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THE MEASUREMENT CHALLENGE




The Paradox of Digital Marketing

The Internet is the most But half of all advertisers
measurable of all mediums R2Yy QU (Y29 K2g
A~ 100% Accurate count of server requests, A Only 50% of companies use even the most
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Measurement Challenges

The most frequently cited barrier to shifting more money to Online
advertising I s fnNniMfesmeEbsarenyg mepe
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Directresponse advertising <:> Brandbuilding advertising

31% time of consumer <:> 8% advertising budget

A Hobbled by nascent technologies, inconsistent metrics, and a reliance on
2dz0 RF 0SSR YSRAF Y2RSftasz YIN]S(OSNA

% ’ & MillwardBrownDigital
AdMonitor

B F R WM R R SR



Rethinking the Impact of Digital Advertising:

Direct - Response or Communication?

In addition to the direct  -response impact, the branding impact
of digital advertising has been proven.
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Bigger Communications Impact

Comparison of CTR and brand KPI lift indicates that Internet
advertising has a bigger communications impact than a direct -
response impact.
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CTR (Click Through Rate) is not Enough

The CTR is a good metric for But CTR is not an indicator of

measuring immediate impact. communication impact.
A CTR: Immediate response A CTR has almost no relationship to
A CPC: Engagement branding.
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A CPS: Sales

A CTR cannot measure all
engagements.

I After exposure, people will
search for the brand or
category.
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