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Ros Allison, VivaKi Nerve Center
Alice Donaldson, Fairfax Media



Traditional channels liquified
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Finding the 30 sec spot for video "
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Scalable solution to grow our market "




Ideas that accelerate growth
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Bringing brands publishers, technology together
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The 5-2-1 process

* Industry alignment, lane focus,
engagement formats

* 5 most promising ideas for rapid
scaling and qualitative research

 Consumer testing, vote and
determine two top performers

* Live, in market field trial
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Global Qualitative research findings...

* Disruption wastes time

e Advertising as a barrier — integration overcomes this
e Click uncertainty

* Choice takes time and effort — offset by relevance

* Need for explanation
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Insights from global quant research...

* Relevance

* Empowerment

* Respect for time
* Leverage the web

e Generational difference
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smh.com.au

= - Search here... smh.com.au
The Sudney Morning Herald

MORE NEWS

Choose an ad e | Q F
&t 1 P .
| ‘WL& \k o R
MAYE A PYCHD

Duration: 15 sec Duration: 15 sec Duration: 15 sec

...or an ad will start in 8 sec

Simply select the ad
you'd like to see.

Advertisement
Your video will begin shortly. Selected ads play in the video player

before your video clip is displayed.



AdSelector - Select.wmv
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— Choice, empowerment, relevance
— Improved user experience

— Strong results, existing assets

— Real benefit with scale

Consumer
Advertiser
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In market field trial

* Leverage the global Pool results

— Quantify scorecard - local content, local consumers

* Test within Fairfax Digital content
— First to enable the AdSelector post US Pool research
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What we know...
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Participants

HOLDEN

N oanTas

Media Partner Research Partner
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Research methodology

* 4 groups were established

Control Those not exposed to the ad format

Pre-Roll Those only exposed to pre-roll
Those exposed to all Ad Selector -
Total Ad-Selector default and actively selected

Those who actively selected an ad
Ad-Selector through Ad Selector
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Results: overall brand effectiveness

All video formats showed significant uplift on brand metrics with the

consumer engagement format driving the largest increases

20

% pt 15
increase
on control

group 10
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TOM Awareness

H Pre-Roll H Net Ad-Selector W Ad-Selector (Active Selection)

Purchase/Usage Consideration Sentiment Recommendation
Intention
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Motivation for selection

As with the US research, relevance was the most important

component for consumers

50% -
40% -
30% - 27%
20%

10%

0%

Ad was relevant  Ad looked exciting Randomly selected Chose the first ad
and entertaining on the left
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Entertaining” creative
350 was more important
to the younger age

groups
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Eye tracking Insights

smh.com.au

= L Search here. smh.c Search
The Sudney Horning Herald

MORE NEWS
Choose an ad

YOUR BOSS A NYMPHO? MAYBE A PSYCHO? OR A TOOL PERHAPS?

Duration: 15 sec Duration: 15 sec Duration: 15 sec

SKIP THE COUNTDOWN

_..or an ad will start in 8 sec Simply select the ad

2 ou'd like to see.
Advertisement i y etos
egin shortly '_ i \ Selected ads play in the video player
before your video clip is displayed.
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gazeplot.wmv
heatmap.wmv

Learnings

* Strong creative

* Relevance

* Behavioral advertising
* Choice

* Constant monitoring
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Search here.

CHOOSE THE AD YOU WOULD LIKE TO SEE

Your video will start after this short commercial

Make a Kia Top Play NO to pet names Oral B dentist like clean

NONONO

HOLDEN

NOW...

smh'com'au Search here. a Search

The Sudney Horning Herald

Choose an ad

YOUR BOSS A NYMPHO? MAYBE A PSYCHO? OR A TOOL PERHAPS?
Duration: 15 sec Duration: 15 sec Duration: 15 sec

SKIP THE COUNTDOWN

1],

Simply select the ad
you'd like to see.

Selected ads play in the video player
before your video clip is displayed.




From here

* Results mirror global confidence
* Creating a scalable solution
* Device transition

e Next lane for the Pool
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Consumer choice = significant
uplift across brand metrics
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A Buyer’s Perspective
Ellie Rogers, lkon Communications
Phil Cowlishaw, lkon Communications



What works — a practical guide

 What's all the fuss about?
* Recipe for success with digital video

* Westfield case study
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What's all the fuss about?

\‘\ t

10.7M Australians watch videos online each month
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Recipe for success with digital video

Digital video is in its infancy so guidelines are necessary



1. Utilize data to buy granular segments

Broadcast \ Narrowcast

Conversations with smaller, more qualified audiences
iab.
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2. Multiple tailored creative is best

people who intend to purchase the

fa ™
L Impacted reach refers to the number of

T R e T J Impacted Reach of Purchase Intent
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MNumber of People Impacted
Based on 10MM Impressions

30,000
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10,000
0
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— =de=Repurposed TV == Made-for-Weh

Due to the nature of Made-for- B
Web video as standalone
content, it may nat be as

effective at higher exposures,

as consumers will already have

seen the content J

AQ.6

A20
|
A8 N
(206
1 2-3 4-9 10+

TVC’s work well, bespoke is better, multiple tailored is best
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3. Make all video sharable
l'. " /.
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Digital video should be sharable to encourage ‘earned’ media
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4. TV & digital are better together

Ad Recall Among Us Premium online Video vs.TV
Viewers, December 2009
% of respondents

General recall

465

Brand recall
50%

28%

Message recall

21%
Likeability*
14%
H Online video TV

Note: ages 18-4% *iike "a lot" or "somewhat”
Source: Niglsen [AG, "Premium Online Wdeo Measurameant 2008-02" as
cited in company blog, Aprii 12, 2070

Ad rRecall that Had the Greatest Lift Among TV and
online Video Viewaears vs. Only TV Viewers, December
2009

% Oof respondents

TV &l peneral recall
%

44%
TV &cl brand recall
IN%

i e

TV ad messape recall
Fa

19%

™V acl likeakllity®
17%

17%

B TV and préemivm online video BTV only
Note, e T8-4% * kg " ko™ or “somaafue™

sSource; Walsen &S “Premaum Onfine Video Measimemeant 2008-0%° as
citad n company biog, April 19, 2000

11£30 vl o Marketer coem

Plan ‘video’ not distribution channel
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5. Understand the market place

——

Catch Up Long Form
‘Premium’ Long/ Short Form
Ad Networks

Ad Exchanges




6. Know where your ads are going

< ,‘_..\ ! ; J

i 1. Buy from publishers that offer full transparency on player
I 2. Use pre-emptive tools so your ads run as booked
' 3. Run ad verification to show activity
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7. Frequency capping is essential

| amdanes | Frequency and Purchase Intent

Absolute Difference (Exposed minus Control)

Q472008
: Rich Media
A
cg !
T
i
g5
[a] E Video
=2
0 2 4 b 8 10
Frequency {Number of Exposures)
SOUrce: Dymamic L KM, 53 gen F o= cipd F d F
F. S 4

Start at 4, then asses each client’s frequency rate
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8. Banners can have a roll

In Stream In Banner
]
i
All I Find
Arts Auto Ausiness Extreme Fashion Fitness Food Games Health More

Leonardo DiCaprio About Inception Movie

Ax| Rose wants $20 million for
hating Slash

Using a combination can provide cost effective CPM
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9. All video to go through ad server

sweetheart undisturbed
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10. Get the KPI’s right

Measure on TV metrics — Reach, Frequency, Sentiment



Case Study: Westfield — E-commerce

One Question Site Survey

YOU WILL 0T LEAVE THiE PAGE

How likely are you to buy online from the Wesffield.com.au
website?

Defintely wit

Probably wil
May or may not
Probably will not

Defingely wil not

) _ _. Frequency Performance’ Control Baseline --- Average Lit EControl BExposed
T Brand Metric & Filters (7) q ¥ g P
Metric: How likely are you to 8%
buy online from the
Westfield com.au website? 24%
[ Definitety will 20%
[ Probably wil -

|_ May or may not
[7 probably will not
[ pefinitety will not

P Apply

Control 2 Exposures 3-& Exposures
n=1074.0 n=4350 n=510.0
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A re-cap

Use data to run profiles

TVC’s work well, bespoke is better, multiple tailored is best
Sharable to encourage ‘earned’ media

TV & digital are better together

Understand the market place

Know where your ads are going

Frequency capping is essential

Banners can have a roll

All video should go through an ad server

10 Get the KPI’s right

LN UL WNE
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A Publisher’s perspective

Karen Stocks, Head of Media Solutions YouTube
and Display



5 Things about online video

1. Fragmentation: This isn’t a new story

2. Great content can come from anywhere
3. The TV Guide isn’t going to cut it

4. We can create ads that users love

5. There is no such thing as online video
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Lady Gaga, genius marketer powered by video
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SHEER ~r LANGUAGE (US) -v;‘p_'

A HISTORIC CINEMATIC EXPERIMENT Home  About FilmingDay  Guidelines Tea

AIOLEY SOOI o KEVIN MACDONAL

- TRTRRHH Y[]U]UB[ COMMUNITY++ seneanee
o

\ L4
B > )| 0057111

On Julv 24 help document

D 24 HOURS. 6 BILLION PERS
\asingle day nn garth k
Life In A @ historic global experiment to create a user
MADFE POSSIBLE feature film, shot in a single day, by you. On July 24, you ha
capture a glimpsa of your life on camera. The most compellir
(7 LG will'be edited into an experimental doct
Life's Good pmduced by Ridley Scott and directed by Kevin Macdonalc

The film will premiere at the Sundance Film Festival in Janu:
be available right here on YouTube. If your footage makes it
> ] 5 03 ] 9 4“ finished film, you'll be credited as a co-director and you coul
o contributors brought to Sundance to celebrate with Kevin M

¢ g DAYS HRS MINS SEC =

3 Koy




Samsung reached incremental audiences online

4% incremental
audience reach

Target Audiencé: Men, 22-55 ..
Client: Samsung Television reach
65% e
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YouTube Case Study: aﬁ

s | =

Apex Car Rentals extends TVC Reach to Online Audience giok i ing

Apex Rentals New TV Ad
Featuring The Song "The OtherSide™
Apex - The Kiwi Way

apexrentals

aﬁe)gcar rentals ﬁ

e e the kil () A W Rkl W

R 2o e e ([ 2!0
' KL oo erm ) Channel Views

— 4X4 Full Size Auto . | Vldeo comments
4,131 views - 8 1
mmm " 3§ 8 per day
by : s
— : Gl Secan™™ !

i Premium Mid Size
x ; 1,045 views - &
Apex Car Rentals TV Ad - the kiwl way F = B VIEWS -
" From: apexrentals | Sep 30, 2010 | 90,014 views - m”;d&
Car Rentals hitp:/iwww.apexrental A rather beautiful but ol .
#::sed mmmmamﬁmm m« Sedan
‘lxglbnéa sne is hoiding on the kitchen duwim - bag. - 1,094 views - 8
cut as she looks out of the window at the night. We see refiected ... (more Info) /months ago

View comments, related videos, and more 41| Super Hatch
[ | o’
— g

Utilized 60 sec TVC & YouTube Channel to drive
measured engagement in video views.
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ICE MEaNS everyone wins

Viewer cho




Use Insights to Optimize Performance

YouTube Insight

™ =
W

Track online video viewership using
YouTube’s analytics and reporting tool. !"

E 0 Community How many times have viewers rated, favorited or | —— :“_, o
Insight provides video-level data that ] e e
helps you understand your audience: :
the who, what, when, where, and how e
people came to watch your videos.
Optlmlze your Campalgns by ; V:;‘;’r:s::stused in comments unthisvide’v:?:g o
measuring and analyzing: Demographic ., able Nl e e v

: ?e:aies 1 computer JOO(J [y apple screen
- . . ; wsi- connec nmthmin ernet search
Views and Popularity ' —

) .
S| Discovery

—
=
1

1

.'/3 (
& : Demographics

-

)

Community Engagement

8" Audience Attention
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youtube.com/bubble
youtube.com/ytshowandtell
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Q&A



Questions
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Thank you to our sponsor

Media
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