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Today’s Agenda

Search
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Multiscreen

Digital Planning Process
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Who’s this dude

Husband and Father

14 years in Media

Experience in Radio, TV, Digital 

and Programmatic

Worked at SCA, MRN, MI9 and R1

Won some stuff along the way

Founding Board Director at Un Ltd.

Surf Lifesaver at Manly

W.I.P
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search



+
The Importance of Search

 The path to purchase is complicated.  

Search plays a key role for consumers at 

different stages, helping them connect to 

find solutions

 Search Engine Marketing (SEM) accounts 

for 59% of digital spend and 18% of 

overall marketing spend, according to the 

IAB 
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37% of Online Searchers are 

driven by television ads

30% of Online Searchers are 

driven by magazine & newspaper 

ads

17% of Online Searchers are 

driven by radio ads9% of Online Searchers are 

driven by outdoor media

Source: Offline Channel Influence on Online Search Behavior Study

25% of Users exposed to display ads 

searched on a brand term

Search Is At The Center



+When talking about Search, 

GOOGLE = Lion’s share in Australia

Source: http://gs.statcounter.com/#search_engine-AU-monthly-201201-201301-bar
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Search Makes Other Media Work 

Harder

 Unilever case study 

shows increased 

efficiency with 

search

 Search in 

combination with 

other media makes 

that media more 

effective in 

increasing brand 

values: 

Source: Unilever, Mindshare and Google, Flora Xmos Study
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How search works
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Search results are divided into two…

Organic AKA 

SEO (Search 

Engine 

Optimisation)

PPC (Pay per 

click)  AKA SEM 

(Search Engine 

Marketing)

PPC – top 3 positions

PPC

SEO – Organic results
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PPC, or Search Engine Marketing

Cannot buy your 

way to the top. 

Ranking is 

determined by the 

CPC bid and a 

quality score 

Pay on a COST PER 

CLICK buying 

model, therefore do 

not pay for 

impressions
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Introduction to 

Paid Search 
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What Is Paid Search?

 Driving traffic to a website 

through paid ads

 Generally an efficient way to 

acquire visits to website as:

 It’s a cost per click model

 Advertiser decides how much 

to invest per click / keyword / 

timeframe etc.

 High level of analytics available 

to understand what converts 

best

 Easy to switch off and on



+
SEM Ranking Levers 
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Mobile Search - Australia

65% 
of people Search on their Smartphones 

everyday

Source: Google, Our Mobile Planet – Australia 2015
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Mobile Search, Benefits

Smaller screen means higher cut through and less visible 

competition

Mobile Paid Search gives better value than desktop

Better Targeting options



+ Local Search 

Mobile search makes it easy for customers to reach them with 

resources such as maps, click to call, directions etc.  (instantly 

trackable)
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Mobile Search Goes Local

Source: Google, Our Mobile Planet – Australia  May 2013
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display
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The Role of Display

 Numerous opportunities and 

applications

 Many formats and buying models

 Awareness, engagement and 

response

 The Swiss Army Knife of Digital
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The Basics

 Standard formats established by IAB and used 
by almost every publisher 

 Leaderboard, MREC, double MREC and Wide 
Sky the most common

 Many other sizes exist

 468x60

 234x60

 300x100

 120x600

 300x600

300x250 / Mrec

728x90 / Leaderboard

160x600 

/ Wide Sky

300x600 

/ Half Page



+Expandables, response based format 

with larger real estate
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Awareness

 Able to deliver mass reach 

and awareness

 Larger more premium 

placements: Homepage 

takeovers, road blocks, 

reskins, etc.

 Unmissable – high impact 

and cut through
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Engagement

 Can take consumer on a 
journey – not limited by 
time and space

 Integration with sites to 
create in depth content -
not just advertising

 Share detailed product 
information and brand 
experiences

http://www.youtube.com/watch?v=4ba1BqJ4S2M&feature=player_embedded
http://www.youtube.com/watch?v=4ba1BqJ4S2M&feature=player_embedded
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Response

 Able to efficiently drive leads 
and acquisitions

 Pay only when a specific 
action is taken

 Serve tailored messages 
based on stage in the 
purchase cycle

 Ability to do data capture in 
banner, consumer already 
commits before reaching site
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Below 

The Fold

Watchouts

Too 

cluttered
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Why Display Creative Has To Work 

Hard…
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Native
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Advertising written by editorial

http://www.mamamia.com.au/wellbeing/fun-lunch-box-ideas/
http://www.mamamia.com.au/wellbeing/fun-lunch-box-ideas/
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Articles promoted by brands

http://www.buzzfeed.com/mazdaaus/ways-to-have-a-life-when-you-live-at-work#.urDr12War
http://www.buzzfeed.com/mazdaaus/ways-to-have-a-life-when-you-live-at-work#.urDr12War
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Content led advertising

http://console.flite.com/ad/832ce03a-e830-4cc3-846d-2f1bc6c2e0e1?cb=1428561312398
http://console.flite.com/ad/832ce03a-e830-4cc3-846d-2f1bc6c2e0e1?cb=1428561312398
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Native advertising

“Advertising that is native to the environment it’s 

found ”

Or simply

“Adverting that’s not shit”
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Multi Screen
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Long gone are the days of a phone just 

to make a call…

Internet browsing using 3 or 

4G almost anywhere

Video, pictures and 

music all stored in one 

place

GPS for mapping and 

geo-location services

Downloadable apps, 

games, and content

Instant communication beyond 

phone calls, Facebook, 

instagram, Tinder…



+
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When talking ‘mobile’ 
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OS - Android leads the pack, just

42

39

3
4

13

Android iOS RIM/Blackberry Windows All others

Smartphone operating system share in Australia

SOURCE: TNS Mobile Life 2013 C22: What operating system does your phone have? [Smartphone owners]

• Ideally sites or apps 

would be developed on 

both leading platforms. 

• If not an option look at 

platform penetration 

within a specific target 

audience to maximise

success
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Smartphone usage only set to increase
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Hands up if you have a Tablet
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+Tablet 

growth in 

Australia

Source: Nielsen ACCR Report March 14
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Each device has distinct consumer 

behavior's



+
Different devices have different usages

Smartphone

Tablet

Source: eMarketer 2013

Smartphones = Browsing

Tablets = Purchasing



+ Mobile TO DOMINATE

Source: The international Data Corporation (IDC), 2013 / emarketer

.

Current Data trends indicate that Smartphones and tablets will 

out- sell PCs worldwide by a margin of nearly 5-to-1 by 2017
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Digital planning process
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1.Understanding 
The Role Of 

Online 

(and how it fits with 
other media)

2. Setting 
Objectives

(KPI’s)

3. Selecting 
Sites & Formats

4. Targeting
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AWARENESS ENGAGEMENT PARTICIPATION RESPONSE PARTICIPATION

Awareness

& 

Entertainment

Interest

& 

Engagement

Inform

&

Assist

Convert Retain Advocacy

Connect

&

Share

Understanding the role of Digital
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High reaching portals/networks

Large formats

Impactful executions

High frequency

Sponsorships / buyouts

Video

Search

Content integration

Branded destination

Apps & Widgets 

Interactive video

Voting/polls

Competitions

High volume impressions, low 

cost

Text based placements

Frequency capping

Re-targeting (re-sell/up-sell)

Data Capture 

Rich Media – interactive ads

Social Functionality

Like / Share

Blogs / Forums

Alpha Influencers

AWARENESS ENGAGEMENT

PARTICIPATION RESPONSE

It’s a complex beast!
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Richer formats – interactive ads

Apps & Widgets 

Interactive video

Voting / Polls

Competitions

High reaching portals/networks

Large formats

More impactful executions

High frequency

Sponsorships / buyouts

Video

Search – To work with ATL 

Action / Incentives

High volume impressions, low cost

Text based placements

Search

Re-targeting (re-sell/up-sell)

Data Capture – action within creative

Programmatic

Portability of content

User generated content (UGC)

Social Networking

Like / Share

Blogs / Forums

Alpha Influencers

AWARENESS ENGAGEMENT

PARTICIPATION RESPONSE

Different approach's for different 

objectives
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Watching 

multiple 

videos and 

starting 

conversations

Regaine: Let the 

user choose which 

content to view

Interactive Pre 

Rolls:

Multiple Videos 

and further 

CTA’s

Tippex: Let the 

user control the 

outcome

Role: Engagement

http://tiny.videoegg.com/ah4o
http://tiny.videoegg.com/ah4o
http://thevideonetwork.tv/demo/advertiser/regaine/socialbutterfly.html
http://thevideonetwork.tv/demo/advertiser/regaine/socialbutterfly.html
http://www.youtube.com/watch?v=4ba1BqJ4S2M&feature=player_embedded
http://www.youtube.com/watch?v=4ba1BqJ4S2M&feature=player_embedded
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Social video 

players with 

sharing 

functionality

Facebook: 

sponsored 

stories

Using Alpha Influencers

1.5m Exhibitions created

461,000 FB Likes

16,000 FB Shares

Role: Participation

http://console.unrulymedia.com/content/video/5731
http://console.unrulymedia.com/content/video/5731
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Social 

Recruitment

Offers and strong CTA

Smart 

Versioning

Sampling The copy is 

already pre 

defined with 

standard ads.

SV pro contains the 

same amount of 

frames but with a 

blank template.

The frames can be 

dynamically altered 

rather than having 

to create many 

versions.

Role: Response
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AWARENESS ENGAGEMENT PARTICIPATION RESPONSE

 Click through rate

 Interaction rate

 Video streams

 % Video completed

 Repeat views

 Time spent with ad

 Games played

 Clicks/Sales

 Leads/Quotes

 Opt ins

 Registrations

 Downloads

 Entries

 Cost per…

 Impressions Delivered 

 Unique R&F

 Ad recall

 Brand awareness

 Brand perceptions 

 Brand favorability 

 Message association

 Purchase intent

 Word of mouth

 Shares

 Likes

 Referrals

 Twitter followers

 Email database/CRM

 Brand conversations

Setting KPI’s – at the start
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Roy Morgan

Understand target's online 

behaviour

Nielsen Netview, Market 

Intelligence

Further insight into specific sites 

the target visits, duplication etc. 

Publisher Data

Using studies and data from 

publishers

Demographic profiling and reach 

potential/consumption

Contextual relevance and targeting 

capabilities

Breadth of environment & depth of 

content

Ad Relevance

What are competitors doing?

How cluttered is the category?

Post Analysis

What have we learnt previously?

Competitive & Brand fit

Past learning’s & results

Negotiability & Flexibility

Liaising with Creative Agency

Selecting Sites and Formats
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NetView Market Intelligence

Look out for the green tick – it 

means the site stats have been 

validated by the ABA!

Nielsen: Further site info, rankings, 

duplication etc.



+
Publishers: New opportunities / 

specific research etc. 
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AdRelevance: Competitive analysis



+
Past learnings & results: 

Reports, post analysis & benchmarks
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Contextual Targeting

• Based on consumer media 

usage, content and 

demographic data

• All activity should be 

targeted to some degree to 

ensure that creative 

message is relevant and 

reduce wastage 

Custom Audience Targeting

• Custom audiences can be 

built using more detailed 

and in depth audience data

• Rather than just males 18-

25, custom audiences can 

be split in to lifestages

• Tech early adopters

• Youthful and trendy

• Earners and Learners

Re-Targeting

• Ability to re-message a 

consumer who has shown 

interest on ad or website

• Update message with offer 

etc. to entice them back

• Implementation and up 

keep of tags is essential to 

this effectiveness of this 

type of targeting

Digital Targeting Capabilities
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Behavioural Targeting

User 

behaviours 

identified by 

visits to 

defined sites 

within an area 

of interest

Audience

2 Users put into 

groups that are 

identified when 

they appear on 

a property or 

network

Advertise

r

3 Advertisers 

select 

relevant 

audiences 

and target 

them with 

ads

1
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Other Planning Considerations

 Flighting

 How does it fit in with other media?

 Day buyouts

 Frequency capping

 Formats

 Refer back to objectives, the role of 

online & creative

 Consider creative already available

(global creative, TVC, etc..)

 Do we want to build custom formats?

 Are we proposing a media first?
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Measurement



+

Measurement is a key 
strength of online.

Sometimes it’s our own 
worst enemy too. 



In the informal poll eMarketer conducted among 

industry insiders, we asked them, “What single word or 

phrase would you use to describe the current state of 

online advertising measurement?”

Source: Online Brand Measurement: Special Report emarketer June 2009
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Hands up if you’ve clicked on a 

banner? 



The click is the easiest and most 

immediate response to track 

HOWEVER, multiple studies have shown that 

there is NO correlation between DISPLAY ad 

clicks and brand metrics

Plus NO connection between measured 

attitude towards a brand and the number of 

times an ad is clicked



You’re either a clicker or you're not! 



In fact you are…. 
68
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Metrics should align with strategies,

but it’s easy to become swamped!

BRAND

CONSIDERATION

ENGAGEMENT

RESPONSE

NPS 

BRAND AWARENESS

BRAND RECALL

PURCHASE INTENT

PREFERENCE

CTR%

INTERACTION RATE

CLICK TO EXPAND

CLICK TO PLAY

ORDERS

COST PER ORDER

ROI

CPM

CPC

eCPM

CPC

CPE

SITE VISITATION

CPE

COST PER LIKE

COST PER SHARE

SUBSCRIPTIONS

DATA CAPTURE

CPC

COST PER UNIQUE

REACH

FREQUENCY

IMPACT ON SEARCH

STORE LOCATOR

FUNNEL STARTS

COST PER TWEET

YOUTUBE VIEWS

STORE CONTACT

CUSTOMER SERVICE

DATA CAPTURE
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Campaign Measurement Framework

Establish 
Objective

• What is the role of the campaign? 

• e.g. sales, awareness, registrations, brand health

Set clear goal

• How will you measure if you’ve achieved your objective?

• Is it feasible with your budget?

• e.g. increase awareness of brand by 10%

Identify 
measurement

• How will you measure your objective?

• e.g. actions on website, control/exposed survey, sales in store

Develop 
reporting plan

• Define the reporting template 

• Determine the frequency of reports and when final reports will be ready

• Divide roles and responsibilities
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Directly measures demographics from 

Facebook’s 11mm+ audience

Provides Online Gross Rating Points (GRPs) 

consistent with TV Ratings

First Internet measurement system with 

demographic ratings accredited by the 

MRC*

Delivers unique reach, frequency, on 

target impressions across campaigns, by 

publisher, by placement

Delivers daily results WITH demographics, 

for online campaigns of any size

Delivers 

true R&F 

comparable 

to TV

Registered 

Users (AU)

Measures 
Work & 
Home

*Nielsen Online Campaign Ratings is accredited by the Media Rating Council (MRC). Featured elements 

including DMA, verification and viewability are not currently accredited, but are undergoing review by 

MRC. 

R&F & AUDIENCE: Nielsen OCR



+
Online Campaign Ratings’ 

Methodology



+
Example measurement plan
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Still with me?   

 Search – is essential

 Display – is multipurpose

 Native – ads that aren’t shit

 Multiscreen – continues to grow

 Digital Planning Process – ask the questions

 Targeting – is a must

 Measurement – is improving


