §7.267 $9,626

1,63 .
51,452
T T LI

$12,542 516,879 521,206 $23,448  HY 510,900

35,046 %8.100

QI2A3Q102030401C2Q3 04 Q102 A3 A1 Q203 Q4 Q1 A2Q3Q4.Q1 {12{}31‘.]45{]'1 Q203040 Q20304 Q1 Q2

2000 2001 2002 2003 2004

2005 2006 2007 2008 2009

Source: IAB Internet Advertising Revenue Report 2009 Second-Quarter and First Six Months Results
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Why Is Digital important?
Because It can trigger action online?

The longterm impact of online
marketing
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What we know from Brand Equity study BRANDZ™

Digital consumers have stronger brand relationshipsin ALL
categories; particularly true for airlines but still stronger ftvaircare
Brand Relationship (digital consumers vs. others)
A Airlines +93% w Beers (young) +12%
A 1T Hardware +48% w Fast Food +12%
A IT Software 4% w Credit card networks +10%
A Credit card providers +33% _
A Fragrances +29% w Mobile phone handsets +9%
A Apparel Women +27% W Mineral water +9%
A Body care +22% w Banking +9%
A Apparel Men +20% © Insurance +8%
A cars +17% _
A Spirits +16% w Hair Care +8%
A Face care +14% w Grocery stores +7%
w Telecoms mobile +6%
w Soft drinks +5%
w Motor fuel +5%
- y,

lr-rs'rce--

|



Digital consumers China[ S@A Q& Sy Bidgltal S |
difference among male apparel consumers

Digital Brand Relationship Difference Advantage %

(DBRD)

Digital Non

Levi's 16 7

Puma 30 21

Converse 21 15

Mizuno 12 7

Giordano 41 36

Baleno 34 30

Adidas 65 62

Reebok 18 14

Bossini 17 16

Shops Own Labe 4 4
MetersBonwe

Semir ° Global norm: +3 i’g i’g

Li Ning Global m/apparel norm+4 - cq

Nike China norm: +1 63 64

Jeans West 2 China m/apparel norm:+2 oe .

Sevenwolves -2 31 33
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We work fortradigital clients
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Budgets are going digital, but most still traditiona

% Share of Media
(China)

TV 61.1%

Print 21.1%

Outdoor 16.8% 14.7%

10.1%
Digital 1.0%

2002 2010f

SourceThis Year, Next Yeaworldwide media and marketing forecasts,@soupM_summer 2009
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hinktradigital media consumption andayparts

Radio Internet TV
Newspapers Magazines

100% -

7%

80% - 73%

60% -

40% -

20% -

0%

Morning Daytime | Daytime ll Early Fringe Early News Prime Time Late Fringe Late Night
=& Internet TV —&—Magazines ~&—~Newspapers -~ Radio



Research needs to do more than digital

Measuringbrands and trends ME\E\D
Measuring TV, print, digital, mobile GC¢NF RAIAGHE € s

Measuring promotions
Measuring PR and social media

Measuring retail and sales _ _
Interplay between siloed metrics

Demos
Reach
Brand
Behaviour System that links them
Creative
N OT Targeting
Storytellers
Dashboards
o Valid and faster
ENOUGH v

Deep Global

20
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Join up what we have

SELECT GENERATE
PRIORITY SUCCESSFUL
TOUCH POINT BEHAVIORS

FAVORABILITY CLICK THROUG

ETHNOGRAPHIH UNIQUES ATTRIBUTES SIGN UPS

PURCHASE INT
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SYND AUDIENCE REACH / FREQUE AWARENESS

MEDIA CONSUMP Q{ MESSAGE TRIAL
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TOYOTA HYBRtlade something complex
simple
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