Integrating Paid and Earned Media



360i

Coca-Cola Facebook Community Marvel Create Your Own Comic Kraft Huddle to Fight Hunger

SUPEH HH\Q
iaiuia ﬁ 25088

The Secret is Out There

) HuddleToFlghtHunger com |

More Info | View on Face More Info | Launch Website OO'

Red Roof Inn
t\
Red

Roof Peim=

inn

al Pictures Repo Men

GIVE 1 te Feeding America
and GET $55 In cash back!

~
*‘ - ! AMERICA

‘oAl

4

More Info

E=agy GetRe

E COMING

More Info

Launch We

www.360i.com Proprietary & Corﬁﬁdential



Agenda

Buzzword of the year
Integrated Marketing

The value of social
Seeing the value of social
Engaged communities
Empowering loyaltyc
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Buzzword of the year!!

Marketing Buzzwords/Trends that US Marketing
Executives Feel Are Most Important to Pay Attention
to Currently, February 2010 (% of respondents)

Marketing ROI

Custommer reténtion

Brand loyalty
Positioning/differentiation
Branding

Customer satisfaction
Mobile marketing

social media
Segmentation

SED (search engine optimization)

Green marketing

Blogging
Word-of-mouth

Communitv huilding

‘ social media ROI

Niofe N=53

Source: Anderson Analytics and Markating Executives Ne g Group

%ﬂﬁt "Marketing Trends Repart 2070, " provided o elMarketer, 3
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Attribution enforces Digital Media Mix strategy

Digital Media Mix
| Modeling

Display = Email Affiliate Social

Paid Natural
| Search  Search

DM3 provides quarterly planning of budget allocation across
media channels and monthly quarter-to-date reviews
Attribution controls are set so that ROl goals within each media
channel align with the overall revenue objectives of the
quarterly plan

Attribution is a way to ensure that daily optimization drives
towards overall revenue generation

SEO focus is aligned with budget decisions in other channels




Media mix reviews detailed exposure path
performance to find what’s working and what isn’t

O AC
155 $ 121 |$ S 18,755 |$ Natural Search
144 S 119 |$ 0.10 |$ 17,136 |$ 1,701.00 Paid Search Natural Search
62 S 102 |$ 0.20 |S 6,324 |S 1,278.00 Affiliate Natural Search
45 S 96 |$0.11 |$ 4,320 |$ 478.00 Affiliate Paid Search -
34 S 116 |$ 0.26 |S 3,944 |S$  1,012.00 Paid Search Shopping Comp
25 $ 146 |$0.28 |$ 3,650 |S 1,024.00 | Remarketing
18 S 122 [$ 041 |S$ 2,196 |$ 896.00 | Natural Search
17 $ 119 |[$ 033 |$ 2,023 |S 661.00 Affiliate Remarketing
16 $ 165 |$ 030 |$ 2,640 |S 794.00 Affiliate Paid Search
14 S 141 |$ 0.30 |$ 1,974 |S 586.00 Remarketing
13 S 130 [$ 0.44 |S$ 1,690 |S 747.00 | Natural Search | Shopping Comp

Last click attribution dominates ecommerce
How can we value social?
How can social get the credit it deserves?




Attribution

Revenue at various budget splits
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Budget Split
Attribution getting Budget Revenue Settings | Contribution  Attributed ROI
' ' ‘ 50% ‘ ‘ " Display Only $200.00 $700.00 50% $500.00 $1,200.00 $6.00
Search Only $800.00 $3,000.00 50% $500.00 $3,500.00 $4.38
Display % of Budget Both $1,000.00
: o= 20‘()/ ' : Totals $1,000.00 $4,700.00 $4.70
(]

Dynamic Attribution Example
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C:%5CUsers%5Ckgeraghty%5CDesktop%5CThought%20Leadership%5Cattribution.html

Detailed budget allocations for each media
accounts for media interaction

Highly detailed budget allocation by week

Non Brand Average Probability of Average
Seasonality Non Brand Clicks forthe Allocated Clicks for gettingthe Media Revenue Per

Factor Impressions week Budget the week clicks Spend Click Sales Revenue
1 2% 1,367,408 16,135 52,772 3,150 99% 52,772 52.47 74 §7,790
2 £9% 1,305,732 15,408 52,647 3,008 99% 52,647 52.45 70 57,394
3 67% 1,266,600 14,945 52,568 2,918 99% 52,568 $2.45 68 $7,146
4 86% 1,247,458 14,720 52,529 2,874 99%  5$2,529 52.44 67 57,025
5 66% 1,244,759 14,688 52,524 2,868 99% 52,524 52.44 67 $7,008
6 66% 1,254,324 14,801 52,543 2,850 99% 52,543 $2.45 67 57,069
7 87% 1,271,740 15,007 52,578 2,930 99%  $2,578 52.45 68 §7,179
2 68% 1,292,749 15,254 52,621 2,978 99% 52,621 52.45 70 57,312
g £9% 1,313,614 15,501 52,663 3,026 99% 52,663 52.45 71 57,445
10 0% 1,331,414 15,711 52,699 3,067 99% 52,699 52.45 72 $7,559
11 1% 1,344,253 15,862 52,725 3,097 99%  5$2,725 52.47 73 57,641
Search Impression Lift from Display Revenue Per Click by Weekly Media Diminishing Returns Revenue over
EZ P Spend Spend

/ (Seasonality = 70%) [Seasonality=70%)
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Overlapping media produces lift

Post Click
Searches (searched a Reservations (saw
S e term, and comverted and clicked on the Adverlising com
loaded on the website but never clickad on regardless of seeing a Denner, and ey DrivePM
or searched) banner or nof) convented) Fodors.com

Hathdail 15.12% 0.09%| 1521%
e Right Media 20.28% 0.62%| 20.90%
< = Tribal Fusion 15.10% 0.42%]| 15.52%
Undertane 16.65% 0.54%| 17.18%
\ ValueClick 16.98% 1.95%| 18.93%
\ Yendare Media 17.70% 0.18%| 17.88%
‘Yahoo 20.95% 0.00%]| 2095%

Crossover (post-click; clicked the

banner, and then later searched for a
the banner and searched the term term and converted)

and converted)

Crossover (post-impression; saw

Total - (PostImpression Display + SEM + Post-Click Display) - (Post-Impression Crossover + Post-Click Crossoven)

(32,749 + 32,776 + 707) - (5,628 + 100) = 60,504 Total

- Different ad networks have different levels of overlap
« AOV was 10% higher for overlapping media



The value of social

December 2008

DigitalBeat

Twitter has made Dell $1 million in revenue
December 15, 2008 | MG Siegler | Comments © | e 19 [T

June 2009

InformationWeek
Dell Makes $3 Million From Twitter-Related Sales

De_cember 2009

Mashable

Dell Rides Twitter to $6.5 Million in Sales

www.360i.com Proprietary & Confidential 10



The Value of Social

—I

Profile edit Friends v Networks

Search

|

Social Marketing metrics %:: i

Easy to access o | |

Do not clearly tie to value creation W bt You 29 =
Standard brand metrics

Loyalty

Recommendations

Brand
Close the loop

Sales
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Social marketing metrics can have branding
equivalents

Brand Metric Social Equivalent

Reach/Awareness Impressions
Video Views

Consideration Engagement
Installations
Polls
Community members
Contest entries
Time Spent

Favorability Pass-along/ Share/
Forward
“like”/ “favorite”
Positive blog coverage,
comments
Content creators

Purchase Sales
Loyalty Referral

www.360i.com Proprietary & Confidential 12



Traditional metrics for social can be derived in
traditional ways
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Brand Health
Recommendations
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Sales

Avmrage $157 18 Aumragn $5534
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Testing sales

Non Community Transactions Community

10 Million 40 Million 10 Million
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Brand Loyalty

dyerage TEA%

Ayeage LT 5%
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Empowering loyalty and authenticity

Brandon Advocati [£] News Feed Top News - Most Recent
Edit My Profile

Share: [5) Status Photo ¢]] Link '&¥ Video

Welcome

[] News Feed What's on your mind?

& Messages

[ Events Brandon Advocati

& On my way home on Delta. Another on time departure.
Friends

&1 Create Group...

[49] Games

9% Aops

Photos 2 seconds ago - Like - Comment - Share

[£Z] Groups

] Notes Brandon Advocati

&7 Links Just checked in at the Crowne Plaza at West Palm. Looks nice.

Friends on Chat

2 seconds ago - Like - Comment - Share

Brandon Advocati >
Nike Gato just $40

12 minutes ago - Like - Comment - Share

Brandon Advocati
Looking good in my new Nike Gato beach shoes

about an hour ago - Like - Comment

Brandon Advocati
Just arrived at West Palm Beach on Delta and on time.

about an hour ago - Like - Comment

tary & qu}fldentlal



Propensity to recommend

Average B8 38% Average 27 51%
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Maokia

BlackBarry

Motorola

Secrat

Gillette

Axg

Victoria's Secret

Adidas

Nike

Coca-Cola

Skittles

Nutslla

Red bull

Pringles

Playstation

Xbax

Starbucks
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Branding study options T
' master) |

_______________

Includes:

Real-time brand

Vizu, Insight o impact — See

performance as your
EXpreSS and campaign runs

Dynamic Logic

to prowde in- e S Media plan :
performance — monitor

' e . .
market brand “our campaign drove xx% lift in purchase intent and optimize by
o over the course of the campaign...” Creative’ exposure
impact . | f ; d '
e requency and targeting

monitoring B Se— segment
solutions 3 =

Industry-leading
= T A sampling technique —

2 \D/Wilew dailn;ﬁannascurﬁulgtsiv;'zre:&s in your S tOp qua”ty data for your
campaign s brand lift performance insights

Understand the value of impressions beyond clicks and conversions
to reap the branding benefits of social

Create benchmarks and best practices for continuous improvement

www. 360i.com Proprietary & Confidential 19



Value of a fan

On average, fans spend an additional $71.84 on products for which
they are fans compared to those who are not fans.

Fans are 28% more likely than non-fans to continue using the
brand.

Fans are 41% more likely than non-fans to recommend a fanned
product to their friends.

Adidas had the highest variance of loyalty between fans and non-
fans with 42.5% of fans indicating a heightened likelihood of
continued product usage. Secret saw the lowest difference in
loyalty, only 15.83% between the two groups.

SocialTRACTM, Value of a Facebook Fan. ©2010 Syncapse Corp. All rights reserved.
Wwww.syncapse.com
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